ercufeoisier 


TUESDAY,  SEPTEMBER  28,  1976 


PART  II: 


CONSUMER 

REPRESENTATION 

PLANS 


TABLE  OF  CONTENTS 


Presidential  Memorandum .  42783 

Memorandum  for  the  President . .  42767 

Agency  Plans; 

A.  Energy  and  Natural  Resources; 

Department  of  the  Interior .  42769 

Energy  Research  and  Development  Administration..  42776 

Environmental  Protection  Agency . 42781 

Federal  Energy  Administration .  42787 

B.  Human  Services; 

Department  of  Health,  Education,  and  Welfare . ,,  42796 

Department  of  Housing  and  Urban  Development....  42806 

Department  of  Labor . . .  42815 

Department  of  Transportation . .  42822 

Veterans  Administration.. . 42830 

C.  Agriculture,  Economics  and  General  Government: 

Department  of  Agriculture . . .  42841 

Department  of  Commerce . . .  42845 

Department  of  Justice .  42853 

Department  of  the  Treasury . 42858 

General  Services  Administration . 42861 

Small  Business  Administration . . . 42866 

D.  National  Security  and  International  Affairs: 

Department  of  State . 42871 

Department  of  Defense  . 428^ 


THE  PRESIDENT 

Memorandum  for  the  Heads  of  Executive  Departments  and  Agencies 

The  White  House,  W<ishington,  September  27,  1976. 

This  year  marks  the  celebration  of  our  Nation’s  200th  Birthday.  It  is  appropriate 
that  we  embark  on  the  Tricentennial  with  a  reaffirmation  of  government  for  the 
people,  by  the  people.  As  one  more  step  in  this  direction,  this  issue  of  the  Federal 
Register  includes  Consumer  Representation  Plans  developed  at  my  request  by  17 
Federal  Executive  Branch  Departments  and  Agencies. 

In  initiating  this  effort,  my  guidelines  to  the  Departments  and  Agencies  were  that 
they  should  work  from  within  and  improve  the  existing  structure,  rather  than  create 
another  new  agency  to  oversee  other  agencies  or  establish  an  agency  with  an  adversary 
function  built  into  its  mandate. 

Let  us  not  lose  sight  of  our  objective;  This  is  a  time  for  open  government. 
Consumers  rightly  demand  to  be  a  part  of  the  decision-making  process.  It  has  not 
taken  us  200  years  to  realize  this;  however,  it  has  taken  too  long  to  accomplish  it. 
It  is  a  basic  premise  of  these  plans  that  where  the  machinery  and  the  techniques  for 
assuring  consumer  representation  already  exist,  they  are  to  be  strengthened  and  that 
where  they  do  not  exist,  they  will  be  instituted.  Further,  these  Consumer  Representa¬ 
tion  Plans  sliall  always  be  subject  to  improvement  when  deficiencies  are  noted  or  when 
a  new  need  becomes  evident.  The  Federal  Government  must  provide  effective  ways 
to  assure  consumer  representation  at  the  earliest  possible  stages  of  the  decision-making 
process. 

In  the  past,  the  consumer’s  right  to  be  heard  has  not  been  fully  recognized  by  all 
government  agencies.  Too  often  the  consumer’s  voice  has  been  treated  lightly  or 
overlooked  entirely.  In  considering  public  interest  policy,  I  expect  government 
decision-makei's  to  balance  the  effect  government  policy  will  have  between  producers, 
distributors,  transporter's,  retailers,  labor  and  the  consumers  who  support  the  entire 
system  through  the  purchase  of  goods  and  serxdces  for  personal,  household  or 
family  use. 

This  can  be  accomplished  only  through  participation.  The  consumer’s  right  to  be 
heard  means  that  the  consumer  must  be  involved  in  the  development  of  programs  and 
p^ticipatiori  in  decision-making  mechanisms  that  affect  his  or  her  interests.  It  means 
that  the  individual  consumer  with  a  complaint  or  a  criticism  must  not  only  be  heard, 
but  that  those  complaints  will  be  acted  upon  by  the  government. 

Tlie  procedures  embodied  in  the  Consumer  Representation  Plans  confirm  an 
essential  aspect  of  the  way  govenunent  must  operate,  with  openness  and  candor. 

I  believe  that  certain  other  action  must  be  taken  at  this  time.  Therefore,  I  am 
herewith  directing  implementation  of  the  following; 

1.  The  Special  Assistant  to  the  President  for  Consumer  Affairs  shall  have  con¬ 
tinuing  responsibility  to  monitor  the  extent  and  effectiveness  with  which  Departments 
and  Agencies  carry  forth  the  policies  embodied  in  the  Consumer  Representation  Plans. 

2.  The  Office  of  Management  and  Budget  shall  assess  during  tlie  annual  budget 
process  the  effectiveness  of  the  Consumer  Representation  Plans.  With  assistance  from 
that  office  and  that  of  the  Departments  and  Agencies,  my  Special  Assistant  for 
Consumer  Affairs  shall  develop  a  summary  report  evaluating  the  various  consumer 
programs,  and  this  report  shall  be  released  to  the  public. 

3.  Each  Department  and  Agency  shall  instruct  employees  on  the  purposes  and 
availability  of  the  Representation  Plans  and  shall  mainteun  internal  monitoring  and 
evaluation  systems.  As  need  arises,  the  Consumer  Representation  Plan  of  that  Depart- 


42763 


FEDERAL  REGISTER,  VOL.  41,  NO.  189 — TUESDAY,  SEPTEMBER  28,  1976 


42764 


THE  PRESIDENT 


ment  or  Agency  shall  be  strengthened,  and  any  changes  in  the  Plans  presented  here 
shall  be  duly  noticed  in  the  Federm.  Register  with  an  appropriate  period  allowed 
for  comment. 

4.  In  recognition  of  the  need  for  consumers  to  have  direct  access  to  appropriate 
Federal  officials,  each  Department  and  Agency  publishing  in  the  Federal  Register 
a  rulemaking,  r^ulation,  guideline  or  other  piolicy  matter  shall  provide  in  a  manner 
and  format  determined  by  the  General  Services  Administration  the  name,  address, 
and  telephone  number  of  the  appropriate  person  responsible  for  resp)onding  to  citizen 
inquiry  or  comment. 

5.  To  further  promote  my  declaration  of  consumer  education,  the  Office  of  Con¬ 
sumer  Affairs  in  the  Department  of  Health,  Education  and  Welfare  has  established 
an  Interagency  Consumer  Education  and  Information  Liaison.  This  group  and  the 
Office  of  Consumer  Affairs  will  provide  technical  support  for  the  development,  dis¬ 
semination  and  use  of  education  and  information  provided  by  the  Federal  Government 
to  our  schools  and  communities.  It  also  prevents  duplication  within  that  program.  To 
further  this  work,  each  Department  and  Agency  shall  support  and  participate  to  the 
extent  they  are  charged  with  a  consumer  education  and  information  function.  Further, 
I  am  directing  my  Special  Assistant  for  Consumer  Affairs  to  coordinate  this  activity, 
encourage  the  participation  of  independent  agencies  outside  the  immediate  Executive 
Branch  Departments  and  Agencies,  and  provide  me  with  an  annual  summary  of  the 
Federal  Government’s  efforts  in  the  area  of  consumer  education  and  information. 

6.  To  meet  a  special  need  of  an  imjx>rtant  segment  of  our  population,  each 
Department  and  Agency  shall  cooperatively  make  every  effort  in  regional  and  field 
offices  to  have  available  bilingual  personnel,  fluent  in  an  appropriate  language  for 
the  non-English  speaking  consumers  who  are  regularly  in  need  of  contact  with  that 
office.  Similar  efforts  shall  be  made,  as  appropriate,  by  headquarters  offices  in  Wash¬ 
ington,  D.C.  When  a  jxilicy  matter  significantly  affecting  these  segments  of  our 
population  in  their  role  as  a  consumer  is  propKJsed,  Departments  and  Agencies  shall 
make  extra  effort  to  reach  these  citizens  through  multi-lingual  notices  and  all  other 
appropriate  means. 

7.  In  order  to  assure  dialogue  on  specific  and  general  consumer  concerns  through¬ 
out  the  country,  the  Federal  Executive  Boards  and  the  Federal  Regional  Councils  shall 
establish,  as  appropriate,  programs  to  help  assure  Federal  lijuson  with  individual 
consumers,  as  well  as  community  and  State  and  local  consumer  organizations.  I  am 
directing  my  Special  Assistant  for  Consumer  Affairs,  in  coordination  with  the  Office 
of  Management  and  Budget,  to  develop  guidelines  for  this  effort  within  thirty  days. 

8.  After  reviewing  the  functions  of  the  Office  of  Consumer  Affairs  in  the  Depart¬ 
ment  of  Health,  Educaticm  and  Welfare,  and  the  Consumer  Information  Center  in  the 
General  Services  Administration,  I  have  decided  each  of  their  strengths  in  serving 
the  consumer  interest  would  be  enhanced  by  a  more  consolidated  approach.  Therefore, 
I  am  directing  my  staff  to  seek  methods  that  will  strengthen  that  relationship,  and  to 
seek  to  accommodate  the  consolidation  of  staff,  resources  and  functions  of  the 
Consumer  Information  Center  with  the  Office  of  Consumer  Affairs. 

I  believe  these  eight  actions  universally  applied  across  the  Executive  Branch 
will  enhance  the  Consumer  Representation  Plans  which  follow.  The  plans  are,  at  this 
point,  policy  statements,  and  I  am  instructing  each  Department  and  Agency,  where 
they  have  not  done  so,  to  implement  them  at  once.  In  addition,  the  Departments  and 
Agencies,  along  with  my  Special  Assistant  for  Consmner  Affairs,  shall  ensure  that 
there  is  wide  public  dissemination  of  information  about  the  availability  of  procedures 
embodied  in  these  Plans.  I  look  forward  to  increased  responsiveness  of  the  Federal 
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Government  to  consumer  concerns.  I  also  look  forward  to  more  American  consumers 
participating  in  the  decision-making  process. 

Finally,  in  September,  the  independent  regulatory  agencies  will  be  submitting 
reports  to  me,  in  response  to  my  request,  on  the  expected  improvements.  I  have  asked 
these  agencies  to  improve  consumer  representation  as  well  as  to  provide  improved 
economic  analyses  of  the  consequences  of  their  proposed  actions,  to  rely  more  on 
marketplace  competition,  and  to  eliminate  regulatory-  delay. 

This  Memorandum  and  the  accompanying  Consumer  Representation  Plans  shall 
be  published  in  the  Federal  Register. 
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Memorandum  for  the  President 

From : 

James  T.  Lynn,  Director,  Office  of  Management  and  Budget. 

Virginia  H.  Knauer,  Special  Assistant  to  the  President  for  Consumer 
Affairs. 

The  White  House.,  Washington,  September  1^1976, 

In  i*espous«;  to  your  directive,  Consumer  Representation  Plans  have  been 
prepared  by  the  17  Federal  Executive  Departments  and  agencies.  In  fulfilling 
your  charge  to  us  as  coordinators  we  have  conducted  a  three-part  program  to 
accomplish  that  task.  First,  we  published  proposed  Consumer  Representation 
Plans  for  comment  in  the  November  26,  1975  issue  of  the  Federal  Register; 
second,  we  provided  more  than  a  90-day  comment  period  during  which  we  held 
nine  regional  conferences  and  17  public  hearings  to  discuss  agency  programs 
with  consumer  groups  and  the  public;  and  last,  we  have  worked  with  the 
departments  and  agencies  in  their  drafting  of  the  final  Plans  incorporating  the 
substantive  concems  and  suggestions  received  from  the  public  during  that 
comment  period. 

Circulation  of  tlie  proposed  Plans  in  November  was  wdde-spi*ead  and 
constructive  criticism  of  the  Plans  was  elicited.  The  National  Consumer  Advi¬ 
sory  Council,  Public  Citizen,  Congressmen,  and  hundreds  of  independent  con¬ 
sumer  and  citizen  groups  cognizant  of  needed  govermental  improvements  gave 
their  comments.  We  found  that  consumer  suggestions  made  to  strengthen  the 
Plans  centered  around  the  development  of  regulations,  dissemination  of  infor¬ 
mation,  complaint  handling  mechanisms,  effective  consumer  representation  on 
advisory  comniittees,.and  the  establishment  of  primary  consumer  contacts  within 
agencies.  These  concerns  were  recognized  in  revisions  to  the  proposed  Plans 
of  November  26. 

Specific  actions  to  be  taken  as  specified  in  the  final  Plans  include  a  signifi¬ 
cant  reform  on  a  Federal-wide  basis  which  deserves  special  note.  As  part  of 
their  Plan,  GSA  is  requiring  that  all  agency  proposals  in  the  Federal  Register 
include  a  clear  and  easily  understandable  summary  statement  preceding  each 
important  regulation  or  notice.  To  insure  that  this  information  is  available  to 
a  wide  readership,  GSA  is  also  preparing  a  new  weekly  digest  of  these  state¬ 
ments  along  with  a  summary  calendar  of  events  updated  weekly.  This  vastly 
improved  method  of  notification  of  proposed  and  final  Federal  actions  will 
make  information  on  regulations  available  for  those  people  and  organizations 
who  want  to,  but  often  cannot,  participate  in  government  decisions. 

In  summary,  this  experience  proved  to  us  and  the  officials  from  the  various 
Executive  Departments  and  agencies  participating  that  people  do  take  an 
interest  in  their  government’s  recognition  of  consumers,  do  want  to  participate 
in  decision-making,  and  most  importantly,  when  given  the  opportunity,  con¬ 
sumers  will  give  their  time  and  effort  to  express  their  needs  and  concerns. 
Because  of  this,  program  managers  and  policy  makers  in  the  departments  and 
agencies  are  more  sensitive  to  consumer  interests,  and  the  reform  needed  to 
accommodate  the  inclusion  of  consumers  in  decision-making  is  being  institu¬ 
tionalized  with  their  full  support. 

What  we  are  experiencing  through  tliis  pioneering  effort  is  reassuring  as 
we  see  top  level  Federal  employees  throughout  the  government  dedicated  to 
see  these  Plans  work.  With  their  monitoring  and  accountability,  with  congres¬ 
sional  oversight,  and,  most  important,  with  feedback  from  the  American 
people,  this  consumer  representation  initiative  which  you  began  will  work, 
and  work  effectively.  It  will  now  enable  our  citizens  to  more  fully  participate 
in  all  aspects  of  their  rights  in  the  marketplace  of  goods  and  services  in  our 
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free-enterprise  system.  And  this  will  be  accomplished  on  a  cost-effective  basis, 
by  reordering  priorities  among  ongoing  activities  and  by  reallocating  existing 
resources  in  these  departments  and  agencies. 

While  we  are  satisfied  with  these  Plans  which  will  be  published  in  the 
Federal  Register,  we  also  recognize  that  they  are  in  one  sense  not  final.  We 
recognize  the  need  for  Executive  Branch  departments  and  agencies  to  make 
improvements  as  they  become  necessary  so  as  to  continually  provide  consumers 
the  opportunity  to  participate  effectively  in  the  Federal  decision-making 
process. 
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Special  Assistant  for  Consumer  Affairs  to  the  Assistant 
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I.  Statement  of  Purpose 

The  Consumer  Representation  Plan  has  been  developed  In 
response  to  President  Ford’s  request  in  April  of  1975  that  the 
Federal  agencies  analyze  their  decision-making  process  to 
determine  how  they  could  be  more  responsive  to  the  needs  of 
the  American  consumer. 

The  purpose, of  this  Plan  is  to  commit  the  Department  of 
the  Interior  (DOI)  to  improved  public  participation  in  de¬ 
cision-making  and  to  identify  how  this  will  occur.  This  pur¬ 
pose  is  to  be  achieved  primarily  within  existing  organization¬ 
al  structure  and  resources.  Existing  decision-making  process¬ 
es  will  be  Improved  and  expanded  to  serve  as  the  principal 
vehicles  for  public  participation.  The  intent  of  this  plan  is 
to  make  consumer  representation  in  Department  decision¬ 
making  a  regular  and  consistent  practice  of  everyday  busi-* 
ness. 

II.  Executive  Summary 

'The  Consumer  Representation  Plan  commits  the  Depart¬ 
ment  to  improved  public  participation  in  decision-making 
and  identifies  how  this  will  occur.  For  the  purposes  of  the 
plan,  consumers  are  defined  as  individuals  and  organi¬ 
zations,  public  and  private,  whose  interests  will  be  substan¬ 
tially  Impacted  by  Departmental  decisions  and  actions. 

The  objectives  of  the  plan  are:  (1)  Identify  programs,  pol¬ 
icies,  decisions,  projects  or  other  actions  that  could  have  a 
major  Impact  on  the  consumer;  (2)  identify  applicable  con¬ 
cerned  consumer  groups  and  establish  effective  working  re¬ 
lationships;  (3)  iifform  consumers  in  a  timely  manner  of  an¬ 
ticipated  actions  and  provide  an  open  and  understandable 
way  for  consumers  to  voice  concerns  and  present  to  the  de¬ 
cision-makers  their  ideas  and  suggestions;  (4)  ensure  that 
decision-makers  listen  and  evaluate  consumer  concerns  and 
ideas;  and  (5)  provide  appropriate  feedback  concerning  what 
was  decided  and  what  rationale  was  used  to  reach  the 
decision. 

Responsibility  for  overall  program  development  and  evalu¬ 
ation  is  assigned  to  the  Office  of  the  Assistant  Secretary- 
Management  where  a  position  of  Special  Assistant  for  Con¬ 
sumer  Affairs  will  be  established.  Major  Bureaus  and  Offices 
are  responsible  for  development  and  Implementation  of  a 
consumer  representation  program  tailored  to  fit  their  organi¬ 
zation  and  activities.  Field  Special  Assistants  to  the  Secretary 
will  coordinate  implementation  at  the  regional  level  in  con- 
jimctlon  with  identified  Bureau  regional  personnel. 

Guidelines  for  consumer  representation  program  develop¬ 
ment  are  provided  which  deal  with:  Identification  of  con¬ 
sumer  impact  programs;  identification  of  consumers;  means 
of  informing  consumers  about  proposed  actions  and  obtain¬ 


ing  consumer  comment  before  action  is  taken.  Such  means 
include  public  meetings,  resource  workshops,  advisory  com¬ 
mittees,  en^ronmental  impact  statements,  advance  notice  of 
pri^s^  rulemaking  or  policy  development,  questionnaires 
and  consumer  correspondence.  The  guidelines  also  provide  for 
consideration  of  consumer  input  and  decision  feedback. 

The  Plan  details  three  of  the  major  activities  of  the  De¬ 
partment  which  cut  across  the  jurisdiction  of  more  than  one 
Bureau,  and  describes  the  decision  process  and  the  opportu¬ 
nities  for  public  participation  of  each  activity.  The  activities 
so  described  are:  Outer  Continental  Shelf  Leasing,  National 
Coal  Policy,  and  the  National  Environmental  Policy  Act. 

in.  Overview  op  Department  Programs 

The  jurisdiction  of  the  Department  of  the  Interior  includes 
the  administration  of  more  than  500  million  acres  of  Federal 
land,  including  National  Park  and  National  Wildlife  Refuge 
Systems,  and  trust  responsibilities  for  approximately  50  mil¬ 
lion  acres  of  land,  mostly  Indian  reservations;  the  conserva¬ 
tion  and  development  of  mineral  and  water  resources  includ¬ 
ing  those  of  the  Outer  Continental  Shelf;  the  promotion  of 
mine  health  and  safety;  the  conservation,  development,  and 
utilization  of  fish  and  wildlife  resources;  the  coordination  of 
Federal  recreation  programs;  the  preservation  and  adminis¬ 
tration  of  the  Nation’s  scenic  and  historic  areas;  the  opera¬ 
tion  of  Job  Corps  Conservation  Centers  and  Youth  Conserva¬ 
tion  Corps  Camps  and  the  coordination  of  manpower  and 
youth  training  programs;  the  reclamation  of  arid  lands  in  the 
West  through  irrigation;  and  the  management  of  hydroelec¬ 
tric  power  systems.  The  Department  of  the  Interior  is  also 
concerned  with  the  social  and  economic  development  of  the 
territories  of  the  United  States  and  in  the  Trust  Territory  of 
the  Pacific  Islands,  and  administers  programs  providing  serv¬ 
ices  to  Indians  and  Alaskan  Native  people. 

The  Department’s  operations  are  imder  the  direction  of  the 
heads  of  ten  major  Bureaus  and  several  Offices.  Although 
central  direction  and  policy  originate  in  Washington,  pro¬ 
gram  operations  are  generally  conducted  through  the  Bu¬ 
reaus’  own  network  of  regional  and  field  offices  where  the 
consumer-agency  interface  normally  occurs. 

rv.  Definition  of  Consumer 

For  the  purpose  of  this  plan,  consumers  are  defined  as  indi¬ 
viduals  and  organizations,  public  and  private,  whose  interests 
will  be  substantially  Impacted  by  Departmental  decisions  or 
actions. 

V.  Implementation  Objectives 

Departmental  Bureaus  and  Offices  whose  decisions,  pro¬ 
grams  and  actions  have  a  substantial  Impact  on  the  consumer 
will  implement  this  plan  by  meeting.  Insofar  as  possible,  the 
following  objectives: 

A.  Identify  programs,  policies,  decisions,  projects  or  other 
actions  that  could  have  a  major  impact  on  the  consumer. 

B.  Identify  applicable  concerned  consumer  groups  and 
establish  effective  working  relationships. 

C.  Inform  consumers  in  a  timely  manner  of  anticipated 
actions  and  provide  an  open  and  understandable  way  for 
consumers  to  voice  concerns  and  present  to  the  decision¬ 
makers  their  ideas  and  suggestions. 

D.  Ensure  that  decision-makers  listen  and  evaluate  con¬ 
sumer  concerns  and  ideas. 

E.  Provide  appropriate  feedback  concerning  what  was  de¬ 
cided  and  what  rationale  was  used  to  reach  the  decision. 

VI.  Responsibiutt 

Responsibility  for  implementation  of  this  plan  will  be  as¬ 
signed  in  several  key  places  throughout  the  Departmental 
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structure.  These  include  the  Assistcmt  Secretary — Manage¬ 
ment,  Bureaus  and  Offices,  and  the  Secretary’s  P’leld  Special 
Assistants.  < 

A.  ASSISTANT  SECRETARY — MANAGEMENT 

Hie  Assistant  Secretary — Management  is  responsible  for 
overall  Department  program  development  and  an  anniia.i 
evaluation  and  report  to  the  Secretary  on  program  effective¬ 
ness.  A  position  of  Special  Assistant  for  Consumer  Affairs 
will  be  established  in  the  Office  of  the  Assistant  Secretary — 
Management.  The  incumbent  in  this  position  wOl: 

1.  Provide  guidance  in  the  development  of  Bureau  and 
Office  consumer  representation  programs  consistent  with  De¬ 
partmental  guidelines  (see  section  VIE) . 

2.  Work  with  the  Office  of  Public  Affairs  and  the  bureau 
Public  Information  Officers  to  develop  improved  mechanisms 
for  exchange  of  Information  wlUi  consiuners. 

3.  Ensure  responsive  and  timely  action  on  consumer  cor¬ 
respondence  diluted  to  the  Department. 

4.  Act  as  a  liaison  between  the  Office  of  the  Secretary 
and  consumer  representation  contacts  in  the  major  Bu¬ 
reaus  and  Offices. 

5.  Establish  positive  relationships  with  consumer  organiza¬ 
tions  and  representatives  of  groups  Impacted  by  decisions  of 
the  Department  and  actively  seek  their  (pinions  and  recom¬ 
mendations  on  Issues  of  special  Interest  to  their  constitu¬ 
encies. 

6.  Make  the  Secretary  and  pertinent  Bureau  and  Office 
heads  aware  of  consumer  concerns. 

B.  BUREAUS  AND  OFFICES 

Each  Bureau  and  Office  which  makes  decisions  or  adminis¬ 
ters  programs  that  can  substantially  impact  consumers  is  re¬ 
sponsible  tor  the  development  and  effective  implementation 
of  a  consumer  representation  program  that  wlU  meet  the 
purpose  and  objectives  stated  in  the  Departmental  Plan.  Each 
of  these  programs  will  be  tailored  to  fit  the  organization,  ac¬ 
tivities  and  consiuners  of  the  particular  Bureau  oar  Office.  The 
Special  Assistant  for  Consumer  Affairs  will  be  available  for 
any  necessary  technical  assistance. 

Each  Bureau  and  Office  will  also  Identify  one  person  to 
serve  as  a  focal  point  for  developing,  implementing,  and  mon¬ 
itoring  its  iHurticular  consiuner  representation  program  and 
to  serve  as  a  national  level  contact  for  consumer  (X>mplalnt8 
and  suggesticms.  This  individual  will  be  so  plac^  in  the  or¬ 
ganization  that  he  or  she  can  take  effective  and  responsive 
action  to  ensure  consumer  outreach  and  participatlcm  as  well 
as  timely  responsive  action  on  consumer  ^complaints  and 
suggestions. 

Bureaus  and  Offices  with  personnel  in  the  field  wlU  appoint 
a  consumer  contact  at  the  regional  level  to  woiit  in  conjunc¬ 
tion  with  the  Secretary’s  Field  Special  Assistants  in  imple¬ 
mentation  of  this  plan. 

c.  FIELD  SPECIAL  ASSISTANTS  TO  THE  SECRETARY 

Field  Specisd  Assistants  (FSA’s)  will  (xx)rdlnate  the  han¬ 
dling  of  reglcxial  problems  which  involve  more  than  .one  Bu¬ 
reau.  At  present,  the  FSA's,  as  part  of  their  ongoing  re- 
spcmsibllitles.  meet  informally  with  organizations  and  puUlc 
interest  groups.  'The  PSA’s  also  chair  Field  CTommittees  com¬ 
posed  of  regional  heads  of  major  Interior  Bureaus.  'These 
committees,  which  meet  quarterly,  will  establish  as  a  part  of 
their  mee^g  agendas  an  exchange  of  information  with  re¬ 
gard  to  consumer  concerns.  FSA's  will  communicate  this  in¬ 
formation  to  the  appropriate  parties  and  the  Special  Assistant 
for  Consumer  Affairs. 

VII.  Departbient  Guidelines 

Bureaus,  and  Offices  will  ensure  that  the  purpose  and  ob¬ 
jectives  of  the  Departmental  Consiuner  Representation  Plan 
are  clearly  communicated  to  all  appropriate  decision-making 
field  levels.  Insofar  as  appropriate.  Bureaus  and  Offices  will 
develop  consumer  representation  programs  consistent  with 
the  following  guidelines. 

a.  identification  or  consumer  impact  PR(X»AMS 

Each  Bureau  and  Office  wlU  identify  the  programs,  policies 
anrt  decisions  under  Its  purview  that  have  a  substantial 
ecmsiuner  Impact.  Programs  so  Identified  are  subject  to  the 
guidelines. 


B.  IDENTIFICATION  OF  CONSUMERS 

Within  the  limitations  of  the  Privacy  Act  and  other  ap¬ 
plicable  law  and  regulations,  Bureau  and  Offices  will  identify 
the  concerned  consumer  groups  that  are  affected  by  their 
programs  or  activities,  and  will  maintain  lists  of  inciividuals 
who  have  expressed  an  interest  in  such  programs  and  ac¬ 
tivities.  to  ensure  that  they  can  be  contacted.  The  office 
Involved  in  makinjg  program  decisicms  that  Impact  con¬ 
sumers  is  often  a  field  office.  In  such  a  case,  it  would  be  the 
appropriate  office  to  carry  out  the  identification  process. 
Lists  of  interested  consumer  groups  and  individuals  and 
their  addresses  should  be  updated  periodically  to  ensure  their 
accuracy.  The  lists  should  be  used  to  contact  consumers 
when  appropriate  and  to  inform  them  of  proposed  actions.  In 
addition,  local  and  national  news  media  outlets  will  be 
Identified  to  provide  effective  general  notification. 

C.  CONSUMER  INFORMATION  AND  INPUT 

Each  Bureau  and  Office  will  review  its  practices  and  pro¬ 
cedures  for  informing  consumers  about  proposed  actions 
that  have  a  substantial  consumer  impact  and  for  obtaining 
consumer  comment  before  final  decisions  are  taken.  Appro¬ 
priate  steps  will  be  taken  to  modify  or  expand  these  practices 
and  procedures  where  practicable  to  imprqve  their  efficiency 
and  effectiveness.  Among  the  steps  to  be  considered  are  the 
following: 

1.  Public  Meetings.  ’This  approach  will  be  considered  when 
the  magnitude  of  public  interest  or  the  significance  of  the 
action  warrants  giving  the  public  an  opportunity  to  obtain  in¬ 
formation  and  express  its  views  in  a  public  meeting  environ¬ 
ment.  Offices  conducting  such  meetings  will  ensure  that  De¬ 
partmental  participants  are  fully  informed  and  titdned  to 
conduct  this  type  of  session.  In  order  to  ensure  adequate 
consumer  representation,  wherever  possible,  all  public  meet¬ 
ings  will  be  (a)  held  to  accommodate  the  public’s  time  and 
travel  schedules;  (b)  preceded  by  a  notice  to  news  media 
covering  the  area  of  interest;  (c)  preceded  by  letters  or 
notices  to  affected  parties;  (d)  conducted  within  fair  time 
limits  depending  upon  the  size  of  the  meeting. 

2.  Resource  Workshops.  Resource  workshops  are  informal, 
problem-solving  sessions  where  individuals  and  groups  are 
invited  to  help  gather  and  analyze  data  to  determine  a  course 
of  action  or  reach  a  solution.  Resource  workshops  are  usually 
held  to  obtain  public  assistance  on  technical  data  for  land 
and  water  use  plaimlng  decisions.  They  emphasize  soliciting 
Information  from  user  groups.  Interested  Individuals  and 
technical  experts  who  can  add  to  Interior’s  knowledge  of  the 
area.  Workshops  will  continue  to  be  used,  when  appropriate, 
in  the  development  of  planning  information  and  planning 
decisions. 

3.  Advisory  Committees.  'Hie  Department  has  more  than 
100  advisory  committees  composed  of  some  1.700  members 
who  represent  a  variety  of  interests  and  consumer  viewpoints. 
These  committees  serve  the  Department  in  a  valuable  advi¬ 
sory  capacity.  In  scnne  instances,  committee  membership  is 
prescribed  by  statute.  In  others,  the  Secretary  has  limited 
appointing  authority.  Bureaus  and  Offices  will  ensure  that, 
where  statutes  permit,  the  membership  of  these  committees 
represent  a  balanced  viewpoint  not  only  in  terms  of  func¬ 
tional  and  industrial  interests  but  also  in  terms  of  the  in¬ 
terests  of  environmentalists,  minorities,  and  the  general 
public,  as  appropriate. 

All  advisory  committee  meetings  are  subject  to  the  pro¬ 
visions  of  the  Federal  Advisory  Committee  Act,  P.L. 
92-463.  OMB  Circular  A-63  provides  guidance  for  imple¬ 
mentation  of  the  Act. 

4.  Environmental  Impact  Statements.  Many  actions  of  this 
Department  result  in  impacts  on  the  land  and  its  resources. 
In  such  cases,  environmental  assessments  or  environmental 
Impact  statements  (ElS’s)  are  required. 

Guidelines  promulgated  by  the  Department  prescribe  the 
procedures  and  timing  for  public  notice,  public  hearings, 
distribution  of  draft  and  final  environmental  impact  state¬ 
ment  and  announcement  of  decisions.  In  order  to  fsMsllltate 
better  consumer  understanding  and  input,  these  guidelines 
also  provide  that  copies  of  EIS’s  wlU  be  available  upon  request 
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without  charge  to  the  extent  program  fundixig  will  permit. 
In  those  cases  where  cost  of  reproduction  is  substantial,  the 
public  may  be  charged  a  fee  no  greater  than  the  incremental 
cost  of  reproduction.  These  guidelines  will  continue  to  be 
followed. 

When  EIS’s  are  particularly  large  or  complex.  Bureaus 
may,  where  appropriate,  prepare  expanded  summaries  which 
encapsulate  the  proposed  action,  its  alternatives,  and  the 
environmental  impacts  of  the  proposal  and  alternatives.  This 
document  should  provide  needed  Information  for  public  un¬ 
derstanding  and  comment. 

5.  Advance  Notice  of  Rulemaking  or  Policy  Development. 
Wherever  a  Bureau  or  OfiSce  is  faced  with  a  problem  that  is 
novel  or  controversial  and  the  agency  action  or  inaction  will 
have  a  substantial  impact  on  the  consmner,  it  should  present 
the  problem  to  the  public  and  obtain  public  comment  before 
the  agency  develops  a  specific  proposal  for  consideration.  The 
advance  notice  is  placed  in  the  Federal  Register  and  describes 
a  situation  or  problem  to  be  dealt  with,  including  attempted 
solutions.  The  public  is  then  asked  to  comment  on  the  prob¬ 
lem  and  offer  possible  solutions  supported  by  factual  infor¬ 
mation  which  will  assist  m  the  development  of  a  proposed 
rule  or  policy.  Bureaus  and  Offices  shall  use  this  process  as 
appropriate. 

6.  Questionnaires  and  Surveys.  Questionnaires  and  surveys 
sent  to  Interested  persons  are  used  to  develop  an  idea  of  the 
speciffc  resource  conflicts  and  various  types  of  solutions  in¬ 
volved  in  issues  affecting  the  general  public.  They  are  also 
used  to  solicit  public  expression  of  preference  with  regard 
to  policy  and  goals.  The  Department  will  continue  this  prac¬ 
tice  and  will  request  written,  supplementary  comments  where 
appropriate.  The  Assistant  Secretary-Management  will  be 
consiilted  before  questionnaires  are  sent  to  the  paibllc.  Ap¬ 
propriate  clearance  from  the  Office  of  Management  and 
Budget  must  be  obtained  before  this  input  method  is  utilized 
to  ensure  that  a  valid  approach  is  used  and  to  preclude  an 
unnecessary  burden  on  the  public. 

7.  Consumer  Correspondence.  Correspondence  received  di¬ 
rectly  from  consumers  or  through  their  Congressmen  is  often 
a  signal  of  needed  consmner  input.  Managers  must  be  sensi¬ 
tive  to  recognize  these  signals  and  provide  the  opportunity 
for  consumer  participation. 

Bureaus  and  Offices  will  ensure  responsive  and  timely 
action  on  consumer  complaints.  If  a  reply  cannot  be  made 
prcnnptly,  a  letter  of  acknowledgement  should  be  sent  ex- 
I^lning  briefly  the  reason  for  the  delay  and  stating  when  a 
response  can  be  expected. 

D.  CONSIDERATION  OF  CONSUMER  INPUT 

As  part  of  their  Consmner  Representation  program.  Bu¬ 
reaus  and  Offices  will  establish  decision-making  procedures 
which  ensure  that  information  obtained  from  consumers  in 
response  to  proposed  actions  is  given  an  objective  and  con¬ 
sidered  evaluation  before  decisions  are  reached. 

E.  DECISION  feedback 

Effective  public  prarticipation  in  Departmental  decision¬ 
making  requires  more  than  informing  consumers  of  proposed 
actions  and  soliciting  and  considering  their  views.  Advising 
the  Interested  public  of  the  final  decision  is  a  necessary. 
Integral  part  of  the  entire  process. 

Appropriate  communication  channels  (letters  and  news  re¬ 
leases,  as  well  as  the  Federal  Register)  will  be  used  to  in¬ 
form  the  Interested  and  affected  consumer  of  decisions 
reached.  Where  opposing  views  were  evident,  the  rationale 
for  the  decision  will  be  given.  Particular,  but  not  exclusive; 
attention  will  be  given  to  inform  those  consumers  who 
participated  in  the  information  gatheiing  and  review  stages. 

Vm.  Major  Decision-Making  Processes 

Outer  Continental  Shelf  Leasing,  implementation  of  the 
National  Coal  Policy,  and  enforcement  of  the  provisions 
of  the  National  Environmental  Policy  Act  are  representative 
of  major  activities  in  the  Department  which  cut  across  toe 
jurisdictions  of  several  Bureaus.  These  activities  Involve  ma¬ 
jor  issues  confronting  toe  Department  today,  and  their  im¬ 
portance  is  not  likely  to  diminish  in  the  near  future.  Indeed, 
they  have  aroused  toe  keen  interest  and  concern  of  the 
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general  public  as  well  as  toe  Involved  Indian  tribes.  States, 
and  the  Federal  Government.  Each  activity  provides  an 
opportunity  for  public  participation  which  is  described,  in 
turn,  below. 

a.  outer  continental  shelf  leasing 

The  Department  of  the  Interior  is  responsible  for  manag¬ 
ing  and  developing  the  mineral  resources  of  the  submerged 
lands  of  toe  Outer  Continental  Shelf  (OCS)  pursuant  to  toe 
(X)S  Lands  Act  of  1953.  The  program  is  handled  jointly  by 
the  U.S.  Geological  Survey  and  the  Bureau  of  Land  Man¬ 
agement.  The  Outer  Continental  Shelf  Advisory  System, 
which  includes  toe  CX)S  Advisory  Board  (policy)  and  the 
OCS  Environmental  Studies  Committee  (technical) ,  has  been 
established  to  advise  the  Secretary  of  the  Interior  and  other 
officials  of  the  Department  relative  to  all  aspects  of  explora¬ 
tion  and  development  of  OCS  resources,  including  the  En¬ 
vironmental  Studies  Program  pertaining  to  potential  OCS 
leasing  areas.  Following  is  a  summary  of  stages  in  the  OCS 
oil  and  gas  lease  sale  decision  process  which  involve  public 
participation. 


Stage  Time  before  Public  participation 

decision  (months) 


1.  Call  for  nominations . 12  to  24 . Federal  Register  notice  requesting 

general  public,  including  industry 
and  States  to  suggest  specific  tracts 
which  should  or  should  not  be 
considered  for  sale. 

2.  Tentative  tract  selection.  13  to  1.5 . States  are  consulted  after  tentative 

selection  and  agftin  prior  to  a  final 
decision  on  the  lease  sale  proposal 

3.  KIS  process . .  Approrimately  Includes  detailed  environmental  as- 

IX  sessment  of  each  tract.  States  are 

requested  to  participate  in  prep¬ 
aration  of  draft  EIS.  The  draft 
EIS  is  made  available  to  the  public. 
Public  hearings  are  held.  Written 
comments  are  considered.  A  final 
EIS  is  prepared  and  made  avail- 
.  able  to  the  public  before  a  final 

decision. 

4.  Decision  and  notice  of  1  to  2 .  Governors  of  affected  States  arc  con- 

sale.  suited  prior  to  a  decision  on  the 

lease  sale  proposal. 

fi.  Lease  development  plan . Lessee  must  advise  affected  States  of 

(approved  by  U.S.  planned  onshore  and  onshore  op- 

Qeological  Survey).  nations.  States  are  given  sixty  (60) 

days  to  review  and  comment  prior 
to  action  by  the  Geological  Survey 
on  a  request  for  approval. 

Related  procedures; 

Development  of  OCS .  Rulemaking  process:  Public  com¬ 
operating  orders.  ments  and  special  consultation 

with  affected  State. 


B.  NATIONAL  COAL  POLICY 

The  vast  Federal  coal  resources  of  the  American  West 
constitute  a  vital  source  of  energy  for  a  Nation  too  heavily 
dependent  on  foreign  sources  of  petroleum.  These  coal  de¬ 
posits  must  be  developed  in  a  soimd,  rational  and  environ¬ 
mentally  prudent  manner  so  that  coal  can  take  its  rightful 
place  in  the  Nation’s  energy  matrix.  As  manager  of  this 
public  resource,  the  Department  of  the  Interior  is  moving 
to  establish  a  Arm  and  realistic  coal  policy.  The  most  im¬ 
portant  element  of  a  more  rational  Federal  coal  policy  is  toe 
implementation  of  a  new  coal  leasing  process.  To  this  end. 
Secretary  of  toe  Interior  Thomas  S.  Kleppe  announced  his 
decision  in  January  1976  to  adopt  toe  Energy  Minerals  Ac¬ 
tivity  Recommendation  System  (EMARS),  which  was  de¬ 
veloped  by  the  Bureau  of  Land  Management. 

On  March  16,  1976,  proposed  procedures  for  competitive 
coal  leasing  were  annoimced  in  the  Federal  Register,  and  on 
June  1,  1976,  final  rulemaking  was  published  (41  FR  22051). 
The  regulation  explains  the  steps  the  Department  will  take 
through  toe  EMARS  process  before  it  Issues  a  competitive 
coal  lease.  A  part  of  that  system  is  a  “call  for  nominations 
of  areas  of  interest,”  which  is  a  major  new  vehicle  enabling 
the  public  to  Inform  the  Department  in  advance  where  coal 
leasing  is  considered  desirable  and  where  it  is  not.  in  those 
areas  where  a  regional  EIS  must  be  prepared,  a  minimum 
period  of  15  months  will  be  necessary  frmn  the  date  of  toe 
caU  for  nominations  to  toe  Secretary’s  decision. 

’The  chart  below  details  toe  steps  of  the  EMARS  coal  leas¬ 
ing  process. 
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C.  NATIONAL  ENVIRONMENTAL  POLICY  ACT  (NEPA) 

NEPA  establishes  the  Federal  policy  relating  to  environ¬ 
mental  quality.  The  Act  requires  each  agency  to  prepare  de¬ 
tailed  statements  for  major  Federal  actions  significantly  af¬ 
fecting  the  quality  of  the  human  environment.  This  is  known 
as  the  environmental  impact  statement  (EIS)  process.  A 
written  report  of  environmental  effects,  including  an  environ¬ 
mental  analysis  of  available  alternatives,  must  be  filed  with 
CEQ  and  made  available  to  the  public  for  review  and  com¬ 
ment.  The  public,  in  turn,  has  an  opportunity  to  evaluate  and 
comment  on  the  agency’s  analysis.  As  guardian  of  the  Na¬ 
tion’s  natural  resources,  the  Department  of  the  Interior,  has 
programs  and  makes  policy  decisions  which  require  compli¬ 
ance  with  NEPA.  Interior’s  EIS  process  actively  involves  the 
public  in  the  stages  described  below. 


Time  before 

Major  steps  In  process  dedsloa  Public  Involvement 

(mouths) 


1.  Proposed  action  Identl-  6  to  24. 

fied. 

2.  Public  announcement  6  to  18. 

that  study  will  be 
made. 

S.  Preparation  of  environ-  5  to  18. 
mental  study  and 
assessment,  draft  EIS 
or  negative  determina¬ 
tion. 

(FtOotvmt  tUju  omitUd  if 
netatwe  determnuUion  it 
ntadt  on  need  for  EIS) 

4.  Public  announcement  3to8t. 
that  draft  EIS  is  'avil- 
available  for  public 
comment. 


S.  Preparation  of  final  EI3..  1  to  6. 


t.  Public  announcement  1  to  2 _ 

that  final  EIS  is  avail¬ 
able. 

T.  Waiting  period  after  EIS  10  dayi._. 
b  i^lished,  before 
action  ean  be  tdkeo. 

8.  Decision. . . . 


May  identify  action  or  need  for  EIS 
through  application  for  benefit, 
strong  interest,  litigation,  etc. 

General  practice  but  may  not  occur 
in  all  cases. 

No  requirement.  BLM  and  NPS  hold 
public  meetings  at  local  leveL  BOR 
holds  public  meetings  on  rivers 
and  trails  studies.  Others  may  hold 
meetings  or  seek  comments  on 
individual  case  basis. 


Required  announcement.  Publio 
comment  solicited.  Normal  eom- 
ment  period  is  45  dasrs.  Publio 
meeting  or  hearings  are  not  manda¬ 
tory  but,  in  practice,  are  usually 
held. 

Members  of  publle  who  commented 
may  be  contacted  for  additional 
views  or  information. 

Required  announcement. 


Comments  aeeepted  but  net 
solicited. 
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Appendix  B. — Depabthent  aw  the  liimiOB  CoNsmooi 
Repkesent&tion  Contacts 


Bureau  or  Office  Name 

Department  of  the  Interior  (in 
general) ,  18th  and  C  Sts.  NW., 
Washington,  D.C.  20240. 

Assistant  Secretary — Program 

Development  and  Budget,  18th 
and  C  Sts.  NW..  Washington, 
D.C.  20240. 

Assistant  Secretary — Land  and 
Water  Resources,  18th  and  C 
Sts.  NW.,  Washington,  D.C. 
20240. 

Bureau  of  Indian  Affairs,  1951 
Constitution  Ave.  NW.,  Wash¬ 
ington,  D.C.  20245. 

Bureau  of  Land  Management, 
18th  and  C  Sts.  NW.,  Wash¬ 
ington,  D.C.  20240. 

Bureau  of  Mines,  2401  E  St.  NW., 
Washington,  D.C.  20241. 

Bureau  of  Outdoor  Recreation, 
18th  and  C  Sts.  NW.,  Wash¬ 
ington,  D.C.  20240. 

Bureau  of  Reclamation,  18th 
and  C  Sts.  NW.,  Washington, 
D.C.  20240. 

Fish  and  Wildlife  Service,  18th 
D.C.  20240. 

U.S.  Geological  Siurvey,  The  Na- 
22092. 

Mining  Enforcement  and  Safety 
Administration,  4105  Wilson 
Blvd.,  Arlington,  Va.  22203. 

National  Park  Service,  18th  and 
C  Sts.,  NW.,  Washington,  D.C. 
20240. 

Alaska  Power  Administration, 
P.O.  Box  50,  Juneau,  Alaska 
99802. 

Bonneville  Power  Administra¬ 
tion.  18th  and  O  Sts.  NW.« 
Washington,  D.C.  20240. 

Southeastern  Power  Adminis¬ 
tration',  Samuel  Elbert  Bldg., 
Elberton,  Ga.  30635. 

Southwestern  Power  Adminls- 
^tion.  P.O.  l^wer  1619, 
Tulsa,  Okla.  74101. 

Office  of  Water  Research  and 
Technology,  18th  and  C  Sts., 
NW.,  Washington,  D.C.  20240. 


Individual  • 

Mrs.  Jean  Hawkins,  Special  As¬ 
sistant  to  the  Assistant  Secre¬ 
tary — Management,  (202)  343- 
8331. 

David  Reynolds,  Program  Ana¬ 
lyst,  Office  of  Policy  Analysis, 
(202)  343-8876. 

Maurice  Nugent,  Staff  Assistant, 
(202)  343-2920. 


Ms.  Phyllis  J.  Cross,  Intergovern¬ 
mental  Relations  Officer,  (202) 
343-8297. 

Daniel  Alflerl,  Chief,  Office  of 
Public  Affairs,  (202)  343-4151, 

Alfred  Weiss,  Assistant  Director, 
Program  Development  and 
Budget,  (202)  634-1340. 

Douglas  Baldwin,  Chief,  Office  of 
Communications,  (202)  343- 

6726. 

Jim  Hart,  Chief,  Office  of  Public 
Affairs,  (202)  343-4662. 

John  Mattoon,  Assistant  Director, 
Public  Affairs,  (202)  343-5634; 

Tom  Kugel,  Branch  of  Manage¬ 
ment  Analysis,  (703)  860-7211. 

William  A.  Tost,  Chief,  Division 
of  Management  Research  and 
Planning  (703)  235-8344. 

John  Cook,  Associate  Director, 
Park  System  Management 
(202)  343-6731. 

E.  Robert  Haag,  Chief,  Division  of 
Administrative  Services  (907) 
686-7406. 

William  H.  Clagett,  Assistant  Ad¬ 
ministrator  (202)  343-6956. 

Harry  P.  Wright,  Chief,  Division 
of  Fiscal  ,  Operations  (404) 

'  283-3261. 

Jack  K.  Hatfield.  Director,  Plan¬ 
ning  Staff  (918)  681-7426. 

George  O.  Cassaday,  Staff  Assist¬ 
ant  (202)  343-4608. 


BXGIOHAI.  CONTACTS — SPECIAL  ASSISrANTS  (PIELO  BEPBESENTATTVE8)  TO 
THX  SECBETABT 

Roger  Sumner  Babb,  Special  Assistant  to  the  Secretary — ^Northeast 
Region,  U.S.  Department  of  the  Interior,  John  F.  Kennedy  Federal 
Building,  Room  2003N — Goveqimient  Center,  Boston,  Massachu¬ 
setts  02203  (617)  223-5104. 

June  Whelan,  Special  Assistant  to  the  Secretary — Southeast  Region, 
UB.  Department  of  the  Interior,  Suite  410,  Financial  Services 
BuUdlng,  148  Cain  Street,  N.E..  Atlanta,  Georgia  30303  (404) 
526-4524. 

Madonna  McGrath,  Acting  Special  Assistant  to  the  Secretary — 
North  Central  Region,  UB.  Department  of  the  Interior,  230  S. 
Dearborn  Street,  Room  3249,  Chicago.  Illinois  60604  (312) 
353-8015. 

Willard  E.  Lewis,  Jr.,  Special  Assistant  to  the  Secretary — Southwest 
Region,  UB.  Department  of  the  Interior,  Federal  Building,  Boom 
4030,  617  Gold  Street,  S.W.,  Albuquerque,  New  Mexico  87102  (606) 
766-2838. 

William  L.  Rogers,  Special  Assistant  to  the  Secretary — ^Missouri 
Basin  Region,  U.S.  Department  of  the  Interior,  Denver  Federal 
Center,  Building  67,  Boom  688,  Denver.  Colorado  80226  (303) 
234-3120. 

Webster  Otis,  Special  Assistant  to  the  Secretary — Pacific  Southwest 
Region,  U.S.  Department  of  the  Interior,  450  Golden  Gate  Ave¬ 
nue,  Box  36098,  San  Francisco,  California  94102  (415  )  556-8200. 
Charles  Hoyt,  Special  Assistant  to  the  Secretary — Pacific  Northwest 
Region,  U.S.  Department  of  the  Interior,  Bonneville  Bldg.,  Room 
702,  1002  N.E.  Holladay  Street,  Box  3621,  Portland,  Oregon  97208 
(503)  234-3361. 

Arthur  Kennedy,  Special  Assistant  to  fhe  Secretary — ^Alaska,  Post 
Office  Box  120,  Anchorage,  Alaska  99501  (907  )  265-5278. 

Appendix  C. — Public  Comment  on  Pboposeo  Consumes  Repbesenta- 
TiON  Plan  (Januabt  Thbough  Mat  1976) 

This  revised  Consumer  Representation  Plan  of  the  Department  of 
the  Interior  refiects  the  oral  comments  and  suggestions  received 
during  the  White  House  Consumer  Representation  Plan  Confer¬ 
ences  held  in  nine  cities  throughout  the  coimtry  during  January 
1976,  those  received  in  writing  during  the  comment  period  which 
closed  March  1,  1976,  and  testimony  presented  at  a  hearing  held 
at  the  Department  of  the  Interior  on  February  26,  1976. 

Several  organizations,  representing  consumers  and  other  constitu¬ 
encies  of  the  Department,  were  invited  to  review  this  revised  Plan 
wd  participate  in  an  informal  discussion  meeting  at  the  Depart¬ 
ment  on  May  25,  1976.  On  May  26,  1976,  a  representative  of  the 
Department  met  with  the  White  House  Consumer  Advisory  Council 
to  review  the  contents  of  the  Plan,  answer  questions,  and  hear  their 
comments. 

Two  specific  suggestions  received  in  writing  have  been  incor¬ 
porated  into  the  Plan.  They  are:  (1)  review  of  the  makeup  of 
advisory  committees  to  ensure  that  membership  is  balanced  to 
reflect  not  only  functional  and  industrial  interests  but  environ¬ 
mentalists.  minorities,  and  the  general  public  as  well;  and  (2)  use 
of  Advanced  Notice  of  Proposed  Rulemaking  or  Policy  Development 
for  major  regulations  and  policies  to  be  promulgated  by  the  De¬ 
partment  which  could  impact  consumers  to  a  substantial  degree. 

Other  written  comments  suggested  such  mechanisms  as  toll-free 
telephone  service  for  consumer  complaints  and  the  use  of  Social 
Security  information  to  develop  mailing  lists  of  poverty  level  con¬ 
sumers.  It  was  determined  that  the  cost  benefit  to  be  derived  from 
the  provision  of  toll-free  telephone  service  would  not  justify  this 
substantial  expendltm^  of  funds.  It  was  also  felt  that  use  of  Social 
Security  information  to  develop  mailing  lists  of  poverty  level  citi¬ 
zens  would  violate  the  privacy  of  those  individuals. 
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I.  Statement  of  Purpose 

The  purpose  of  the  Consumer  Representation  Plan  of  the 
Energy  Research  and  Development  Administration  (ERDA) 
is  to  insure  to  the  greatest  extent  possible  that  consumers  as 
defined  in  this  plan  have  the  opportunity  to  comment  on 
proposed  ERDA  regulations,  policies,  and  major  program 
actions  covered  by  this  plan  before  the  agency  reaches  a 
decision,  and  that  these  comments  are  consider^  by  ERDA 
in  the  agency’s  decisionmaking  process.  This  plan  describes 
ERDA’s  intent  to  provide  meaningful  information  to  the  con¬ 
suming  pubUc;  solicit  consumer  opinion;  and  insure  that  the 
agency  is  responsive  to  consumer  comments.  Through  these 
means,  the  Consumer  Representation  Plan  is  designed  to 
make  it  easier  for  the  consuming  public  to  focus  its  attention 
(m  issues  of  concern  within  ERDA,  and  make  its  views  regard¬ 
ing  these  issues  known  to  the  agency. 

n.  Executive  Summary 

Consumer  representation  provides  an  important  m4ins  for 
ERDA  to  ascertain  views  and  concerns  regarding  the  ultimate 
acceptability  of  energy  technoli^es  while  the  technologies 
are  still  in  the  research  and  development  stage.  Informa¬ 
tion  about  ultimate  acceptability  is  an  important  considera¬ 
tion  which  infiuences  the  development  of  energy  technologies. 

This  Consumer  Representation  Plan  focuses  on  (1)  indi¬ 
viduals  who  do  or  will  consume  directly  for  personal  or  house¬ 
hold  pmposes  energy  that  has  been  produced  or  conserved  by 
means  of  technologies  developed  by  or  with  the  support  of 
ERDA;  and  (2)  non-profit  organizations  (a)  created  specifi¬ 
cally  for  consumer  advocacy  or  protection;  or  (b)  dedicated 
to  representing  the  needs  of  specific  population  groups;  or 
(3)  otherwise  dedicated  to  preserving  and  enhancing  the 
quality  of  life. 

ERDA  has  and  continues  to  develop  a  niunber  of  methods 
by  which  consumers  can  be  represented.  Public  meetings  pro¬ 
vide  a  forum  for  communication  between  ERDA  top  manage¬ 
ment  and  the  cimsuming  public.  ERDA  is  expanding  its 
information  services  program,  with  dissemination  of  litera¬ 
ture  on  energy  technology  subjects  to  individuals  and  groups. 
Also  within  the  information  services  program,  cooperative 
activities  are  planned  with  organizations  representing  a  cross- 
section  of  the  general  public,  with  the  goals  of  conducting 
re^onal  and  local  seminars,  developing  information  packages 


for  the  membership^  and  offering  special  projects  for  use  by 
the  organizations. 

ERDA’s  comprehensive  procedures  for  environmental  re¬ 
view  of  significant  major  proposals  for  administrative  and 
legislative  actions  also  provide  avenues  for  substantial  pub¬ 
lic  Involvement.  In  addition,  ERDA’s  procedures  for  advanced 
notice  of  rulemaking  provide  means  for  public  comment  on 
proposed  agency  rules  and  regulations. 

With  regard  to  correspondence,  consumers  are  urged  to 
contact  directly  officials  responsible  for  the  ERDA  energy  re- 
sear^,  devek^ment  and  demonstration  (RD&D)  programs 
in  which  they  are  interested,  and  a  list  of  such  contact  points 
is  provided  in  appendices  to  this  plan.  However,  in  the  event 
that  correspondence  and  complaints  may  not  have  received 
appropriate  resp<mse,  ERDA  is  designating  an  Assistant,  in 
the  Office  of  the  Administrator  to  act  as  a  point  of  appeal  for 
consumers.  In  addition,  for  internal  ERDA  implementation 
purposes  specific  plans  to  implement  this  Consumer  Repre¬ 
sentation  Plan  will  be  prepared  by  the  programs  and  offices 
listed  in  Appendix  A. 

m.  Primary  EIRDA  Organizational  Units  Involved 
Established  by  Pub.  L.  93-438,  the  Energy  Research  and 
Development  Administration  is  mandated 
to  bring  together  and  direct  Federal  activities  relating  to  research 
and  development  on  the  various  sources  of  energy,  to  Increase  the 
efficiency  and  rellabUity  in  the  use  of  energy,  and  to  carry  out  the 
performance  of  other  functions,  including  .  .  .  general  basic  re¬ 
search  activities. 

While  exercising  central  responsibility  for  management  of 
energy  research,  development,  and  demonstration,  the  Admin¬ 
istrator  of  ERDA  is  charged  by  statute  with  responsibility  to 
disseminate  information  and  is  authorized  to  establish  pro¬ 
cedures  for  periodic  consultation  with  representatives  of 
science,  industry,  environmental  organizations,  consumers, 
and  others  who  have  information  that  could  contribute  to  the 
direction  and  evaluation  of  the  agency’s  program. 

These  responsibilities  and  authorities  have  been  recognized 
explicity  by  ERDA  in  A  National  Plan  for  Energy  Research, 
Development  and  Demonstration:  Creating  Energy  Choices 
for  the  Future  (ERDA-48)  and  the  1976  update  of  the  docu¬ 
ment  (ERDA  76-1). 

This  Consumer  Representation  Plan  applies  to  all  ERDA 
RD&D  programs  except  for  actions  substantially  involving 
classified  matters;  contract,  grant  and  agreement  review 
and  selection;  personnel  actions,  including  security  investiga¬ 
tions;  and  other  actions  substantially  involving  information 
that  cannot,  by  law,  be  disclosed.  ERDA  programs  to  which 
this  Plan  applies  are  listed  below: 

a.  fossil  energy  development 
Coal.  ^ 

Petroleum  and  Natural  Qas. 

In-Sltu  Technology. 

B.  solar,  geothermal  and  advanced  energy  systems  development 

Solar  Energy  Development. 

Oeotbermal  Energy  Development. 

Physical  Research. 

Magnetic  Fusion  Power  Research  and  Development. 

C.  conservation  RESEABCH  AMD  DBVELWMSMT 

Transportation  Energy  Conservation.  ^ 

Electrical  Energy  Systems. 

Buildings  and  Community  Systems. 

Industrial  Energy  Conservation. 
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Conservation  Research  and  Technology. 

Energy  Storage  Systems. 

D.  NUCLEAS  ENERGT  DBVELOPMBMT 

Liquid  Metal  Fast  Breeder  Reactor  Program. 

Other  Reactor  Concepts  and  Technology: 

Gas  cooled  reactors. 

Light  water  reactor  technology. 

Nuclear  applications. 

Uranium  Enrichment. 

Fuel  Cycle  Research  and  Development ; 

Waste  management. 

Reprocessing. 

Resource  assessment. 

E.  NATIONAL  SECURITT 

Laser  Fusion. 

Nuclear  Materials  Safeguards. 

F.  ENVIRONMENTAL  AND  SAFETY  RESEARCH 

Biomedical  and  Environmental  Research. 

Safety,  Standards  and  Compliance. 

Enviroiunental  Control  Technology. 

Technology  Overview. 

IV.  ERDA  Consumer  Representation  Plan 

Consumer  representation  Is  an  important  component  of 
ERDA's  mission  since  consumers  ultimately  will  use  the 
energy  generated  from  or  conserved  by  the  agency’s  tech¬ 
nological  products.  These  technologies,  therefore,  must  be 
socially,  environmentally,  economically,  and  institutionally 
acceptable.  Consumer  representation  provides  an  Important 
means  for  ascertaining  views  and  concerns  regarding  the 
ultimate  acceptability  of  energy  technologies  while  the  tech¬ 
nologies  are  still  in  the  research  and  development  stage. 

Information  from  consumers  will  be  considered  in  formu¬ 
lating  and  evaluating  ERDA  programs.  Consumer  representa¬ 
tion  will  involve  two-way  commimication  between  consumers 
and  ERDA  decisionmakers,  and  ERDA  will  strive  to  develop 
and  Implement  effective  representation  methods.  In  order 
to  be  represented  more  effectively,  ERDA  hopes  that  con- 
siuners  will  take  advantage  of  the  opportunities  afforded, 
making  their  ideas  and  concerns  known  to  the  agency. 

A.  DEFINITION  OF  CONSUMER 

Since  ERDA’s  mission  is  to  research  and  develop  energy 
technologies,  and  since  energy  Is  a  universally  used  com¬ 
modity,  there  are  many  diverse  types  of  consumers  of  ERDA’s 
products.  However,  this  plan  focuses  only  on  (1)  individuals 
who  do  or  will  consume  directly  for  personal  or  household 
purposes  energy  that  has  been  produced  or  conserved  by 
means  of  technologies  developed  by  or  with  the  support  of 
ERDA;  and  (2)  non-profit  organizations  (a)  created  spe¬ 
cifically  for  consumer  advocacy  or  protection:  or  (b)  dedi¬ 
cated  to  representing  the  needs  of  specific  popi^tion  groups: 
or  (c)  otherwise  dedicated  to  preserving  and  enhancing  the 
quality  of  Ufe. 

B.  CONSUMER  CONTACT  POINTS 

Consumers  should  contact  directly  the  ERDA  decision¬ 
makers  whose  programs  are  of  interest.  (Appendix  A  contains 
the  addresses  of  these  persons.)  ERDA  Operations 
Offices  also  can  be  used  as  convenient  contact  points  for 
ERDA  consumers  throughout  the  United  States.  (Appendix  B 
lists  the  addresses  of  these  offices.) 

In  addition  to  these  program  and  regional  contact  points. 
ERDA  recognizes  the  need  for  agency-wide  coordination  of 
implementation  of  the  Consumer  Representation  Plan.  Ac¬ 
cordingly,  ERDA  will  announce  in  the  near  future  the  ap¬ 
pointment  of  an  Assistant  to  the  Administrator  who  vrill  be 
responsible  for  coordinating  and  monitoring  the  implementa¬ 
tion  of  the  Consumer  Representation  Plan  and  evaluating 
Its  progress.  ’The  Assistant  will  report  his  findings  to  the 
Administrator,  who  has  ultimate  responsibility  for  the  plan. 
The  Assistant  also  will  act  as  a  point  of  ain>eal  for  consumer 
complaints  that  may  not  have  been  resolved  In  an  appro¬ 
priate  fashion,  and  the  Assistant  should  be  contacted  in  such 
cases.  (Appendix  A  provides  the  address  of  the  Assistant  to 
the  Administrator.) 

C.  jCONSUMER  REPRESENTATION  MECHAIOSMS 

1.  Specific  Plans  for  Implementing  the  Consumer  Rep- 
sentation  Plan.  For  internal  ERDA  implementation  purposes, 
specific  plans  for  implementing  this  Consumer  Representa¬ 


tion  Plan  will  be  prepared  by  the  programs  and  offices  listed 
in  Appendix  A.  The  specific  plans  will  describe  major  decision 
points.  Issues  and  activities  for  which  input  is  sought; 
affected  consumers;  and  planned  interaction  mechanisms.  It 
should  be  noted  that  although  consumers  will  be  specified  in 
order  to  provide  a  focus  for  implementing  the  specific  plans, 
participation  by  all  Interested  consumers  will  be  welcomed. 

2.  Meetings,  Workshops  and  Hearings.  One  of 
ERDA’s  statutory  duties  is  to  prepare  annually  A  National 
Plan  for  Energy  Research,  Development  and  Demonstra¬ 
tion:  Creating  Energy  Choices  for  the  Future.  The  purpose 
of  the  National  Energy  RD&D  Plan,  among  other  thinjgs,  is  to 
establish  energy  RD&D  policy  for  the  Federal  government, 
discuss  priorities  for  energy  research  and  development,  and 
summarize  the  status  of  RD&D  programs  throughout  the 
Federal  government. 

ERDA  has  established  a  series  of  public  meetings  through¬ 
out  the  Nation  in  order  for  all  interested  persons  to  comment 
on  the  National  Energy  RD&D  Plan.  These  meetings  have 
been  well  attended,  and  provide  a  fonim  for  communication 
between  ERDA  top  management  and  the  public.  Meetings 
have  been  held  in  Atlanta,  Seattle,  Denver,  and  C)hicago  and 
in  the  remainder  of  1976  are  scheduled  for  San  Francisco, 
and  Boston.  ERDA  expects  to  continue  these  meetings  in  the 
years  to  come.  Other  meetings  and  workshops  are  held  by 
specific  ERDA  programs.  As  required  by  statute,  the  U.S. 
Council  on  Environmental  Quality  holds  annual  hearings 
on  the  adequacy  of  attention  to  energy  conservation  methods 
and  environmental  protection. 

3.  Information  Services.  ERDA  is  initiating  an  improved 
program  for  information  dissemination  designed  to  inform 
consumers  of  ERDA  programs  and  solicit  their  views.  There 
are  several  major  areas  where  information  services  are  being 
improved.  ERDA  is  preparing  and  disseminating  publications 
on  energy  technology  subjects.  This  information  is  mailed 
periodically  to  individuals  and  groups  and  is  available  on 
request.  Another  major  focus  of  this  activity  is  to  communi¬ 
cate  with  larger  segments  of  the  general  population  through 
the  multiplier  effect  of  organized  public  groups.  Coopera¬ 
tive  programs  will  be  developed  with  organizations  represent¬ 
ing  various  cross-sections  of  the  general  public,  including 
civic  organizations,  vmion  groups,  labor  and  management 
organizations  and  environmental  groups.  Priority  activities 
that  are  now  being  investigated  using  these  groups  to  help 
increase  the  public’s  understanding  of  energy  technology 
options  include:  (1)  Conducting  regional  and  local  seminars 
with  organizational  leaders;  (2)  preparing  information  pack¬ 
ages  for  distribution  to  the  membership;  and  (3)  offering 
special  projects  for  use  by  the  local  chapters. 

Another  focus  is  on  new  programs  using  the  Nation’s  edu¬ 
cational  systems  as  important  means  of  developing  public 
understanding  of  national  energy  resource  and  technology 
options.  The  next  year’s  educational  program  priority  is  to 
develop  new  classroom  materials  for  elementary  and  second¬ 
ary  schools.  This  effort  will  include  career  opportunity  ma¬ 
terials  for  vocational  and  technical  high  school  students. 

ERDA  is  developing  expanded  programs  for  science  mu¬ 
seum  demonstrations  and  exhibits.  ERDA  also  is  planning  to 
produce  approximately  40  public  service  announcements  and 
news  features  for  television  and  radio  audiences.  These  pre¬ 
sentations  will  inform  the  public  of  specific  ERDA  RD&D 
activities  as  the  activities  reach  important  stages  of  develop¬ 
ment.  The  public  will  be  invited  to  write  for  further  infor¬ 
mation  in  their  particular  areas  of  interest. 

4.  Environmental  Impact  Statements.  ERDA’s  compre¬ 
hensive  procedures  for  environmental  review  provide  for  sub¬ 
stantial  public  Involvement.  Proposed  administrative  and  leg¬ 
islative  actions  and  policy  developments  are  carefully  ana¬ 
lyzed  to  determine  the  potential  effects  on  the  quality  of  the 
human  environment.  If  these  effects  are  determined  to  be 
significant  and  an  environmental  impact  statement  is  to  be 
prepared,  ERDA  publishes  in  the  Federal  Register  and  mails 
to  all  known  interested  persons  and  organizations  a  notice 
of  intent  to  prepare  the  statement.  This  notice,  which  Invites 
suggestions  from  the  public,  describes  the  proposed  action 
in  enough  detail  to  allow  meaningful  pubic  input.  ERDA  con¬ 
siders  the  responses  received  in  preparing  the  draft  environ¬ 
mental  impact  statement,  which  discusses  in  detail  the  eco¬ 
nomic.  social  and  environmental  issues  relevant  to  decisions 
on  the  proposed  action.  The  availability  of  this  statement  is 
announced  in  the  Federal  Register  and  through  press  releases. 
The  notice  of  availability  of  the  document  also  is  sent  to  all 
known  interested  persons  and  organizations.  Copies  of  the 
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document  are  made  available  for  review  and  comment  to 
those  known  to  have  a  specific  intei^t,  and  to  all  who  request 
copies.  The  period  allowed  for  comments  is  at  least  45  days 
and  is  flexible  with  more  time  allowed  for  review  of  volumi¬ 
nous  and  controversial  statements.  When  determined  by  the 
Assistant  Administrator  for  Environment  and  ^fety  to  be 
in  the  public  interest,  ERDA  holds  a  public  hearing  on  the 
statement  to  obtain  additional  public  input.  Afl  comments 
received  on  the  draft  are  carefully  considered  in  the  prepara¬ 
tion  of  the  final  statement  which  discusses  the  public  con¬ 
cerns  and  responds  to  all  comments  received.  The  final  en¬ 
vironmental  impact  statement  is  made  publically  available 
and  becomes  the  environmental  input  to  agency  decision¬ 
making  on  the  proposed  action. 

5.  Consumer  Correspondence  and  Complaint  Handling. 
Consumers  are  encouraged  to  make  their  views  known 
through  correspondence  to  appropriate  EIU3A  ofBcials  since 
response  to  consumers  will  be  handled  within  the  agency  on 
a  program  by  program  basis.  For  general  ERDA  publications 
and  Information,  the  Office  of  Public  Affairs  at  the  Washing¬ 
ton,  D.C.,  headquarters  or  at  the  ERDA  Operations  Offices 
list^  in  Appendix  B  should  be  contacted. 

Consumer  complaints  should  be  submitted  directly  to  ap¬ 
propriate  ERDA  program  officials  (listed  in  Appendix  A,  sec¬ 
tion  1)  for  timely  response.  For  complaints  that  may  not  have 
been  handled  in  a  responsive  manner,  consumers  should  con¬ 
tact  the  previously  mentioned  Assistant  to  the  Administrator 
for  assistance,  including  in  the  correspondence  a  history  of 
the  unresponsive  handling  to  date.  As  part  of  his  monitoring 
duties,  the  Assistant  to  the  Administrator  periodically  will 
review  complaint  handling  procedures  and  recommend  more 
effective  ones  to  the  Administrator  as  necessary. 

6.  Advanced  Notice  of  Rulemaking.  In  accordance  with  the 
provisions  of  the  Administrative  Procedures  Act,  ERDA  will 
give  advance  notice  of  proposed  rulemaking  or  policy  develop¬ 
ment  in  the  Federal  Register  to  afford  consiuners  an  op¬ 
portunity  to  participate  in  the  development  of  the  rule  or 
policy.  The  period  allowed  for  public  comment  on  proposed 
rulemaking  will  be  flexible  depending  on  the  substance  of 
each  proposed  regulation.  A  highly  controversial  notice  of 
proposed  rulemaking,  for  example,  may  require  a  comment 
period  longer  than  one  without  significant  policy  implica¬ 
tions.  In  drafting  proposed  regulations,  ERDA  will  attempt  to 
avoid  using  highly  technical  phiases  and  Jargon  in  order  to 
make  its  messages  more  readable  to  the  public. 

7.  Advisory  Committees.  ERDA  has  a  number  of  advisory 
committees  comprised  of  individuals  drawn  from  many  seg¬ 
ments  of  the  public  including  scientific,  industrial,  and  en¬ 
vironmental  groups.  Overall,  these  committees  act  as  vehicles 
for  advising  the  agency  on  policy  matters.  Advisory  commit¬ 
tee  meetings  are  announced  in  advance  in  the  Federal  Reg¬ 
ister.  In  addition,  ERDA  currently  is  conducting  a  compre¬ 
hensive  review  of  the  agency's  advisory  (sommlttee  structure. 
Comments  that  have  been  received  regarding  consumer  rep¬ 
resentation  on  ERDA’s  advisory  committees  wUl  be  considered 
fully  in  the  review. 

AFFENDIX  a. — CONSTTirai  CJONTACT  POINTS 

1.  ^>r  requests,  comments  and  complaints  regarding  spectflc 
SEtDA  energy  research  and  development  programs,  contact  as  ap¬ 
propriate  the  persons  listed  below: 

Mr.  Austin  N.  Heller,  Assistant  Administrator  for  Conservation. 
Energy  Research  and  Development  Admlnltsratlon,  Washington, 
D.C.  20545. 

Dr.  James  L.  Llverman,  Assistant  Administrator  for  Environment 
and  Safety.  Energy  Research  and  Develi^ment  Admlnlstratton, 
Washington.  D.C.  20545. 

Dr,  Philip  C.  White,  Assistant  Administrator  for  Fossil  Energy, 
Energy  Research  and  Development  AdmlnlsWation,  Washington, 
D.C.  20545. 

Oeneral  Alfred  D.  Starblrd,  Assistant  Administrator  for  National 
Security.  Energy  Research  and  Development  Administration, 
Washington,  D.C.  20545. 

Dr.  Richard  W.  Roberts,  Assistant  Administrator  fOT  Nuclear  En¬ 
ergy,  Energy  Research  and  Development  Administration,  Wash¬ 
ington,  DX/.  20645. 

Dr.  Robert  L.  Hlrsch,  Assistant  Administrator  for  Solar,  Oeothermal 
and  Advanced  Energy  Systems,  Energy  Research  and  Dev^op- 
ment  Administration,  Washington,  D.C.  20646. 

2.  For  comments  regarding  the  policies  and  contents  of  A  Na¬ 
tional  Plan  for  Snergy  Betearek,  Development  and  Demonstration: 
Creating  Energy  Choices  for  the  Future,  contact: 


Mr.  Roger  W.  A.  LeGassie,  Assistant  Administrator  for  Planning, 
Analysis,  and  Evaluation,  Energy  Research  and  Development  Ad¬ 
ministration,  Washington.  D.C.  20546. 

3.  For  copies  of  the  ERDA  Consumer  Representation  Plan,  Infor¬ 
mation  about  public  meeUngs  on  the  National  Energy  RD&D  Plan 
and  other  Items  discussed  in  Section  (IV  (C)(8)) — “Information 
Services,”  contact: 

Mr.  John  W.  King,  Director,  Office  of  Public  Affairs,  Energy  Re¬ 
search  and  Development  Administration,  Washington,  D.C. 
20545. 

4.  For  comments  specifically  relating  to  this  Consiuner  Repre¬ 
sentation  Plan,  and  for  a  point  of  appeal  for  requests,  comments 
and  complaints  that  may  not  have  been  appropriately  answered, 
contact: 

Assistant  to  the  Administrator  ((Consumer  Representation),  Of¬ 
fice  of  the  Administrator,  Energy  Research  and  Development  Ad¬ 
ministration,  Washington,  D.C.  20545. 

In  all  correspondence  regarding  matters  that  may  not  have  been 
appropriately  bandied,  please  include  a  description  of  the  unre¬ 
sponsive  handling  to  date. 

Appendix  B. — ERDA  Operations  Offices 

Herman  E.  Roser,  Manager,  UJS.  ERDA,  Albuquerque  Operations 
Office,  P.O.  Box  54(X),  Albuquerque,  New  Mexico  87115. 

Robert  H.  Bauer,  Managm*.  U.8.  ERDA,  Chicago  (^rations  Office, 
9800  South  Cass  Avenue,  Argonne,  Illinois  60439. 

Dr.  Charles  E.  Williams.  Manager,  U.8.  ERDA,  Idaho  Operations  Of¬ 
fice,  550  2nd  Street,  Idaho  Falla,  Idaho  88401. 

Mahlon  E.  Oates,  Manager,  U.8.  ERDA,  Nevada  Operations  Office, 
P.O.  Box  14100,  Las  Vegas,  Nevada  98114. 

Robert  J.  Hart,  Manager,  n.S.  ERDA,  Oak  Ridge  Operations  Office, 
P.O.  Box  E,  Oak  Ridge,  Tennessee  37830. 

Alex  O.  Fremllng,  Manager,  DB.  ERDA,  Richland  Operations  Of¬ 
fice.  P.O.  Box  560,  Richland,  Washington  99362. 

Robert  D.  Thome.  Manager,  XT.S.  ERDA,  Sa.n  Francisco  Operations 
Oflice,  1333  Broadway,  WMls  Fargo  Building,  Oakland,  California 
94616. 

N.  Stetson,  Manager,  U.S.  BIRD  A,  Savannah  River  Operations  Office, 
P.O.  Box  "A”,  Aiken,  South  Carolina  29801. 

Appendix  C. — Comments  ok  the  Preliminart  ERDA  Consumer 
Representattok  Plan 

ERDA  participated  In  a  number  of  activities  designed  to  obtain 
consumer  comments  on  the  Executive  Department  and  Agency 
Consiuner  R^resentatlon  Plan.  The  review  process  Included  pub- 
Usblng  a  preliminary  ERDA  Consumer  Representation  Plan  In  the 
Federal  Register  on  November  26,  1975;  distributing  reprints  of 
the  plan  to  more  than  20,000  Individuals  and  groups  participating 
In  nine  regional  White  House  conferences  and  a  public  hearing  in 
Washington.  D.O.;  and  receiving  written  public  comments  during 
the  required  95-day  review  period  (November  26,  1976-March  1. 
1976) . 

Many  of  the  written  and  oral  comments  pertained  to  Improving 
or  Initiating  consumer  communication  techniques,  and  these  have 
been  factored  Into  the  final  version  of  ERDAh  plan.  For  Instance, 
suggestions  that  the  agency  “provide  more  education  tools,  news¬ 
letters,  and  publications  to  consumers”  and  “conduct  ooxusumer 
representation  actlvlttes  at  local-regional  levels,"  are  reflected  in 
the  plan,  and  the  use  of  consumer  research  techniques  such  as 
questionnaires  and  opinion  sampling  Is  being  considered. 

Other  comments  pertained  to  changing  the  compoeitlon  of  ERDA 
advisory  committees.  It  was  suggested  that  representatives  of  low 
and  middle  Income  residential  consumers  be  added;  a  consumer 
advisory  committee  be  established  as  well  as  committees  for  solar, 
geothermal  and  conservation  programs;  a  procedure  be  established 
to  closed  advl8C»7  commltee  sessions  and  at  a  minimum 

that  the  agenda  of  such  meetings  be  published;  and  a  more  open 
and  systematic  solicitation  process  tar  advisory  committee  members 
be  established.  These  suggestions  are  being  considered  actively  os 
a  part  at  a  comprehensive  review  of  ERDA’s  advisory  committee 
structure  which  now  Is  underway.  Suggestions  were  also  made  re¬ 
garding  establishing  within  ERDA  an  Office  of  Consumer  Affairs 
and  a  Consumer  (Complaint  Office.  After  careful  consideration, 
ERDA  concluded  that  these  suggestions  would  have  the  disadvan¬ 
tage  of  tending  to  Isolate  consumer  representation  from  agency 
research  and  development  programs.  Therefore,  ERDA  has  decided 
to  delegate  responsibility  for  consumer  representation  activities 
directly  to  key  program  managers.  This  iqiproach  Is  intended  to 
provide  consumers  with  direct  contact  to  deffislonmakers  and  pro- 
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grams  of  Interest  while  also  providing  a  point  of  appeal  In  the 
Office  of  the  Administrator  for  complaints  that  may  not  have  been 
satisfactorily  handled  at  the  program  level. 

Sponsoring  an  annual  public  interert  conference  attended  by  key 
decisionmakers  also  was  suggested.  ERDA  feels  that  the  ongoing  re¬ 
gional  meetings  on  A  National  Plan  for  Energy  Research  and  De¬ 
velopment:  Creating  Energy  Choices  for  the  Future  and  other 
activities  of  the  research  and  development  programs  serve  n^y 
at  the  same  objectives  as  would  be  served  by  such  a  public  interest 
conference.  However,  this  suggestion  will  be  assessed  thoroughly 


by  the  Assistant  to  the  Administrator  responsible  for  evaluating 
the  progress  of  the  Consumer  Representation  Plan,  as  will  be  a 
suggestion  regarding  establishing  a  public  advisor  within  the 
agency. 

Finally,  several  individuals  and  groups  expressed  disbelief  in 
In  EROA’s  Consumer  Representation  Plan,  and  "credibility”  was 
a  frequent  theme  in  the  nine  regional  conferences  as  well.  ERDA 
Is  hopeful  that  the  Implementation  of  the  efforts  described  in 
this  plan  will  help  demonstrate  ERDA's  commitment  to  an  effec¬ 
tive  consumer  representation  process. 
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ENVIRONMENTAL  PROTECTION  AGENCY 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

Special  Assistant  for  Consumer  Affairs,  U.S.  Environmental 
Protection  Agency,  401  M  Street,  S.W.  (Rm.  A-101), 
Washington,  D.C.  20460  (202)  755-0425. 
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I.  Statement  of  Purpose 

This  plan  provides  a  mechanism  for  facilitating  consumer 
participation  in  both  general  policy  formulation  and  the 
development  of  individual  standards  and  regulations  and  for 
giving  EPA  a  better  imderstanding  of  the  consumer’s  view¬ 
point.  The  purpose  of  this  plan  is  to  ensure  to  the  greatest 
extent  possible  that  persons  who  are  affected  by  any  major 
sponsored  legislation,  regulation,  policy,  decision  or  program 
action  are  provided  with  sufficient  information  to  understand 
the  Agency’s  intent,  and  are  given  the  opportunity  to  have 
their  views  on  the  subject  considered  in  the  Agency’s  decision¬ 
making  process. 

n.  Executive  Summary 

The  Environmental  Protection  Agency  Consumer  Repre¬ 
sentation  Plan  calls  for  an  active  program  for  consumer  in¬ 
volvement  in  regulatory  and  policy  making  decisions  as  weJl 
as  an  increased  consumer  information  program.  A  position 
of  Special  Assistant  to  the  Administrator  for  Consumer  Af¬ 
fairs  has  been  established  to  serve  as  a  focal  point  for 
consumer  contacts. 

A  number  of  mechanisms  have  been  Implemented  to  in¬ 
crease  consumer  input  into  Agency  decisions.  Offices  develop¬ 
ing  new  policy  and  rulemaking  are  required  to  Incorporate 
explicit  plans  for  public  participation  as  part  of  the  program 
to  develop  a  rulemaking.  The  Special  Assistant  and  the  Office 
of  Public  Affairs  will  participate  in  the  Agency  Steering  Com¬ 
mittee  review  of  forthcoming  standards  and  regulation  to 
assure  that  consumer  concerns  are  considered.  Lists  of  reg¬ 
ulation  under  development  will  be  announced  publicly.  Ad¬ 
vance  notification  of  individual  rulemakings  will  be  issued. 
These  lists  and  notifications  will  be  made  by  direct  com¬ 
munication  to  consvuners  and  consumer  organizations  and  by 
press  releases,  as  well  as  through  the  Federai.  Register  mech¬ 
anism.  These  actions  have  been  implemented  through  a 
memorandum  from  the  Administrator  delegating  responsi¬ 
bility  and  accoimtability. 

An  Agency-wide  consumer  complaint  handling  system  has 
been  initiated  governing  the  preparation  and  management  of 
Agency  responses  to  consumer  complaints.  It  provides  a  basis 
for  control  and  analysis  of  consumer  complaints  so  that 
specific  areas  of  consumer  concern  may  be  Identified  and 
utilized  by  Agency  management  in  the  policy  and  decision¬ 
making  process. 

Consumer  information  services  have  been  Increased.  In 
addition  to  providing  information  to  the  general  consumer, 
the  Agency  has  Identified  a  number  of  consiuner  “subgroups”, 
e.g.  farmers,  labor,  youth,  urban  constituents,  and  Is  tailoring 
programs  to  provide  information  for  each  subgroup. 


The  plan  identifies  specific  individuals  and  offices  with  EPA 
at  both  the  regional  and  headquarters  level  to  contoct  f<ff 
Information  and  to  provide  input. 

m.  Primary  Operating  Units  Involved 

EPA  is  a  decentralized  agency  with  Regional  Offices  and 
laboratories  responsible  for  implementing  and  enforcing  the 
policies,  programs  and  regulations  developed  by  the  head¬ 
quarters  offices,  ^^is  plan  applies  to  all  elements  of  the 
Agency.  Dir^t  contact  with  consumers  will  be  maintained  by 
each  Headmiarters  Office  and  at  each  Regional  Office.  An 
organization  chart  showing  the  EPA  organization  and  con¬ 
sumer  contact  points  is  included  in  this  plan  as  Ai^ndix  A. 

At  the  headquarters  level,  consumer  contact  will  be  co¬ 
ordinated  by  the  Special  Assistant  to  the  Administrator  for 
Consvuner  Affairs,  although  all  offices  responsible  for  the 
prei>aration  of  standards,  regulations,  guidelines  and/or 
policy  will  be  required  to  communicate  with  consumers  and 
consiuner  groups.  Responses  to  consumer  complaints  will  be 
coordinated  by  the  Public  l^ormation  CentCT  (PIC) .  Infor¬ 
mation  on  EPA  activities  and  programs  will  be  provided  by 
PIC  and  the  Office  of  Public  Affairs.  Appendix  B  provides  a 
list  of  contact  sources  within  EPA  headquarters. 

At  the  regional  level,  consumer  contact  is  coordinated 
through  the  Office  of  Public  Affairs.  Appendix  C  is  a  list  of 
contacts  in  each  ^glonal  Office. 

IV.  Agency  Plan  for  Consumer  Representation 

Every  citizen  hax  a  right,  by  law,  to  know  what  EPA  is 
doing.  This  “right  to  know”  is  fulfilled  by  putting  Information 
on  public  record  or  by  responding  to  requests  for  inf ormatiim. 
Some  of  the  tangible  evidence  of  this  public  record  are  found 
in  technical  publicatlcms,  testimony,  speeches,  official  state¬ 
ments,  regulaticMQS,  and  similar  documents. 

EPA’s  consumer  program  is  based  (m  the  principle  that  the 
public  not  only  has  the  right  to  know,  but  also  the  “need  to 
know.”  The  difference  is  one.  of  initiative.  Under  the  concept 
of  right  to  know,  the  information  must  be  made  available  to 
the  citizen  who  wants  it.  But  if  he  needs  to  know,  he  must 
be  sought  out^Ad  Informed. 

The  right  to  know  and  the  need  to  know  are  basic  to  the 
operation  of  the  Environmental  Protecti(»i  Agency  programs 
for  two  major  reasons:  (1)  EPA  programs  have  a  direct  effect 
on  an  Individual’s  health  and  well-being;  and  (2)  many  EPA 
programs  need  full  and  active  citlzm  support  and  participa¬ 
tion  if  pollution  control  is  to  succeed. 

A.  CONSUBfER  PARTICIPATION  AND  INVOLVEMENT 

1.  Consumer  Participation  in  Regulatory  Policy.  It  is  the 
policy  of  the  Agency  to  encourage  participation  by  affected 
parties  and  interest^  members  of  the  public  in  the  develop¬ 
ment  of  regulations. 

EPA  Order  1000.6  entitled  "Pcfiicy  and  Procedures  for  the 
Standards  and  Regulations  Development  Process”  provides 
for  participation  and  review  by  Interested  members  oi  the 
public  in  develc^ment  of  -standards.  This  order  and  the  imple¬ 
menting  “Standards  and  Regulations  Manual”  establish  a 
policy  and  procedural  framework  for  the  develcmment,  in¬ 
ternal  coordinatimi.  external  clearance,  and  prmnulgatlon  of 
environmental  standards,  regulations,  guidelines  and  notices 
of  proposed  rulemaking.  The  purpose  of  the  Order  is  to  insure 
that  all  concerned  internal  EPA  offices,  and  external  sources 
tiiat  have  an  interest  in  any  contemplated  EPA  action,  have 
the  opportunity  to  provide  input.  The  Order  establi^ed  a 
Steering  Committee  composed  of  s^or  representatives  of  the 
Agency’s  principal  offices.  The  Steering  Committee  evaluates 
the  majority  of  the  Agency’s  standards,  regulations  and 
guidelines  during  the  planning  and  develc^iment  phases,  and 
reviews  them  prior  to  publication  in  proposed  or  final  forms. 
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The  OfiBce  of  Planning  and  Management  coordinates  the 
Agency’s  standard-setting  activities,  and  ensures  that  Inter¬ 
ested  groups  and  individuals  have  the  opportunl^  to  par¬ 
ticipate. 

liie  lead  program  ofSce  for  each  regulation  is  responsible 
for  implementing  this  policy  of  public  participation  and  Is 
requlr^  to  actively  solicit  the  views  of  the  interested  public, 
the  Congress.  State  and  local  governments.  Regional  OflQces, 
and  regulated  parties  in  the  development  of  all  regulations. 
Participation  will  take  place  throughout  the  rulemaking  proc¬ 
ess.  including  consultation  prior  to  both  proposal  and  promul¬ 
gation  of  regulations. 

Within  EPA.  requests  for  the  Administrator’s  approval  to 
Initiate  a  program  to  develop  a  standard,  regulation,  or  major 
policy  are  required  to  include  explicit  plans  for  external  par¬ 
ticipation.  The  decision  to  develop  a  new  regulation  will  be 
announced  publicly,  including  the  issuance  of  a  Federal  Reg¬ 
ister  Notice  soliciting  views  and  suggestions. 

Such  Notices  will  include  the  name  of  the  staff  person  who 
will  be  available  for  direct  contact  by  the  public.  Such  No¬ 
tices  wiU  be  mailed  to  consumers  and  consumer  groups  known 
to  have  an  interest  in  these  regulations,  and  will  be  an¬ 
nounced  to  the  press.  As  part  of  its  plan  for  public  participa¬ 
tion,  each  lead  office,  with  the  assistance  of  the  Office  of  Public 
Affairs  and  the  Special  A^istant  to  the  Administrator  for 
Consvuner  Affairs  must  determine  the  need  for  public  hear¬ 
ings  either  prior  to  or  after  proposal  of  such  program. 

Public  participation  is  also  obtained  through  the  use  of 
advisory  committees.  Committees,  such  as  the  National  Air 
Quality  Criteria  Advisory  Committee  and  the  National  Diirk- 
Ing  Water  Advisory  Council  meet  regularly  to  review  perti¬ 
nent  policy  issues  and  specific  forthcoming  standards  and 
regulations.  All  these  committees  have  members  representing 
the  general  public,  and  the  meetings  are  open  to  the  public. 
Concerned  consumers  have  the  opportunity  at  these  meet¬ 
ings  to  present  information  related  to  the  agenda,  and  to 
request  consideration  of  matters  related  to  the  charter  of 
the  committee. 

The  Agency  conducts  detailed  economic  analyses  of  its 
regulatory  actions  prior  to  their  proposal.  These  analyses 
range  from  microeconomic  studies  of  the  impacts  of  a  parti¬ 
cular  action  to  general  industry  studies,  and  studies  of  the 
overall  impact  of  pollution  control  requirements  on  infla¬ 
tion,  GNP,  and  unemplosmaent.  Outside  organizations  and 
Individuals  have  an  opportunity  to  comment  on  these  stu¬ 
dies.  Notices  have  been  and  will  continue  to  be  provided  in 
the  Federal  Register  and  through  direct  mailings  announc¬ 
ing  the  availability  of  such  documents.  In  addition,  EPA  pre¬ 
pares  Environmental  Impact  Statements  for  many  signifi¬ 
cant  actions.  Draft  versions  are  issued  at  the  time  of  pro¬ 
posal  of  regulations  or  policy,  and  the  public  is  invited  to 
comment  on  these  statements.  ’The  Agency  will  distribute 
such  analyses  and  statements  to  interested  parties  as  early 
in  the  development  stage  as  possible. 

Prior  to  proposal,  the  Agency  distributes  draft  versions  of 
policy  statements  and  regulations  to  its  Regional  Offices,  the 
EPA  Offices  of  Legislation  and  Public  Affairs,  other  Federal 
agencies,  representatives  of  State  and  local  governments,  af¬ 
fected  parties,  and  Interested  private  citizens  and  environ¬ 
mental  groups.  Comments  are  reviewed  and  meetings  are 
held  with  interested  organizations  and  individuals,  as  ap¬ 
propriate.  to  resolve  problems  or  questions  which  may  have 
been  Identified. 

After  prc^iosal  in  the  Federal  Register,  the  public  is  af¬ 
forded  an  opportunity  to  c(Mnment  on  the  proposed  regula¬ 
tions.  Should  the  rulemaking  be  of  major  significance,  or  be 
controversial,  one  or  more  public  hearings  may  be  held. 

Prior  to  promulgation  of  a  policy  or  regulation,  the  EPA 
office  havliig  the  responsibility  for  its  preparation  prepares 
a  detailed  summary  of  comments  received,  their  disposition, 
and  the  rationale  for  the  action  taken.  Internal  and  external 
review  of  the  action  to  be  promulgated  is  repeated.  A  sum¬ 
mary  of  comments  received  and  the  Agency  response  is  pre¬ 
pared  and  incorporated  into  the  Fedeiid  Register  promuilga- 
tion.  Individual  consumers  and  groups  that  participated  in 
the  development  of  a  policy  or  regulation  will  be  informed 
of  the  Agency’s  decisions.  Copies  of  the  promulgated  regula¬ 
tions  will  be  forwarded  to  parties  that  contributed  input. 

In  addition  to  these  programs  conducted  by  the  lead  offices 
to  oisure  participation  in  the  development  of  Individual  regu¬ 
lations,  EPA  VTlll  periodically  publish  a  list  of  major  regula¬ 
tions  under  develoixnent.  The  Office  of  Planning  and  Manage¬ 
ment  will  prepare  such  lists  and  will  Incorporate  these  lists 


into  Federal  Register  Notices.  These  lists  will  also  be  distrib¬ 
uted  to  consumers  and  consumer  groups  known  to  have  an 
interest. 

The  Agency  is  taking  steps  to  assure  that  these  programs 
are  implemented.  On  April  23,  1976,  the  Administrator  issued 
a  memorandum  to  all  Agency  Offices  reaffirming  the  policy 
of  the  Agency  to  encourage  participation  by  interested  mem¬ 
bers  of  the  public  in  the  development  of  regulations  and  es¬ 
tablishing  specific  requirements  for  its  implementation  on 
both  new  regulations  and  regulations  currently  under  de¬ 
velopment.  The  memorandiun  requires  requests  for  approval 
of  regulatory  starts  to  include  explicit  plans  for  external  par¬ 
ticipation,  calls  for  revision  of  the  standards  and  regulations 
manual  to  be  updated  to  place  further  emphasis  on  public 
participation,  requires  each  program  office  developing  stand¬ 
ards  to  actively  seek  the  views  of  the  public  and  to  coordinate 
these  public  participation  activities  with  the  Office  of  1^- 
gional  and  Intergovernmental  Operations,  Public  Affairs,  and 
Legislation  and  the  Administrator’s  staff.  It  requires  decisions 
to  develop  new  regulations  to  be  announced  publicly,  and  no¬ 
tices  of  such  to  include  the  name  of  the  staff  person  who  will 
be  available  for  direct  contact  by  the  public.  This  memoran¬ 
dum  also  requires  several  regulations  under  development  to  be 
subjected  to  a  special  program  of  extensive  external  involve¬ 
ment. 

2.  Consumer  ConiPlaints.  Consumer  complaints  are  to  be 
handled  in  accordance  with  EPA  Order  1560.1,  issued  Novem¬ 
ber  20,  1975.  All  Agency  offices  are  required  to  take  positive 
steps  to  insure  timely,  effective  response  to  consumer  com¬ 
plaints  (Ml  environmental  matters. 

This  Order  establishes  Agency-wide  policy  and  pr(x:edures 
governing  the  preparation  and  management  of  Agency  re¬ 
sponses  to  consumer  complaints.  It  provides  a  basis  for  con¬ 
trol  and  analysis  of  consumer  ccwnplaints  so  that  specific 
areas  of  consumer  concern  may  be  Wentified  and  utilized  by 
Agency  management  in  the  policy  and  decision-making 
process. 

The  Public  Information  Center  (PIC)  has  the  responsibility 
to  provide  overall  Agency  coordination  of  consumer  com¬ 
plaints.  PIC  prepares  general  responses,  refers  and  controls 
specific  complaints,  maintains  files,  and  provides  reports  and 
recommendations  on  all  consumer  complaints.  Regional  and 
Program  Offices  and  field  installations  are  required  to  pre¬ 
pare  responses  to  complaints  received  directly  from  the  public 
or  through  referrals. 

Each  office  receiving  consumer  complaints  maintains  a 
control,  l(%ging,  follow-up  and  reporting  system  for  com¬ 
plaints  received  directly  from  the  public  either  in  writing 
or  by  oral  means,  and  for  complaints  referred  to  the  office. 
Responses  to  direct  complaints  are  to  be  made  in  10  working 
days;  responses  to  referred  ccxnplaints  are  to  be  made  in 
15  working  days. 

The  Public  Information  Center  prepares  monthly  reports 
indicating  the  subjects,  voliune,  and  analysis  of  complaints. 
These  reports  are  submitted  to  the  Assistant  Administrator 
for  Planning  and  Management  for  policy  consic!  eratlons,  and 
to  other  officials  depending  upon  specific  issues  raised. 

3.  Special  Assistant  for  Consumer  Affairs.  The  position  of 
Special  Assistant  to  the  Administrator  for  Consumer  Affairs 
has  been  established  within  the  Agency  as  a  focal  point  for 
consumer  organizations  and  Individual  consumers.  The  Spe¬ 
cial  Assistant  will  act  as  a  liaison  between  national,  state 
and  local  consumer  organizations  and  Agency  offices,  will 
provide  technical  assistance  and  guidance  in  the  development 
of  Agency  consumer  representation  programs,  will  establish 
relationships  with  consumer  groups  impacted  by  Agency 
policy  and  regulations,  will  coordinate  the  consumer  activities 
of  the  Agency  and  will  advise  the  Administrator  on  Agency 
matters  of  concern  to  consumers.  The  Special  Assistant  will 
transmit  the  concerns  of  consumers  and  consumer  related 
organizations  to  the  Administrator  and  the  appropriate 
Agency  offices.  The  mailing  address  for  the  Special  Assistant 
is  listed  in  Appendix  B. 

B.  CONSUMER  INFORMATION  OUTPUT 

In  order  to  contribute  to  Agency  planning  or  to  forth¬ 
coming  regulations,  the  consumer  must  have  Information 
available  on  the  Agency’s  programs  and  goals.  To  provide 
this  information,  EPA’s  Consumer  Representation  Plan  calls 
for  increasing  commimlcation  to  consumers  on  Issues  and 
decisions,  providing  feedback  to  consumers  on  their  com¬ 
ments,  and  a  significant  consumer  education  program  on 
EPA  activities. 
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1.  Communication  to  Consumers  on  Issues  and  Decisions. 
Information  on  issues  and  decisions  of  EPA  will  be  provided 
to  consumers  through  the  following  channels: 

Federal  Register 

Conferences. 

Press  Releases. 

Speeches  and  Testimony. 

Communication  with  environmental  and  citizen  groups. 

General  mailings  and  media  coverage. 

Mailings  tailored  to  specialized  groups. 

All  standards,  regulations  and  guidelines  are  published  in 
the  Federal  Register.  In  addition,  copies  of  the  regulations 
will  be  prepared  and  distributed  to  known  interested  parties. 
Copies  will  be  sent  to  parties  who  contributed  to  devel(H>tnent 
of  the  regulations.  EPA  maintains  a  mailing  list  and  distrib¬ 
utes  press  releases  on  significant  Agency  decisions  and 
findings.  Elach  release  will  provide  the  name  and  telephone 
number  of  an  individual  to  contact  for  further  information. 
Press  conferences  are  to  be  held  on  significant  Agency  actions 
and  findings.  The  public  and  the  press  are  to  be  notified  of 
such  conferences  and  will  be  afforded  an  opportunity  for 
discussion  through  a  question-and-answer  session  following 
the  conferences. 

There  are  a  number  of  environmental  news  reporting 
services  which  are  kept  up-to-date  tm  EPA  activities.  Through 
their  publications  a  large  segment  of  the  concerned  public 
Is  kept  informed  of  actions  and  activities  of  the  Agency. 

2.  Feedback  on  Consumer  Comments.  Feedback  to  the  con¬ 
sumer  is  handled  within  the  Agency  on  a  program-by¬ 
program  basis.  A  major  portion  of  the  general  Information 
Is  handled  by  the  Public  Information  Center  and  the  OfBce  of 
Public  Affairs  at  both  the  headquarters  and  the  regional  level. 
Technical  responses  are  provided  by  the  appropriate  program 
OfBce. 

When  the  consumer  or  group  has  raised  a  technical  point 
or  has  contributed  technical  data  in  support  of  a  proposed 
rulemaking  or  policy,  a  staff  member  of  ^e  ofBce  preparing 
the  rulemaking  or  p^icy  generally  contacts  the  consumer, 
either  by  mail  or  telephone  to  deliver  EPA’s  response.  Often, 
a  meeting  is  set  up  to  provide  and  obtain  further  information. 

Each  comment  related  to  a  proposed  Agency  action  is 
analyzed,  and  a  response  is  prepared.  This  response  is  either 
an  indication  of  concurrence  with  the  commenter,  or  ex¬ 
plains  the  rationale  for  the  rejection  of  the  conunent.  A  re¬ 
port  analyzing  each  of  the  comments  is  prepared  and  made 
available  to  the  public.  In  addition,  the  preamble  to  the 
promulgated  regulation  provides  a  summary  of  response  to 
major  comments.  Copies  of  the  promulgated  regulations,  in¬ 
cluding  such  summaries,  are  sent  to  Individuals  who  have 
provided  or  requested  Information. 

3.  Consumer  Education  Programs.  Public  education  plays 
a  major  role  at  EPA  and  substantial  information  is  available 


on  every  major  EPA  program.  Perhaps  the  best  known 
example  Is  the  Agency  program  on  automobile  fuel  econMny. 
Another  major  consiuner  education  program  is  related  to  the 
safe  use  of  pesticides. 

Pamphlets  and  reports  are  available  at  all  technical  levels 
ranging  from  the  elementary  school  level  to  highly  technical 
reports  presented  at  scientific  conferences..  In  addition  to 
these  reports,  a  number  of  reports  are  prepared  for  Congress, 
and  distributed  to  the  public. 

The  public  education  program  is  not  limited  to  reports  and 
booklets.  Other  communication  media  are  also  used  to  trans¬ 
fer  information.  These  Include  informal  public  meetings  and 
workshops,  news  releases,  public  service  advertising,  and 
television  shows  where  viewers  can  discuss  issues  by  tele¬ 
phone,  advisory  boards,  and  lectures  by  EPA  ofQcials  to  clubs 
and  related  organizations.  Most  recently,  “town  forum” 
type  meetings  have  been  initiated,  where  EPA  ofiBclals  meet 
with  the  public  to  Informally  discuss  EPA’s  programs. 

The  Agency  has  initiated  a  program  to  Identify  “consumer 
subgroups”  and  tailor  programs  to  provide  information  for 
each  such  group.  Special  programs  are  planned  for  labor 
groups,  farm  organizations,  outdoor  recreation  and  camping 
organizations,  youth  interest  groups,  retired  people  and  the 
elderly,  urban  constituencies  including  minority  ethnic 
groups,  local  government  officials  and  associations,  ’niis  is 
in  addition  to  the  conservation  and  environmental  organiza¬ 
tions  with  which  EPA  has  maintained  contact  throughout 
the  lifetime  of  the  Agency,  and  to  organized  consumer  groups. 
In  addition  to  the  subgroui>s  identified  above,  the  proposed 
Consumer  Representation  Plan  identified  a  number  of  addi¬ 
tional  subgroups  such  as  low  income  consumers,  home 
economists,  and  planning  commissions.  The  Agency  will  in¬ 
vestigate  the  needs  of  such  groups,  and  where  possible,  will 
tailor  programs  to  suit  the  needs  of  these  groups. 

The  Agency  has  held  background  briefings  for  these  sub¬ 
groups.  Many  pamphlets  and  brochures  have  been  prepared 
that  are  tailored  to  individual  groups.  These  include  supple¬ 
mental  education  packets  for  youth  groups,  fact  sheets  on 
the  pesticide  certification  program,  speakers  on  transporta¬ 
tion  control  plans  in  cities,  sponsored  meetings  between 
EPA  information  officers  and  state  environmental  officers, 
and  meetings  in  major  cities  across  toe  country  with  environ¬ 
mental  groups  on  automobile  inspection  and  maintenance. 

The  EPA  information  program  for  established  consumer 
organizations  Includes  briefings  at  national  and/or  reglcmal 
conferences  of  these  groups  on  resource  recovery,  pesticide 
safety,  miles-per-gallon  data  on  cars,  and  other  related  con¬ 
sumer  concerns.  'Hils  is  in  addition  to  the  programs  outlined 
earlier  in  the  Plan  to  keep  Consumers  Informed  of  forthcom¬ 
ing  regulations  and  policy  decisions  and  obtaining  input  from 
consumers. 
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Appendix  B. — Contact  Points  for  Consumers  at  GSPA 
Headquarters 

Headquarters  Mailing  Address:  UJ3.  Environmental  Protection 
Agency,  401  M  Street,  8.W.,  Washington,  D.O.  90400. 

Consumer  Representative:  Ms.  Helen  Fenska,  Special  Assistant 
to  the  Administrator  for  Consumer  Affairs  (A-101)  (202)  76S-0426, 
Consumer  Complaints:  Ms.  May  C.  Pettit,  Public  Information 
Center,  Facilities  and  Support  Service  Division,  Office  of  Planning 
and  Management  (PM-215)  (202)  755-0707. 

Information  on  EPA  Activities  and  Consumer  Programs:  Ms.  Kate 
Stahl,  Consumer  Affairs  Specialist,  Office  of  Public  Affairs  (A-107) 
(202)  755-0710. 

Standards  and  Regulations — General:  Mr.  Walter  C.  Barber,  Direc¬ 
tor,  Standards  and  Regulations  Elvaluation  Division  (PM-223). 
Office  of  Planning  and  Evaluation  (202  )  755-2265. 

Standards  and  Regulations — ^Individual  Regiilations;  Announce¬ 
ments  will  be  made  In  the  Federal  Register  and  through  media 
toe  regulations  under  development.  The  name  of  the  program 
manager  to  contact  will  be  listed  for  each  rulemaking. 

Appendix  C. — Contact  Points  for  Consumers  at  EPA  Regional 
Offices  and  National  Environmental  Research  Centers 

Paul  Keough,  Director  of  Public  Affairs,  U.S.  Environmental  Pro¬ 
tection  Agency,  Region  I — Room  2303,  John  F.  Kennedy  Federal 
Building,  Boston,  Mass.  02203  (617)  223-7223. 

Herman  Phillips  (Acting).  Director  of  Public  Affairs,  U.S.  Environ¬ 
mental  Protection  Agency.  Region  n — Room  1005,  26  Federal 
Plaza,  New  York.  N.T.  10007  (212)  264-2515. 

Diane  Margenau,  Director  of  Congressional  and  Public  Affairs,  VS. 
Ekivlronmental  Protection  Agency,  Region  HI,  6th  te  Walnut 
Streets,  Philadelphia,  Pa.  10106  (215)  597-9816. 

Charles  Pou,  Director  of  Public  Affairs,  U.S.  Environmental  Pro¬ 
tection  Agency,  Region  IV,  1421  Peachtree  St.,  NR.,  Atlanta,  Oa. 
30309  (404)  526-3004. 

Frank  Corrado,  Director  of  Public  Affairs,  U.S.  Environmental  Pro¬ 
tection  Agency,  Region  V,  230  S.  Dearborn  Chicago,  Illinois  60604 
(312)  853-5800. 

Betty  Williamson,  Director  of  Public  Affairs,  U.S.  Environmental 
Protection  Agency,  Region  VI — ^First  International  Bldg.,  1201 
Elm  St..  Dallas,  Texas.  75270  (214)  749-1962. 

Rowena  Michaels.  Director  of  Public  Affairs,  U.S.  Environmental 
Protection  Agency,  Region  vn — ^Room  249,  1735  Baltimore  Ave¬ 
nue,  Kansas  City,  Mo.  64108  (816)  374-5894. 

Howard  Kayner,  Director  of  Public  Affairs.  U.S.  Environmental  Pro¬ 
tection  Agency,  Region  vm,  Lincoln  Tower  Bldg.,  Suite  900,  1860 
Lincoln  Street,  Denver,  Colorado  80203  (303)  837-4905. 

David  Calkins,*  Chief.  External  &  Inter-Governmental  Relations 
Branch,  U.S.  Environmental  Protection  Agency,  Region  IX,  100 
California  Street.  San  Francisco,  Calif.  94111  (415)  556-6266. 
Donald  R.  Bliss,  Director  of  Public  Affairs,  U.S.  Environmental  Pro¬ 
tection  Agency,  Region  X,  1200  Sixth  Avenue.  Seattle.  Washing¬ 
ton  98101  (306)  443-1203. 

Ohils  West,  Director  of  Public  Affairs,  Natl  Environmental  Re¬ 
search  Ctr.,  200  S.W.  35th  Street,  Corvallis,  Oregon  97330  (503) 
752-4300. 

Geneva  Douglas,  Directs  of  Public  Affairs,  Natl  Environmental  Re¬ 
search  Ctr.,  P.O.  Box  15027,  Las  Vegas,  Nevada  89114  (703)  736- 
2969. 

Eknle  Minor,  Director  of  Public  Affairs,  Natl  Environmental  Re¬ 
search  Ctr.,  Cincinnati.  Ohio  45268  (513)  634-8348. 

Elizabeth  M.  Martin,  Director  of  Public  Affairs,  U.S.  EnvlronBaeqtal 
Protection  Agency.  Office  of  Administration,  Research  Triangle 
Park,  North  Carolina  27711  (919)  688-8559. 

Appendix  D — ^Public  Comment  on  the  Proposed  Consumer 
Representation  Plan 

On  November  26,  1975,  the  Environmental  Protection  Agency, 
along  with  other  Federal  departments  and  agencies,  proposed  a 
Oonsumer  Representation  Plan  (40  FR  5523).  EPA  participated  In 
White  House  Regional  Conferences  held  In  Boston  (January  10, 
1976),  Houston  (January  21.  1976)  and  Denver  (January  26.  1976). 
In  addition,  the  Agency  held  two  public  hearings  on  February  27, 
1976  at  Agency  headquarters.  Comments  were  also  solicited  at  the 
six  other  Regional  Conferences  held  by  other  agencies.  Meetings 
were  also  held  with  consumer  groups  on  May  19,  1976  and  with 
the  Consumer  Advisory  Council  on  May  25,  1976. 

In  all,  41  comments  were  received  by  the  Agency.  A  large  number 
of  these  did  not  relate  directly  or  indirectly  to  the  Plan,  but  rather, 
related  to  specific  Agency  actions.  Comments  unrelated  to  the  plan 
have  been  answered  individually.  The  Ag^ency  has  compiled  a  de¬ 
tailed  summary  of  all  comments  received  and'  responses  to  those 
related  to  the  Plan.  Individual  copies  of  this  summary  may  be 


obtained,  without  charge,  from  the  Public  Information  Center,  Of¬ 
fice  of  Planning  and  Management  (PM-215),  UJ3.  Environmental 
Protection  Agency,  Washington,  D.O.  20460.  The  public  comments 
are  available  for  Inspection  at  the  Freedom  of  Information  Center, 
401  M  St.,  SW..  Washington,  D.C.  20460. 

A  brief  summary  of  comments  related  to  the  plan  and  the  Agency 
response  Is  given  below. 

The  largest  number  of  comments  related  to  the  pros  and  cons 
of  adopting  a  Consumer  Plan  rather  than  the  forming  of  a  "Con¬ 
sumer  Agency”.  The  response  to  these  comments  has  been  pre¬ 
pared  by  the  Office  of  Consumer  Affairs. 

A  number  of  commenters  expressed  concern  that  there  is  no 
central  focal  point  for  consumer  participation  within  the  Agency. 
Accordingly,  the  Agency  has  created  a  position,  of  Special  Assistant 
to  the  Administrator  for  Consumer  Affairs.  In  addition  to  other 
duties  elaborated  on  In  the  Plan,  the  Special  Assistant  will  transmit 
the  concerns  of  consumers  and  consumer-related  organizations  to 
the  appropriate  Agency  offices  at  headquarters  and  in  the  regions. 

A  large  number  of  comments  related  to  the  mechanisms  of  in¬ 
creasing  public,  and  especially  consumer  participation  In  develop¬ 
ment  of  regulations  and  policy.  In  particular,  a  number  of  com¬ 
menters  recommended  the  use  of  mechanisms  other  than  Federal 
Register  Notices  for  requesting  public  comment.  Several  others  in¬ 
dicated  that  comment  periods  of  30-45  days  are  Insufficient  to  allow 
appropriate  response  to  major  issues  or  regulations.  In  response  to 
these  comments  the  Agency  has  adopted  a  program  to  Improve  pub¬ 
lic  awareness  of  Agency  actions.  Advance  notice  of  Agency  rule- 
making  will  be  given  for  the  development  of  all  significant  new 
regulatory  Agency  actions.  In  addition  to  publication  in  the  Fed¬ 
eral  Register,  this  advance  notification  will  be  mailed  to  consumer 
and  other  groups  known  to  have  an  Interest  In  such  programs,  and 
to  individual  consumers  who  have  requested  or  provided  Informa¬ 
tion  on  related  matters.  The  EPA  "consumer  subgroup”  program 
will  aid  In  identifying  groups  to  be  notified. 

As  noted  In  the  Plan,  each  Office  havibg  a  lead  role  In  develop¬ 
ing  rulemaking  or  policy  will  be  required  to  prepare  explicit  plans 
for  external  participation  at  the  time  the  program  to  develop  the 
rulemaking  Is  initiated.  These  plans  will  be  reviewed  by  the  Special 
Assistant  to  the  Administrator  for  Ck>nsumer  Affairs  and  by  the  Of¬ 
fice  of  Public  Affairs.  The  Special  Assistant  and  the  consumer  spe¬ 
cialists  within  the  Office  of  Public  Affairs  will  participate  In  reviews 
by  the  Agency's  Steering  Ck>mmlttee  for  review  of  standards,  regula¬ 
tions  and  other  rulemaking. 

The  length  of  time  available  for  public  response  to  proposed 
rulemaking  Is  of  necessity,  a  compromise  between  the  need  to  ex¬ 
pedite  issuing  a  regulation  and  affording  the  most  desirable  period 
of  time  to  allow  a  stuc^ted  response.  Often,  deadlines  are  established 
by  statute.  The  Agency  will  attempt,  where  practical,  to  extend  the 
time  for  public  comment  to  proposed  regulations.  However.  It 
should  be  noted,  that  although  the  typical  response  time  for  com¬ 
ments  had  been  .'et  at  30-45  days,  it  always  has  been  Agency  policy 
to  accept  and  consider  comments  after  the  comment  period  has 
expired  up  until  the  final  regulation  Is  prepared.  This  policy  will 
be  continued,  and  a  comment  period  of  60  days  will  be  allowed 
for  major  regulations,  when  such  time  does  not  conflict  with  statu¬ 
tory  deadlines. 

A  public  Interest  organization  criticized  EPA’s  advisory  com¬ 
mittees  as  being  too  formal,  thereby  making  it  difficult  /or  mem¬ 
bers  to  fully  state  their  position.  This  organization  further  notes 
that  environmentalists  have  been  dropped  from  such  advisory  com¬ 
mittees  because  they  have  been  too  effective  in  pinpointing  EPA 
weaknesses.  The  Agency  strongly  refutes  this  latter  statement, 
and  knows  of  no  such  cases.  It  Is  true  that  advisory  committees 
have  a  formal  agenda  and  as  a  result,  are  not  the  most  effective 
method  of  obtaining  public  input.  On  the  other  hand,  these  com¬ 
mittees,  as  required  by  the  Federal  Advisory  Committee  Act,  have 
a  balanced  membership  Including  members  representing  the  public 
Interest.  At  these  meetings,  concerned  consumers  have  the  oppor¬ 
tunity  to  present  related  Information  and  to  request  consideration 
of  matters  related  to  the  charter  of  the  committee. 

Several  commenters  expressed  concern  that  this  plan  Is  a  head¬ 
quarters  plan  and  that  there  Is  insufficient  regional  and  loccd 
participation.  It  should  be  realized  that  overall  policy  and  the 
majority  of  rulemaking  is  conducted  at  the  headquarters  office. 
However,  the  Agency  is  aware  and  takes  into  consideration  re¬ 
gional  and  local  needs.  The  Office  of  Regional  and  Intergovernmen¬ 
tal  Liaison  (ORIO)  is  represented  cm  the  Agency’s  standing 
Steering  Committee  for  standards  and  regulations.  In  the  setting 
of  standards  a  lead  region  is  deslgnateil  to  participate  in  the  work¬ 
ing  group  developing  the  rulemaking  and  to  represent  aU  ten 
regions.  Other  re^ons  are  also  Invited  to  participate.  Each  regu¬ 
lation  developed  is  circulated  to  affected  regions  ter  review. 
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The  Plan  has  been  expanded  to  include  preceding  for  complaint 
handling  at  the  regional  level.  In  addition,  review  of  National  Ped- 
lutant  Discharge  Elimination  System  permits  and  state  implemen¬ 
tation  plans  takes  place  at  the  regional  level  and  procedures  for 
review  of  such  call  for  public  participation. 

A  few  commenters  expressed  disappointment  in  the  Agency  pro¬ 
gram  for  handling  consumer  complaints.  The  Agency  has  been 
aware  of  the  need  for  Improvement  of  the  handling  of  consiuner 
complaints  and  on  November  20,  1976  Issued  an  internal  order 
(EPA  Order  1660.1)  revising  complaint  handling  procedures.  The 
order  established  Agency-wide  policy  and  procedures  governing 
the  preparation  and  management  of  Agency  responses  to  com¬ 


plaints  and  provides  a  basis  fm*  control  and  analysis  of  complaints 
so  that  specific  areas  of  concern  may  be  identified  and  utilized  by 
Agency  management  in  the  policy  and  decUlon-making  process.  In 
addition  to  designating  the  Public  Information  Center  as  the  over¬ 
all  Agency  coordination  point  for  complaints.  It  establishes  pro¬ 
cedures  for  Regional  and  Program  Offices  and  sets  requirements  for 
control,  logging,  follow-up,  reporting  and  response  time. 

Finally,  a  niunber  of  commenters  Indicated  the  difficulty  of 
determining  contact  points  within  the  Agency.  Accordingly,  as 
part  of  the  plan,  the  Agency  Is  providing  the  names,  addresses  and 
telephone  nxunbers  of  contact  points  within  the  Agency,  as  well 
as  an  organization  chart  of  the  Agency. 
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PRIMARY  CONSUMER  CONTACT 

Director,  Office  of  Consumer  Affairs/ Special  Impact,  Room 
4310,  Federal  Energy  Administration,  1200  Pennsyl¬ 
vania  Avenue,  N.W.,  Washington,  D.C.  20461  (202) 
961-6055. 
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I.  Statement  of  Purpose 

The  purpose  of  this  Consumer  Representation  Plan  Is  to 
enable  persons  who  are  affected  by  major  FEA  sponsored 
legislation,  regulation,  policy,  decision  or  program  action  to 
have  the  opportunity  to  comment  on  the  subject  before  a 
decision  is  reached,  and  to  provide  for  consideration  of  these 
views  in  the  agency’s  decision-making  process.  It  is  FEA’s 
intent  to  actively  solicit  consiuner  opinion  and  to  make  the 
individual  offices  responsive  to  consumer  requests  for  infor¬ 
mation  and  opportunities  to  be  heard.  , 

It  is  a  basic  premise  of  this  plan  that  existing  machinery 
and  techniques  for  assuring  consumer  representation  will  be 
strengthen^  and  that,  where  they  do  not  exist,  they  will 
be  instituted. 

It  is  also  our  purpose  to  provide  the  mechanism  for  giving 
the  management  of  the  agency  a  better  understanding  of  con¬ 
sumers’  concerns  and  viewpoints.  The  Plan  is  Intended  to 
make  it  easier  for  the  public  and  consumer  groups  to  focus 
their  attention  on  issues  of  special  and  general  concern 
within  the  agency. 

n.  Executive  Summ.^ry 

A.  On  August  15,  1976,  the  Administrator  will  issue  Guide¬ 
lines  for  all  FEA  Assistant  Administrators  and  Office  Di¬ 
rectors  to  follow  in  obtaining  consumer  participation  In  major 
PEA  program  and  policy  development.  The  Guidelines  wUl 
include  provisions  for  implementii^  the  following  improved 
procedures  for  consumer  participation: 

1.  Advisory  Committees.  FEA  is  reexamining  the  composi¬ 
tion  of  the  agency’s  Advisory  Committees  to  ensure  adequate 
consumer  representation  on  each  Advisory  Committee,  'l^ere 
will  be  wider  solicitation  for  consumer  representatives  and 
communication  will  be  increased  among  the  representatives 
on  various  committees.  Procedures  will  be  Improved  for  noti¬ 
fying  the  public  of  Committee  meetings,  maintaining  records, 
providing  responses  to  the  Committees  on  their  recommenda¬ 
tions,  and  informing  the  Committees  of  pending  issues. 

2.  Utilizing  Consumer  Complaints  as  an  Information  and 
Guidance  Tool.  The  Office  of  Consumer  Affairs/Special  Im¬ 
pact  plans  to  implement  a  computer  oriented  consumer  com¬ 
plaint/correspondence  processing  system.  This  system  will  be 
designed  to  provide  to  all  program  offices  aggregate  data  on 
the  energy  problems  of  consumers  by  location  and  by  type  of 
complaint. 

3.  Consumer  or  Citizen  Conferences.  This  mechanism  will 
be  utilized  more  frequently  by  FEA  offices.  Each  re^onal 
CA/SI  officer  will  work  with  State  Energy  Offices  and  private 
organizations  to  conduct  state  Consumer  Energy  Workshops 
In  coordination  with  the  National  CA/SI  office.  Woikshops 
will  be  scheduled  at  locations  which  are  accessible.  Meetings 
will  be  open  to  the  public,  and  special  mailings  will  be  used  to 
Invite  citizens  who  are  not  affiliated  with  an  organized  group, 
as  well  as  members  of  groups  who  are  particularly  affected  by 
rising  energy  coats. 

4.  Liaison  with  Consumer  Groups.  Each  program  office  will 
have  standing  arrangements  that  provide  for  consultation 
and  exchange  of  views  with  Interest^  or  affected  persons  and 
organizations  on  development  or  revision  of  major  plans. 


programs,  or  other  significant  actions  prior  to  decision  mak¬ 
ing.  ’The  CA/SI  Office  will  serve  as  the  focal  point  for  coordi¬ 
nating  this  exchange  of  views.  Regicwial  CA/SI  Officers  will 
maintain  liaison  with  State  Energy  Offices,  and  they  will  hold 
monthly  meetings  with  citizens  and  citizen  organizations  to 
hear  their  views  on  FEA  policies  and  programs.  Citizens  will 
be  invited  in  each  region  to  discuss  issues  of  concern  to 
consumers. 

5.  Public  Hearings.  FEA  will  ensure  adequate  notice  of 
proposed  changes  in  rules,  regulations,  orders,  etc.,  by  pro¬ 
viding  the  maximum  possible  notice  of  public  hearings  in  the 
Federal  Register  in  straightforward  language,  and  will  pro¬ 
vide  notices  to  national  and  local  press  and  periodicals  in 
the  form  of  news  releases  suitable  for  publication  as  news 
items.  Discussions  of  highly  technical  information  will  ap¬ 
pear  in  the  preambles  of  Federal  Register  notices.  When 
feasible,  hearings  will  be  scheduled  outside  of  Washington, 
and  special  mailings  by  the  Office  of  Communications  and 
Public  Affairs,  the  Office  of  Consumer  Affairs/Special  Impact, 
and  the  Regional  CA/SI  Officers  will  be  used  to  solicit  written 
testimony  from  interested  citizens. 

6.  Staff  Development  of  Consumer  Information  and  Ana¬ 
lytical  Materials,  (a)  Each  Assistant  Administrator  and  Office 
Director  shall  provide,  to  the  extent  practicable,  policy  or 
technical  information  concerning  major  proposals  and  other 
important  program  or  policy  actions  at  the  earliest  practicable 
time,  and  at  places  easily  accessible  to  interested  persons 
and  organizations,  and  inform  consumers  about  the  avail¬ 
ability  of  such  material  to  enable  them  to  make  informed  and 
constructive  contributions  to  the  agency's  decisionmaking 
process.  Special  efforts  will  be  made  to  summarize  complex 
technical  materials  for  public  and  media  use. 

(b)  The  office  initiating  a  program  or  policy  action  will 
provide  a  response  to  interested  persons  and  organizations 
.concerning  their  recommendations  and  suggestions  (other 
than  comment  on  rulemaking)  within  a  reasonable  period 
of  time  after  receipt  of  such  recommendations. 

The  Guidelines  for  implementation  of  the  Plan  will  set 
forth  specific  criteria  for  the  development  and  dissemination 
of  policy  and  program  Information. 

7.  Consumer  Impact  Evaluation.  For  any  major  proposal 
as  defined  by  the  FEA  Directive  for  Implementation  of  Ex¬ 
ecutive  Order  11821  (which  requires  that  major  proposals 
for  legislation  and  for  the  promulgation  of  rules  and  regula¬ 
tions  by  an  executive  branch  agency  be  accompanied  by  a 
statement  certifying  that  the  infiationary  impact  of  the  pro- 
Dosal  has  been  evaluated),  the  Assistant  Administrator  or 
Office  Director  must  indicate  that  where  such  a  major  pro¬ 
posal  has  been  evaluated,  the  evaluation  includes  a  section  on 
consumer  impact  which  contains: 

(a)  An  analysis  of  the  principal  cost  or  direct  price  effects 
of  the  action  on  markets,  consumers,  businesses,  regions  of 
the  coimtry,  and  where  feasible,  an  analysis  of  secondary  cost 
and  price  effects.  These  analyses  should  have  as  much  quanti¬ 
tative  data  and  precision  as  practicable  and  should  cover  a 
time  period  sufficient  to  determine  economic  and  inflationary 
impacts. 

(b)  An  indication  of  the  benefits  to  be  derived  from  the 
proposed  action.  These  benefits  should  be  quantified  to  the 
extent  practicable. 

(c)  A  review  of  alternatives  to  the  proposed  action. 

FEA  will  maintain  a  list  of  all  major  proposals  which  have 
been  evaluated  in  accordance  with  Chapter  4  of  the  Directive 
for  the  Evaluation.  Copies  of  that  list  and  the  Summary  of 
the  Inflationary  Impact  Evaluation  and  the  accompanying 
consumer  impact  evaluation  will  be  made  available  to  the 
public  for  inspection  through  the  Public  Document  Room. 
FEA  National  Office,  12th  and  Pennsylvania  Avenue,  NW., 
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Washington,  D.C.  20461.  These  documents  will  be  written  In 
a  form  suitable  for  a  general  audience. 

8.  Increased  AvaUahOity  of  Materials  Containina  Con¬ 
sumer  Impact  Evaluaticns.  FEA  will  Increase  availability  of 
materials  containing  analytical  Information  that  will  be  use¬ 
ful  to  consumers  at  the  earliest  practicable  time  and  at  idaces 
easily  accessible  to  interested  or  affected  persons  and  organi¬ 
zations  and  mform  them  of  the  availability  of  this  Informa¬ 
tion  through  consumer  organizations,  press  releases  and 
speechs  by  FEIA  ofScials.  As  outlined  in  Section  7.  Cmsumer 
Imijact  Equation,  FEA  will  ensure  that  siunmaries  of  these 
evaluations  are  available  for  public  Inspection. 

9.  External  Liaison.  Media  communication  techniques  will 
be  utilized  more  fully  to  solicit  consumer  opinions  and  to 
publicize  agency  decisions  and  their  impcust.  This  will  be  ac¬ 
complished  through  providing  Increased  accessibility  for  con¬ 
sumers  to  regular  mailing  lists,  speeches  by  key  officials  out¬ 
lining  the  opportunities  for  consumers  to  provide  input  on 
agency  decisions,  and  wider  dissemination  of  information 
describing  opportunities  for  participation  through  news  re¬ 
leases,  national  periodicals  and  newsletters. 

In  addition,  FEA  will  regularly  publish  lists  of  current  rule- 
makings  and  administrative  proceedings  and  lists  of  new 
publications,  scheduled  hearings  and  workshops.  These  lists 
will  be  developed  by  the  FEA  Office  of  Communications  and 
Public  Affairs. 

B.  The  Director  of  the  Office  of  Consumer  Affairs/Special 
Impact  will  be  responsible  for  coordinating  the  implementa¬ 
tion  of  the  Plan  and  will  report  directly  to  the  Administrator. 
Each  program  office  and  R^onal  Administrator  will  submit 
Individual  plans  to  the  Director  of  the  Office  of  Consumer 
Affairs/Special  Impact  through  the  Office  of  Management 
and  Administration  for  implementation  of  the  Plan  and  the 
Guidelines.  Each  program  office  will  designate  a  liaison  per¬ 
son  to  work  with  the  CA/SI  office  to  implement  the  Plan. 
In  each  Regional  Office  the  CA/SI  Officer  will  serve  as  the 
focal  point  for  implementation  of  the  Plan. 

m.  Primary  Operating  Units  Involved 

Due  to  the  Influence  of  energy  on  American  life  and  the 
role  that  this  agency  plays  in  determining  national  energy 
policy,  actions  of  virtually  every  office  in  FEA  have  high  * 
Impact  upon  consumers. 

The  Office  of  Consumer  Affairs  and  Special  Impact  is  pres¬ 
ently  a  part  of  the  Office  of  Intergovernmental,  Regional  and 
Special  Programs,  but  by  special  provision  the  Director  of 
CA/SI  has  independent  and  direct  access  to  the  decision¬ 
making  process  and  the  Administrator.  In  addition  to  the 
CA/SI  office  located  in  Washington,  D.C.,  there  are  ten  re¬ 
gional  Consiuner  Affairs/Special  Impact  Officers  who  are 
responsible  for  Implementing  FEA  consumer  policies  and  pro¬ 
grams  in  the  regions.  The  functions  of  the  CA/SI  office  and 
the  regional  CA/SI  Officers  are  as  follows: 

1.  Review  and  analyze  the  actual  and  potential  Impact  of 
FEA  policies,  programs  and  energy  related  problems  on  the 
consumer,  the  poor,  the  handicapped,  and  the  elderly. 

2.  Advise  the  Administrator  on  the  results  of  reviews  and 
analyses  so  that  he  may  consider  those  factors  in  the  de- 
vdopment  of  FEA  policies  and  programs. 

3.  Provide  information  on  FEIA  policies  and  programs  to 
Federal,  State,  and  local  agencies,  and  private  organizations 
representing  consiuner  and  special  impact  concerns. 

4.  Review  the  policies  and  programs  of  other  Federal  agen¬ 
cies  with  potential  for  alleviating  the  energy-related  prob¬ 
lems  of  consumers,  the  poor,  the  handicapped,  and  the 
tiderly. 

5.  Recommend  new  or  modified  Federal  policies  and  pro¬ 
grams  to  alleviate  the  adverse  effects  of  energy  problems  on 
consumers,  the  poor,  the  handicapped,  and  the  elderly  and 
assist  in  the  development  and  implementation  of  new  pro¬ 
grams. 

6.  Review  the  policies  and  programs  at  State  and  local 
levels  with  potential  for  alleviating  the  energy-related  prob¬ 
lems  of  the  consumer,  the  poor,  the  handicapped,  and  the 
elderly. 

7.  Recommend  new  or  modified  State  and  local  level  pro¬ 
grams  to  alleviate  the  adverse  effects  of  energy  problems  on 
consumers,  the  poor,  the  handicapped,  and  the  elderly  and 
assist  in  the  development  and  implementation  of  new 
programs. 

In  performing  these  functions  CA/SI  has  sought  maximum 
consumer  involvement.  With  respect  to  policies  and  programs 
which  originate  In  other  offices,  CA/SI  has  both  coordinated 


consumer  input  on  request  by  those  offices  and  ensured  that 
offices  solicit  consumer  input  on  TEA  policies.  Each  pro¬ 
gram  office  will  appoint  a  consumer  liaison  who  will  be 
xesponslble  for  coordinating  with  CA/SI  to  Implement  the 
Plan. 

A.  program  omcEs 

Office  of  Energy  Resource  Development  assesses  the  ade¬ 
quacy  of  energy  resources  to  meet  demands  in  both  the  short 
and  long-term  for  all  sectors  of  the  economy  and  for  the 
general  public;  develops  and  Implements  policies  and  pro¬ 
grams  which  promote  the  development  of  energy  resources 
to  Insure  adequate  supplies;  and  expedites  the  development, 
on  a  site-specific  basis,  of  necessary  energy  projects. 

Office  of  Regulatory  Programs  develops  plans  and  pro¬ 
grams  for  dealing  with  energy  shortages;  promotes  stability 
in  energy  prices  to  tlie  consumer;  promotes  free  and  open 
ccxnpetition  in  all  aspects  of  the  energy  field;  prevents  un¬ 
reasonable  profits  wi^in  the  various  segments  of  the  energy 
Industry;  and  assures  that  energy  regulations  are  designed 
and  implemented  in  a  fair  and  efficient  manner  so  as  to 
minimize  hardship  and  inequity. 

Office  of  Conservation  and  Environment  develops  and  im¬ 
plements  volimtary  and  mandatory  energy  conservation  pro¬ 
grams  aimed  at  reducing  the  U.S.  demand  for  energy  and 
ensures  that  energy  goals  are  balanced  with  environmental 
concems.  Within  the  Office  of  Conservation  and  Environ¬ 
ment,  the  Office  of  Environmental  Programs  coordinates  the 
preparation  of  FEA  Environmental  Impact  Statements;  ad¬ 
vises  the  agency  on  environmental  matters  related  to  energy 
production,  conversion,  and  consumption;  and  advises  the 
agency  on  the  energy  and  economic  impacts  associated  with 
environmental  requirements. 

Office  of  Policy  and  Analysis  collects,  evaluates,  assem¬ 
bles  and  analyzes  energy  information  on  reserves,  produc¬ 
tion,  demand  and  related  economic  data;  develops  plans  and 
programs  for  dealing  with  energy  production  shortages;  as¬ 
sesses  the  adequacy  of  energy  resources  to  meet  demands  in 
the  immediate  and  longer  range  future  for  all  sectors  of  the 
economy  and  for  the  general  public  by  forecasting  short  and 
long  range  supply  and  demand;  analyzes  the  economic  im¬ 
pact  of  energy  policies  on  consumers,  industry  and  the  eco¬ 
nomy;  and  recommends  policies  to  the  Administrator  with 
respect  to  the  establishment  of  a  comprehensive  national 
energy  policy  in  relation  to  the  energy  matters  for  which 
the  F^eral  Energy  Administration  has  responsibility.  TTiis 
office  also  has  responsibility  for  ensuring  the  preparation  of 
inflationary  impact  evaluations. 

Office  of  International  Energy  Affairs  directs  develcHJment, 
analysis,  evaluation,  monitoring,  coordination  and  imple¬ 
mentation  of  international  aspects  of  energy  policy,  analyzes 
domestic  energy  policy  from  an  international  perspective 
and  seeks  to  assure  appropriate  integration  of  domestic  and 
international  policies. 

B.  liaison  offices 

Office  of  Management  and  Administration  administers  a 
broad  range  of  FEA-wlde  management  activities  which  in¬ 
clude  organizational  studies  and  program  formulation  and 
analysis. 

Office  of  Intergovernmental.  Regional  and  Special  Pro¬ 
grams  develops  effective  arrangements  for  the  participation 
of  State  and  local  governments,  small  business  and  consum¬ 
ers  in  the  resolution  of  energy  problems. 

Office  of  Congressional  Affairs  responds  to  requests  from 
Congress  and  acts  as  FEA’s  Congressional  liaison  and  proc¬ 
esses  consumer/ constituent  commimications  which  have  been 
sent  by  consumers  to  Members  of  Congress. 

Office  of  Communications  and  Public  Affairs  responds  to 
public /consumer  inquiries  and  disseminates  informaticm  from 
the  agency  to  the  public. 

C.  OFFICES  OF  GENERAL  COUNSEL  AND  PRIVATE  GRIEVANCES  AND 
REDRESS 

Office  Of  General  Counsel  serves  as  the  chief  legal  ad¬ 
visor  to  the  Administrator  in  all  matters  of  law  and  policy, 
particularly  with  regard  to  implementation  of  statutes  ad¬ 
ministered  by  the  Federal  Energy  Administratimi  and  regu¬ 
lations  promulgated  pursuant  to  such  statutes;  provides 
continuing  legal  review  of  agency  operations,  compliance  and 
enforcement  activities  and  represents  ttie  agency,  through 
the  Department  of  Justice,  in  all  litigation  where  the  agency 
is  a  party. 
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0^fice  of  Private  Grievances  and  Redress  receives  and 
evaluates  petitions  filed  by  persons  adversely  affected  by  any 
ord^,  rule  or  regulation  issued  by  Uie  Administrator  in  car¬ 
rying  out  the  functions  assigned  to  him  under  the  PEA  Act 
and  petitions  filed  by  persons  requesting  special  redress, 
relief,  or  other  extraordinary  assistance  and  makes  recom¬ 
mendations  to  the  Administrator  for  appropriate  action. 

Each  of  the  PEA  offices  previously  described  participates 
in  the  processes  through  which  decisions  are  made  in  PEA. 
These  processes  are  described  below  becaxise  a  major  purpose 
of  this  Plan  Is  to  heighten  consumer  awareness  of  the  sys¬ 
tem  so  that  consumers  will  be  able  to  provide  comments 
at  the  appropriate  levels  of  decision-making. 

Processes  Through  Which  PEA  Decisions  Are  Made 

A.  ISSUE  RESOLUTION 

The  PEA  decision-making  process  is  a  standard  operating 
mechanism  within  the  agency.  When  an  issue  is  Identified 
which  necessitates  a  high  level  policy  decision,  an  issue  paper 
is  written  by  the  originating  office  and  circulated  to  all  As¬ 
sistant  Administrators  for  evaluation  by  the  Policy  Issues 
Coordinator  (who  reports  to  the  Deputy  Assistant  Adminis¬ 
trator  for  Policy  within  the  Office  of  Policy  and  Analysis) . 
Comments  and  recommendations  are  prepared  by  each  As¬ 
sistant  Administrator  and  Office  Director  who  has  an  interest 
in  the  policy  issue.  These  comments  and  recommendations 
are  returned  to  the  originating  office  via  the  Policy  Issues 
Coordinator  where  all  comments  are  reviewed  and  appro¬ 
priately  incorporated  into  the  paper.  As  a  result  of  the  proc¬ 
ess  to  this  point,  the  issue  has  been  clarified  and  the  various 
options  for  implementation  and  their  Impacts  have  been  an- 
al^d.  The  issue  is  then  forwarded  to  the  Deputy  Adminis¬ 
trator  for  review  and  an  issues  review  meeting  is  convened 
to  discuss  the  issue.  This  group,  composed  of  all  Assistant 
Administrators  and  Office  Directors,  including  the  Director 
of  the  Office  of  Consumer  Affairs/Special  Impact,  recom¬ 
mends  to  the  Administrator  a  specific  course  of  action.  If  a 
consensus  is  not  reached  by  this  group,  the  issue  paper  is 
forwarded  to  the  Administrator  with  each  office’s  recom¬ 
mendation  noted. 

The  Administrator  makes  the  final  decision  on  tilfi  issue, 
and  authorizes  the  appropriate  office  to  begin  implementa¬ 
tion.  The  system  which  has  been  described  is  used  not  only 
for  policy  proposals,  but  a^  for  regulation  development,  pro¬ 
gram  implementation  ana  initiation  of  all  actions  directed 
by  the  President.  In  the  past,  policy  proposals,  regulations 
and  program  plans  have  come,  to  a  large  extent,  from  four 
main  sources — ^FEA  offices.  Congress,  the  public  and  the 
President. 

B.  PROGRAM  DEVELOPMENT 

The  Program  Development  Process  is  utilized  to  resolve 
issues  concerning  the  location  and  execution  of  a  major 
FEA  program  which  would  be  newly  included  In  FEA  oper¬ 
ating  plans;  would  involve  significant  change  from  existing 
program  direction  or  pricalties;  or  would  require  appropri¬ 
ation  of  available  resources  or  distribution  of  resources  cur¬ 
rently  available.  The  Action  Assistant  Administrator  (AA), 
the  General  Counsel  (OGC)  or  a  member  of  the  Executive 
Staff  prepares  a  memo  which  is  forwarded  to  the  Office  of 
Management  and  Administration  (M&A)  outlining  the  vari¬ 
ous  aspects  of  the  program  proposal.  The  Process  Manager 
for  M&A  forwards  the  proposal  to  the  Office  of  Policy  and 
Analysis  (P&A)  and  prepares  a  program  and  resource  man¬ 
agement  evaluation.  P&A  conducts  required  impact  assess¬ 
ments  and  reviews  the  proposal  for  consistency  with  FEA  and 
Energy  Resources  Council  (ERC)  policy.  These  comments  are 
appended  to  the  proposal  and  incorporated  into  all  future 
program  recommendations.  M&A  forwards  the  proposal  with 
M&A  and  P&A  comments  to  OGC,  relevant  Assistant  Admin¬ 
istrators,  major  Office  Directors  and  R^ional  Administra¬ 
tors  for  review  and  comment.  Upon  receipt  of  their  com¬ 
ments,  the  Process  Manager  meets  with  the  initiating  AA 
to  develop  a  final  recommendation  for  the  Deputy  Adminis¬ 
trator  and  the  Administrator.  After  a  program  is  approved 
by  the  Administrator,  the  Deputy  Administrator  advises  the 
Process  Manager  who  will  advise  the  action  AA  of  the  ap¬ 
proval  and  initiates  the  administrative  follow-up  actions 
which  include  integration  into  agency  operating  programs. 
The  Action  AA  takes  the  necessary  operational  implementa¬ 
tion  steps  approved  in  the  prc^am  document. 


IV.  Agency  Plan 

INTRODUCTION 

The  Federal  Energy  Administration  was  established  dur¬ 
ing  a  crisis  resulting  from  the  sudden  energy  shortage  cre¬ 
ated  by  the  Oil  Embargo  of  1973.  Its  functicms  were  primarily 
regulatory  in  that  the  agency  was  mandated  to  allocate  avail¬ 
able  petiroleum  products  to  consumers  at  equitable  prices. 
During  the  first  year  of  the  agency’s  existence,  an  analytical 
and  data  gathering  arm  was  established  to  assist  the  Presi¬ 
dent  in  developing  a  national  energy  policy  as  required  by 
the  Federal  Energy  Administration  Act  (FEAA)  of  1974. 
'Therefore,  the  FEA  is  in  the  position  of  acting  as  both  a  regu¬ 
latory  and  policy  formulating  agency.  Additional  programs 
grew  out  of  the  energy  policy  articulated  by  the  President. 
In  addition,  the  agency  is  often  required  to  respond  on 
short  notice  to  requests  for  energy  analysis  from  both  Con¬ 
gress  and  the  Administration. 

As  the  crisis  atmosphere  subsided  and  as  agency  officials 
became  sensitized  to  the  need  for  public  awareness  of  agency 
policies  and  goals,  the  mechanisms  for  involving  consumers 
were  used  more  frequently.  The  development  of  this  plan  for 
consumer  representation  provides  the  basis  for  and  a  com¬ 
mitment  to,  more  ccHnplete  involvement  of  consumers  in  the 
agency’s  activities.  Consumer  participation  techniques  have 
always  been  used  in  the  agency’s  regulatory  process  to  the 
extent  required  by  law,  and  consumer  and  public  interest 
groups  have  in  fact  participated  in  the  rulemaking  and 
other  activities  by  which  FEA  regulatory  policies  are  effectu¬ 
ated.  Those  offices  which  are  responsible  for  the  develop¬ 
ment  and  Implementation  of  programs  have,  to  some  extent, 
used  one  or  more  of  the  consumer  participation  techniques 
listed  in  this  Plan. 

It  is  the  Agency’s  Intention  to  maximize  advance  con¬ 
sumer  involvement  in  the  development  of  programs  and  poli¬ 
cies  covered  by  this  Plan.  In  those  instances  in  the  past 
where  the  Agency  has  failed  to  provide  specific  impact  in¬ 
formation,  it  has  been  due  to  the  fact  that  FEA  initially  used 
supply,  demand  and  consumption  data  compiled  by  other 
agencies  and  by  Industry.  Those  data  were  not  compiled  in 
a  format  which  allowed  detailed  specific  impact  evalua¬ 
tion.  FEA  has  now  developed  its  own  data  base  and  is  filling 
Identified  data  gaps.  We  will  continue  to  refine  our  data 
system  to  provide  more  specific  Impact  information. 

This  Plan  also  creates  a  responsibility  on  the  part  of  vari¬ 
ous  offices  within  the  Agency  to  provide  Information  to  con¬ 
sumers,  and  places  principal  responsibility  for  implementa¬ 
tion  upon  individual  program  offices,  thereby  increasing  the 
Agency’s  accountability  for  its  actions. 

A.  FEA  MECHANISMS  FOR  OBTAINING  CONSUMER  OPINION 

On  August  15, 1976,  the  Administrator  will  issue  Guidelines 
for  all  FEA  Assistant  Administrators  and  Office  Directors  to 
follow  in  obtaining  consumer  participation  in  major  FEA 
program  and  policy  development.  The  Guidelines  will  in¬ 
clude  provisions  for  implementing  the  following  improved 
procedures  for  consumer  participation. 

1.  Advisory  Committee.  There  are  currently  13  FEIA  Advi¬ 
sory  Committees  in  addition  to  the  Consiuner  Aff airs /Special 
Impact  (CA/SI)  Advisory  Committee.  Each  of  these  has  from 
1  to  3  consumer  representatives,  except  the  CA/SI  Advisory 
Committee  where  the  majority  of  the  members  represent 
various  consumer  sub-groups.  FEA  has  begun  to  reexamine 
the  composition  of  all  Advisory  Committees  to  ensure  ade¬ 
quate  consumer  repr^entation.  As  a  result  of  this  investiga¬ 
tion  the  following  policies  will  be  implemented  for  which 
specific  procedures  will  be  outlined  in  the  Guidelines: 

(a)  Each  FEA  Advisory  Committee  will  be  composed  of  10 
percent  consumer  representatives  where  practicable.  Con¬ 
sumer  representatives  will  be  defined  as  individuals  with  the 
expertise  and  experience  to  represent  the  consumer  point 
of  view. 

(b)  The  CA/SI  Advisory  Committee  will  be  structured  to 
provide  balanced  representation  of  consumer  and  special 
impact  groups  as  well  as  diverse  regional  and  income  groups. 

(c)  Mechanisms  for  seeking  nominations  for  consumer  rep¬ 
resentatives  on  FEA  Advisory  Committees  will  be  expanded. 
When  vacancies  occur,  FEA  will  solicit  nominations  through 
news  releases,  FEA  publications,  consumer  organizations’ 
newsletters  and  notices  in  the  Consumer  Register.  The  CA/SI 
office  will  maintain  a  list  of  interested  persons  and  organiza¬ 
tions  and  will  contact  them  to  request  names  of  prospective 
appointees. 
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(d)  FEA  will  increase  communication  and  coordination  be¬ 
tween  consumer  representatives  on  PEA  Advisory  Committees 
by  providing  information  on  activities  and  actions  of  the  CA/ 

SI  Advisory  Committee. 

(e)  Following  each  Advisory  Committee  meeting  the  ap¬ 
propriate  program  office  will  prepare  a  summary  for  the 
Administrator.  PEA  will  reply  to  requests  for  Information  " 
which  have  been  made  by  the  Committee.  Commitments 
made  by  PEA  officials  to  provide  information  or  other  related 
assistance  will  be  reported  to  the  Administrator  and  fol¬ 
lowed  up  in  subsequent  Committee  meetings. 

(f)  Meetings  will  be  announced  at  least  15  days  in  advance, 
except  in  cases  of  emergency  or  where  an  Advisory  Committee 
meets  on  a  monthly  schedule.  Mechanisms  to  notify  citizens 
of  upcoming  meetings  will  be  expanded  to  include  the  Con¬ 
sumer  Register,  consumer  publications  and  local  newspapers 
through  distribution  in  energy  columns. 

(g)  Notices  for  meetings  will  clearly  specify  the  agenda. 
Members  may  be  consulted  to  determine  items  that  they 
wish  to  have  on  the  agenda  so  that  the  published  agenda 
accurately  reflects  topics  to  be  discussed. 

(h)  Efforts  will  be  made  to  schedule  meeting  in  cities 
other  than  Washington  so  that  the  members  of  the  pUblic  in 
areas  outside  Washington  will  have  an  opportunity  to  attend 
and  present  public  statements. 

(i)  Transcripts  of  all  FEA  Advisory  Committee  meetings 
are  available  under  the  Freedom  of  Information  Act,  the 
Advisory  Committee  Act  and  the  FEA.  They  may  be  ob¬ 
tained  upon  request  from  the  FEA  Advisory  Committee 
Management  Office. 

(j)  In  regular  meetings  with  Advisory  Committees,  the 
Administrator  or  his  representative  will  outline  pending 
policy  issues  so  that  the  Committee  will  have  an  opportunity 
to  analyze  the  issues  fully  and  develop  substantive  comments. 

2.  Consumer  Correspondence  and  Complaints.  FEA’s  ena¬ 
bling  legislation  does  not  confer  upon  the  agency  the  juris¬ 
diction  to  solve  most  energy-related  consumer  problems.  For 
this  reason,  most  complaints  are  referred  to  a  Federal,  State 
or  local  governmental  or  private  organization  that  is  capable 
of  offering  assistance.  Nevertheless,  the  volume  of  complaints 
and  consumer  correspondence  received  by  the  agency  is  great, 
and  it  contains  a  large  amount  of  information.  This  informa¬ 
tion,  if  catalogued  and  analyzed,  could  be  of  significant  value 
in  the  policy  formulation  and  implementation  process.  To  fa¬ 
cilitate  this,  the  Office  of  Consumer  Affairs/Special  Impact 
will  implement  a  computerized  consumer  complaint/corre¬ 
spondence  processing  system.  In  addition  to  collecting,  storing 
and  providing  data  on  correspondence  received  by  the  various 
offices  within  the  Federal  Energy  Administration,  including 
the  Office  of  Communications  and  Public  Affairs,  the  system 
will  be  designed  to  remedy  the  defects  which  currently  exist 
in  FEA’s  correspondence  and  complaint  handling  procedures 
as  pointed  out  by  the  TARP  Study,*  as  those  defects  relate  to 
policy  formation. 

First,  all  correspondence  and  complaint  data  will  be  located 
at  one  point,  for  easy  reference.  Receipt  of  correspondence 
will  be  acknowledged  and  responses  will  be  personalized.  Data 
on  the  correspondence  will  be  maintained  which  will  include 
the  type  of  complaint,  region,  State  and  discernible  socio¬ 
economic  characteristics  of  the  complainant.  In  addition,  in¬ 
formation  wiU  be  included  in  the  FEA  response  to  indicate 
when  a  referral  was  necessary  and  where  such  referral  has 
been  made.  By  arranging  this  information  in  various  combi¬ 
nations,  data  emerge  which  will  be  helpful  in  providing  sup¬ 
port  for  policy  formulation  which  accurately  reflects  the 
interests  and  concerns  of  consumers  expressed  in  their  cor- 
resr>ondence.  For  example,  if  correspondence  data  reveals  that 
a  current  policy  or  regulation  is  having  an  undesirable  effect 
on  a  specific  part  of  the  population,  such  as  the  elderly,  this 
information  can  be  used  to  support  a  recommendation  to 
change  that  policy  or  regulation. 

Second,  this  system  will  produce  siunmary  sheets  on  a 
monthly  basis  which  will  be  circulated  to  all  program  offices. 
The  sheets  will  provide  those  offices  with  an  accurate  profile 
of  the  types  of  complaint  by  region.  State  and  socio-economic 
characteristics  of  both  the  correspondence  which  has  been  re- 


^In  1976  the  Office  of  Consumer  Affairs  of  the  Department  of 
Health,  Education  and  Welfare,  contracted  with  Technical  Assist¬ 
ance  Research  Programs  (TARP)  to  determine  the  feasibility  of 
improving  the  handling  of  consumer  complaints.  The  resulting  study 
described  and  evaluated  the  FEA  Consumer  complaint-handling  sys¬ 
tem. 


ceived  during  the  month  and  a  summary  of  all  correspondence 
received  prior  to  that  date.  If  more  detailed  information  is 
desired  by  any  office,  a  request  can  be  made  and  the  appro¬ 
priate  data  will  be  provided. 

It  is  anticipated  that,  along  with  the  institution  of  the 
computer  system,  a  correspondence  unit  will  be  added  to  the 
Office  of  Consumer  Affairs/Special  Impact,  enabling  that  of¬ 
fice  and  therefore  FEA,  to  more  effectively  and  rapidly  deal 
with  consumer  correspondence  by  giving  it  the  capability 
to  refer  complaints  and  problems  to  other  governmental 
agencies  which  have  the  ability  and  authority  to  solve  the 
complaints.  This  unit  will  aggressively  follow  referrals,  by 
using  the  system  to  maintain  referral  information,  and  to 
ensure  that  the  referral  agency  is  helpful  to  the  consumer. 

In  the  future,  the  system  will  be  capable  of  storing  and 
producing  correspondence  information  not  only  from  energy- 
related  consumer  correspondence  received  by  FEA,  but  also 
those  complaints  receiv^  by  State  and  local  energy  offices 
when  that  information  is  forwarded  to  FEA  by  toe  agencies 
on  a  voluntary  basis.  This  will  yield  an  even  greater  data 
base  for  use  in  toe  formulation  of  Federal  energy  policy.  By 
October  1,  1977,  FEA  will  evaluate  the  usefulness  of  toe  sys¬ 
tem  to  see  if  It  significanly  improves  the  decision-making 
process  as  it  delates  to  consumers  and  to  determine  if  it  should 
be  continued. 

3.  Consumer  or  Citizen  Conferences.  The  Office  of  Consumer 
Affairs/Special  Impact  has  found  consumer/ citizen  confer¬ 
ences  to  be  extremely  useful  in  obtaining  citizen  opinions  and 
ideas  for  ‘use  in  policy  formulation.  This  mechanism  will  be 
used  more  frequently  by  other  FEA  offices  in  toe  future. 

Since  consumer/citizen  conferences  can  be  used  for  general 
and  informational  purposes  as  well  as  specific  program  plan¬ 
ning  circumstances,  each  program  office  will  either  conduct 
some  form  of  consumer/ citizen  conference  or  make  arrange¬ 
ments  to  participate  in  relevant  citizen  conferences  arranged 
by  other  offices,  agencies,  or  private  organizations.  When 
planning  conferences,  efforts  shall  be  made  to  present  a  bal¬ 
anced  point  of  view  and  to  invite  diverse  citizen  groups. 

The  regional  CA/SI  Officers  are  now  coordinating  with 
State  energy  offices  and  other  groups  in  toe  planning  of 
state-level  consumer  energy  workshops  in  order  to  provide 
a  forum  for  the  exchange  of  ideas  and  information  and  to 
obtain  opinions  on  FEA  policies  and  programs  from  all  inter¬ 
ested  consiuner  ^oups  and  citizens.  In  scheduling  these  work¬ 
shops,  efforts  will  be  made  to  hold  toe  meetings  in  locations 
and  at  times  which  are  convenient  for  a  broad  section  of  toe 
public  to  attend.  The  meetings  will  be  open  to  the  public; 
however,  special  mailings  will  be  used  to  notify  consumers 
and  special  impact  groups. 

The  appropriate  FT!A  official,  program  or  regional  office 
will  provide  feedback  to  citizens  on  their  recommendations. 

4.  Liaison  with  Consumer  Groups.  FEA  will  maintain  regu¬ 
lar  contacts  with  consumer  groups  at  both  toe  national  and 
regional  levels.  i 

Each  FEA  program  office  will  improve  utilization  of  this 
technique  by  developing  standing  arrangements  that  provide 
to  toe  maximum  extent  practicable  for  appropriate  consulta¬ 
tion  and  exchange  of  views  with  interested  E>ersons  and  con¬ 
sumer  organizations  on  the  development  or  revision  of  major 
policies  or  programs  prior  to  decision-making.  Such  arrange¬ 
ments  will  include  either  maintaining  a  list  of  all  persons 
interested  in  participating  in  the  decision-making  process  and 
contacting  interested  persons  and  organizations  before  issues 
are  resolved,  or  advising  the  CA/SI  office  that  FEA  would 
like  to  solicit  consumer  opinion.  The  CA/SI  Office  will  arrange 
for  appropriate  meetings.  In  addition,  each  FEA  office  will 
regularize  this  contact  with  consumer  groups  by  periodically 
scheduling  meetings  as  appropriate  to  permit  consumers  to 
present  their  views  on  major  program  or  policy  actions.  The 
offices  will  provide  appropriate  program,  policy  or  technical 
information  for  such  meetings  to  interested  individuals.  The 
FEA  will  continue  to  provide  to  the  public,  in  connection  with 
promulgation  of  final  regulations,  toe  rationale  for  such  de¬ 
cisions.  The  CA/SI  office  will  serve  as  the  focal  point  for 
coordinating  this  exchange  of  views. 

The  regional  CA/SI  Officers  will  be  responsible  for  for¬ 
warding  to  CA/SI  information  from  their  region  on  consumer 
views  and  energy  problems.  They  will  accomplish  this- through 
regular  consultation  with  State  Energy  Offices  and  consum¬ 
ers.  Each  CA/SI  Officer  will  hold  monthly  meetings  with 
citizens  and  citizen  organizations  to  hear  their  views  on 
FEA  policies  and  programs  and  provide  information  on  FEA 
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activities.  In  addition,  citizens  will  be  invited  regularly  to 
discuss  their  concerns  relating  to  energy  issues. 

5.  Public  Hearings.  Public  hearings  are  held  whenever  they 
are  required  by  the  PEA  Act,  other  laws,  or  when  the  public 
interest  would  be  served.  The  typical  problem  Inherent  in 
these  proceedings  is  providing  adequate  public  notice.  One 
me^od  of  overcoming  this  problem,  as  described  in  the  pre¬ 
vious  section  on  Liaison  with  Consumer  Groups,  is  to  actively 
solicit  consumer  opinion  through  mass  mailings  to  groups 
with  Interest  in  a  particular  issue.  However,  this  procedure 
alone  is  inadequate.  PEA  will  provide  the  maximum  possible 
notice  of  public  hearings  in  the  Pederal  Register  and  the 
Consumer  Register,  and  will  prepare  press  releases  for  na¬ 
tional  and  local  press  and  periodicals  in  a  form  suitable  for 
news  articles.  Straightforward  language  will  be  used  in  the 
text  of  the  Notice.  When  the  information  is  particularly  tech¬ 
nical,  discussions  will  appear  at  the  beginning  of  the  Notice. 
When  possible,  hearings  will  be  held  outside  of  Washington 
and  the  ten  P^eral  regional  cities.  Since  equal  weight  is  giv¬ 
en  to  written  testimony  in  the  analysis  of  comments,  the 
Office  of  Communications  and  Public  Affairs,  the  CA/SI  Of¬ 
fice  and  the  regional  CA/SI  Officers  will  conduct  special 
mailings  of  Notices  to  ensure  that  interested  citizens  are  in¬ 
formed  of  proceedings. 

6.  Consumer  Impact  Evaluation.  For  any  major  proposal 
as  defined  in  the  PEA  Directive  for  Implementation  of  Exec¬ 
utive  Order  11821  ’  (which  requires  that  major  proposals  for 
legislation  and  for  the  promulgation  of  rules  and  regulations 
by  an  executive  branch  agency  be  accompanied  by  a  state¬ 
ment  certifying  that  the  inflationary  Impact  of  the  proposal 
has  been  evaluated),  the  Assistant  Administrator  or  Office 
Director  must  Indicate  that  where  such  a  major  proposal  has 


>  The  identification  of  major  proposals  is  discussed  in  Chapter  3 
of  the  Directive  on  the  Evaluation  of  the  Inflationary  Impact  of 
Major  Proposals  for  Legislation  and  for  Promulgation  of  Jtegu- 
lations  or  Rules.  “Proposals  for  the  promulgation  of  a  rule  or 
regulation  will  be  examined  pursuant  to  Chapter  2  [of  the  Direc¬ 
tive]  and  under  the  criteria  outlined  herein  If  such  a  proposal 
has  completed  consideration  under  FEA’s  internal  procedures  and 
represents  an  addition  to  or  modification  of  the  published  Federal 
Energy  Guidelines.  In  accordance  with  the  Intent  of  paragraph  4a 
of  OMB  Circular  A-107,  a  proposal  for  legislation  or  the  promulga¬ 
tion  of  a  rule  or  regulation  is  a  major  proposal  if  its  implementation 
is  reasonably  expected,  within  two  years  of  its  adoption  unless  a 
superseding  time  period  is  provided,  to  cause  as  a  primary  or  direct 
effect: 

a.  An  increase  in  consumer  costs.  Any  proposal  which  would  pro¬ 
duce  increased  costs  of  energy  supplied  to  consumers  in  the  United 
States  exceeding  $100  million  in  the  first  year  is  a  major  proposal. 

The  criterion  specified  in  paragraph  6a  will  constitute  the  primary 
factor  in  determining  whether  a  proposal  Is  major.  However,  the 
criteria  outlined  below  may  also  be  taken  Into  account  where 
appropriate : 

b.  Other  costs.  Any  proposal  likely  to  produce  Increased  costs  ex¬ 
ceeding  $50  million  in  any  one  year  or  $75  million  In  any  two  year 
period  for  any  industry  (4  digit  SIC  code),  or  State  or  local  gov¬ 
ernment  is  a  major  proposal; 

c.  Effect  on  competition.  Any  proposal  likely  to  substantially  les¬ 
sen  competition,  limit  market  entry,  restrain  market  information. 
Increase  concentration,  or  tend  to  create  a  monopoly  or  monopolis¬ 
tic  market  power  in  any  line  of  commerce  where  commerce  in  the 
relevant  market  exceers  $100  million  per  year  Is  a  major  proposal; 

4.  Reductions  in  supply  of  important  materials.  Any  proposal 
which  would  reduce  the  supply  of  important  materials,  products,  or 
services  (e.g.,  farming,  automobiles,  steel,  construction,  petro¬ 
chemicals)  by  more  than  three  percent  will  be  considered  a  major 
proposal : 

e.  Employment.  Any  proposal  likely  to  result  In  a  decrease  of  em¬ 
ployment  in  any  year  of  0.2  percent  (170,000  workers)  on  a  national 
level,  or  of  10,000  workers  in  a  single  economic  sector.  Industry  (4 
digit  SIC  code)  or  a  State  or  a  local  government  is  a  major  proposal; 

f.  Effect  on  productivity.  Any  proposal  likely  to  result  In  cost  Im¬ 
pacts  of  the  magnitude  referred  to  in  paragraph  6a  through  a  reduc¬ 
tion  or  restriction  of  Industry  output  capacity  or  capital  Invest¬ 
ment,  an  increase  in  labor  man  hours  per  unit  of  output,  or  a  re¬ 
duction  or  restriction  In  adaptation  of  new  techniques,  equipment, 
processes,  or  skills  is  a  major  proposal. 

g.  Other.  Any  other  proposal  determined  in  the  sole  discretion 
of  the  Administrator  to  have  have  an  effect  comparable  to  the  ef¬ 
fects  just  described  and  so  designated  by  the  FEA  Administrator 
will  be  ocmsldered  a  major  proposal. 
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been  evaluated,  the  evaluation  includes  a  section  on  con¬ 
sumer  impact  which  contains: 

(a)  An  analysis  at  the  principal  cost  or  direct  price  effects 
of  the  action  on  markets,  consumers,  businesses,  regions  of 
the  country,  and  where  feasible,  an  analysis  of  secondary 
cost  and  price  effects.  These  analyses  should  have  as  much 
quantitative  data  and  precision  as  practicable  and  should 
cover  a  time  period  sufficient  to  determine  economic  and 
inflationary  impacts. 

(b)  An  indication  of  the  benefits  to  be  derived  from  the 
proposed  action.  These  benefits  should  be  quantified  to  the 
extent  practicable. 

(c)  A  review  of  alternatives  to  the  proposed  action. 

The  CA/SI  office  will  participate  in  the  analytical  review 
of  all  draft  inflationary  impact  evaluations  prepared  by  the 
Office  of  Economic  Impact  Analysis. 

Where  a  major  proposal  is  evaluated  in  accordance  with 
Chapter  37  of  The  Directive  on  the  Evaluation  of  the  Infla¬ 
tionary  Impact  of  Major  Proposals  for  Legislation  and  for 
Promulgation  of  Regulations  or  Rules,  the  summary  of  that 
statement  will  be  prepared  and  sent  to  the  Public  Docu¬ 
ment  Room  of  PEA,  12th  &  PA  Avenue,  NW.,  Room  3116, 
Washington,  D.C.  20461,  for  public  inspection  in  accordance 
with  that  Directive.  At  the  same  time  a  copy  of  the  summary 
paper  will  be  forwarded  to  the  Office  of  Consumer  Affairs/ 
Special  Impact  for  dissemination  to  the  public. 

As  required  by  that  Directive,  if  a  proposal  does  not  rea¬ 
sonably  appear  to  be  a  major  proposal  as  described  in  para¬ 
graph  6  of  the  Directive,  the  transmittal  letter  for  legisla¬ 
tion  or  the  notice  for  proposed  rules  or  regulations  presented 
to  the  Federal  Register  for  publication  will  include  a  state¬ 
ment  that  the  proposal  has  been  reviewed  in  accordance 
with  the  Directive  and  has  been  determined  not  to  require 
an  evaluation  of  Its  inflationary  impact  as  provided  for 
therein.  Included  in  such  notice  will  be  an  explanation  of 
why  the  proposal  appears  to  be  non-major.  This  explanaticui 
will  be  summarized  subsequent  to  publication  of  the  notice 
and  also  will  be  forwarded  to  the  FEA  Public  Document 
Room  and  to  the  Office  of  Consumer  Affairs/Special  Impact 
for  dissemination  to  the  public. 

.  7.  Marketing  Surveys  and  Consumer  Behavior  Research. 
In  order  to  plan,  Implement,  evaluate  and  improve  its  pro¬ 
grams  and  policies,  it  is  necessary  for  FEA  to  determine  in 
the  most  systematic  and  scientific  way  possible,  how  govern¬ 
ment  policies  and  programs,  in  conjunction  with  ener^ 
scarcities,  higher  prices,  regulations,  and  laws  affect  Ameri¬ 
can  consumers’  attitudes,  beliefs,  and  preferences,  and  actual 
energy  consumption  patterns.  To  do  this,  large  surveys  drawn 
in  such  a  way  to  be  representative  of  the  entire  population 
have  been  conducted  by  FEA  over  the  past  two  years  and 
will  be  conducted  in  the  coming  year.  To  complement  these 
surveys,  focused  group  discussions  of  representative  con¬ 
sumers  in  various  cities  have  and  will  be  conducted  to  help 
government  officials  understand  the  underlying  beliefs  and 
motivations  of  consumers  regarding  energy  problems  and 
their  own  energy  using  behavior.  The  Office  of  CJonsumer 
Affairs/Special  Impact  has  an  oversight  role  with  respect 
to  these  surveys. 

B.  INFORMATION  FEA  WILL  PROVIDE  TO  ENHANCE  CONSUMER 
PARTICIPATION  IN  THE  DECISION-MAKING  PROCESS 

1.  Consumer  Education.  FEA  will  make  every  effort  to 
translate  highly  technical  Information  Into  a  form  that  is 
relevant  to  and  understandable  by  the  general  public. 

Special  efforts  will  be  made  through  consumer  confer¬ 
ences,  Advisory  Committees,  liaison  with  consumer  groups 
and  agency  communications  to  Inform  citizens  of  the  basic 
energy  Issues,  the  options  that  are  available  to  resolve  these 
Issues  and  the  implications  of  implementing  a  particular 
option. 

2.  Increased  Availability  of  Documents  and  Materials  Con¬ 
taining  Consumer  Impact  Evaluations.  Subsection  7(i)  para¬ 
graph  (E),  of  the  Federal  Energy  Administration  Act  of 
1974  states  that  all  internal  rules  and  guidelines  related  to 
the  development  of  a  rule,  regulation  or  order  should  be 
publicly  available,  with  adequate  provisions  for  ensuring 
confidentiality.  However,  the  public  is  generally  not  aware 
of  the  tsTJes  of  useful  information  which  have  been  de¬ 
veloped  by  FEA  and  are  available  upon  request.  Part  202  of 
the  Federal  Energy  Guidelines  sets  forth  hi  detail  the  pro¬ 
cedures  for  handling  requests  for  hiformatlon.  An  awareness 
of  a  document’s  existence,  however,  does  not  guaranty  that 
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a  citizen  knows  how  to  request  a  document.  Therefore,  the 
Guidelines  promulgated  by  the  Administrator  will  contain 
provisions  to  ensure  that  the  availability  of  informational 
materials  is  adequately  publicfeed  and  that  accessibility  is 
increased.  In  addition,  FEA  will  provide  policy,  program  and 
technical  information  at  the  earliest  practicable  time  and 
at  places  easily  accessible  to  interested  persons  and  organi¬ 
zations  so  they  can  make  informed  and  constructive  contri¬ 
butions  to  agency  decisions.  Public  reading  rooms  at  the 
National  and  Regional  offices  will  have  information  on  file. 
Citizens  who  are  unable  to  travel  to  these  locations  may 
forward  requests  for  information  to  the  FEA  Office  of 
Communications  and  Public  Affairs  or  to  the  National  Energy 
Information  Center,  12th  &  Pennsylvania  Ave.,  NW.,  Room 
1412,  Washington,  D.C.  20461.  FEA  will  publicize  the  avail¬ 
ability  of  this  information  through  comumer  newsletters, 
special  mailings  to  consumer  organizations,  press  releases 
and  speeches  by  FEA  officials. 

3  Staff  Development  of  Consumer  Information  ana 
Analytical  Materials.  Generally,  consumer  inforniation  and 
analytical  materials  have  not  been  developed  specifically  for 
distribution  to  consumers  during  the  early  stag^  of  policy 
and  program  formulation.  For  the  most  part  this  has  been 
due  to  those  factors  outlined  in  the  Preamble  which  have 
limited  the  agency’s  ability  to  widelj^  publicize  proposed 
policies  and  programs.  u 

However,  PEA  will  Improve  utilization  of  this  technique  by 
requiring  that  policy,  program  or  technical  information  be 
made  available  to  interested  or  affected  persons  or  organiza¬ 
tions  at  the  earliest  practicable  time,  at  places  easily  acces¬ 
sible,  and  that  consumers  are  informed  about  the  availability 
of  such  material  so  they  can  make  informed  and  constructive 
contributions  to  agency  decisions.  PEA  will  provide  feedback 
to  consumers  on  their  recommendations  and  suggestions.  The 
Guidelines  for  implementation  of  the  Plan  wall  set  forth 
specific  criteria  for  the  development  and  disssemination  of 
policy  and  program  information. 

4.  Speeches  by  Key  Decision-Makers.  FEA  will  expand  this 
function.  The  Guidelines  will  outline  procedures  for  key 
officials  to  follow  to  publicize  FEA’s  effort  to  improve  con¬ 
sumer  participation  in  the  FEA  decision-making  proce^  by 
publicly  explaining  the  process  and  soliciting  consumer  views. 

5.  External  Liaison.  Currently,  the  FEA  Office  of  Com¬ 
munications  and  Public  Affairs  provides  news  releases  on 
major  policy  decisions,  speeches  by  key  officials,  and  notices 
of  meetings  and  other  agency  activities  to  interested  press 
officials  via  routine  mailings.  Consumer  groups  and  other 
interested  individuals  can  be  added  to  the  mailing  lists  upon 
request,  but  they  are  generally  not  aware  that  this  service 
exists.  The  Office  of  Consumer  Affairs  will  submit  its  mailing 
list  to  the  Office  of  Communications  and  Public  Affairs  for 
Inclusion  in  regffiar  distribution  lists. 

A  special  newsletter,  the  Enerfiry  Reporter,  provides  infor¬ 
mation  on  FEA  policies  to  consumers  and  commimity  leaders 
in  nontechnical  language.  Often  ideas  fw:  articles  submitted 
by  recipients  are  followed-up  in  order  to  provide  a  publica¬ 
tion  which  is  responsive  to  consumers. 

Speeches  and  news  releases  will  outline  opportunities  for 
consumers  to  make  their  view's  known  to  FEA  and  will  pro¬ 
vide  feedback  to  citizens  on  whether  their  suggestions  have 
b^n  adopted.  The  Guidelines  promulgated  by  the  Adminis¬ 
trator  wall  include  provisions  to  ensure  that  media  com¬ 
munication  techniques  are  utilized  to  both  publicize 
opportunities  for  consumer  input  and  provide  feedback  on 
agency  decisions. 

Both  the  Office  of  Consumer  Affairs  and  the  Office  of  Pub¬ 
lic  Affairs  maintain  mailing  lists  of  pubjic  interest  groups 
which  are  categorized  according  to  the  areas  of  specific 
interest  or  expertise.  The  mailing  list  maintained  by  the 
Office  of  Public  Affairs  is  the  mailing  list  for  the  Energy 
Reporter.  This  system  has  the  capability  to  list  public 
interest  groups  by  category  of  interest,  region  or  state. 
Currently  the  circulation  of  the  Energy  Reporter  is  limited 
to  30,000.  However,  consumer  interest  in  the  publication  has 
steadily  increased  and  PEA  is  investigating  the  possibility  of 
expanding  tiie  circulation  of  this  publication.  In  addition,  the 
Office  of  Consumer  Affairs/Special  Impact  maintains  a  cate¬ 
gorized  list  of  public  interest  groups  and  interested  citizens. 
This  list  is  not  computerized.  However,  the  computer  system 
for  the  Energy  Reporter  mailing  list  has  the  capacity  for 
additional  sub-systems  of  data.  Therefore,  CA/SI  will  com¬ 


puterize  its  existing  mailing  list  by  adding  a  special  sub¬ 
system  to  the  Energy  Reporter  computer  system.  This  is 
intended  to  provide  a  flexible  and  accessible  mailing  list  for 
disseminating  infoimation  to  interested  groups  and  soliciting 
input  for  public  hearings  and  informal  liaison  meetings  on 
specific  issues  and  policies. 

In  addition,  PEA  will  publish  regularly  lists  of  current  rule- 
makings  and  administrative  proceedings,  and  lists  of  new 
FEA  publications,  scheduled  hearings  and  workshops. 

6.  Consumer  Consultants.  Over  the  past  year  the  Federal 
Energy  Administration  has  contracted  with  public  interest 
groups  or  individuals  to  prepare  papers  or  special  studies. 
Two  studies  were  recently  completed  by  public  interest  groups 
through  contracts  with  the  Office  of  Consumer  Affairs/Special 
Impact.  One  of  the  studies  was  a  handbook  for  State  Energy 
Offices  for  dealing  with  consumer  energy  problems  and  the 
second  evaluated  and  analyzed  the  existing  data  on  the  ad¬ 
verse  impacts  of  energy  issues  and  actions  on  special  con¬ 
sumer  groups.  Other  studies  are  now  underway  through  con¬ 
tracts  with  public  interest  groups  to  identify  techniques  that 
consumers  can  use  to  influence  transportation  decisions 
within  their  community  and  on  various  conservation  strate¬ 
gies  for  citizens. 

In  addition,  FEA  Advisory  Committee  members  may  rec¬ 
ommend  to  the  Administrator  that  the  appropriate  FEA  pro¬ 
gram  office  undertake  studies  on  specific  issues.  FEA  will 
evaluate  such  recommendations  according  to  the  criteria  es¬ 
tablished  for  awarding  contracts.  If  the  proposed  study  is 
approved,  the  appropriate  program  office  may  initiate  the 
study  through  the  regular  procurement  process.  Where  an 
agency  determination  is  made  that  such  a  study  is  appro¬ 
priate,  the  technical  representative  for  the  study  must  be 
an  employee  of  the  federal  government.  Appropriate  consul¬ 
tation  with  the  Advisory  Committee  will  be  maintained 
throughout  this  process. 

7.  Responsibility  for  Implementation.  The  Director  of  the 
Office  of  Consumer  Affairs  will  be  responsible  for  coordi¬ 
nating  the  implementation  of  the  Plan  and  will  report 
directly  to  the  Administrator.  Each  program  office  and  Re¬ 
gional  Administrator  will  submit  individual  plans  to  the 
Director  of  the  CA/SI  office,  through  the  Office  of  Manage¬ 
ment  and  Administration,  for  implementation  of  the  Plan 
and  the  Guidelines. 

Each  program  office  will  designate  a  liaison  person  to  work 
with  the  CA/SI  office  to  implement  the  Plan.  In  each  regional 
office  the  CA/SI  Officers  will  serve  as  the  focal  point  for  im¬ 
plementation  of  the  Plan. 

V.  Schedule  of  Events 

Publication  of  Final  FEA  Consumer  Representation  Plan;  June 

1976. 

Computerized  CA/SI  consumer  mailing  list  will  be  operational; 

July  1976. 

Publication  of  Final  Guidelines  to  Implement  the  FEA  Consumer 

Representation  Plan;  August  1976. 

FuU  Implementation  of  POnal  Plan  and  Guidelines;  August  1976. 
Deadline  for  program  offices  to  submit  plans  for  implementation 

of  the  Plan  and  the  Guidelines;  August  1976. 

Implementation  of  Computerized  Complaint  Processing  System; 

October  1976  (Contingent  upon  Congressional  approval  of  FT 

76  funds). 

Appendix  A. — Analysis  of  Comments 

On  November  26,  1975,  the  Administrator  of  the  Federal  Energy 
Administration  published  a  proposed  Consumer  Representation 
Plan  which  outlined  specific  mechanisms  for  increasing  public  par¬ 
ticipation  in  the  PEA  decision-making  process  (40  Fed.  Reg.  55237) . 
Proposed  Guidelines  for  implementation  of  the  Plan  were  circiilated 
for  public  comment  in  January,  1976. 

The  Federal  Energy  Administration  participated  in  regional 
White  House  Conferences  on  Consumer  Representation  and  con¬ 
ducted  a  formal  hearing  in  Washington  on  February  25,  1976.  In 
addition,  several  meetings  were  held  with  representatives  of  con¬ 
sumer  and  citizen  groups  and  Administrator  Zarb  and  FEA  staff  in 
order  to  obtain  public  comment  on  the  Plan.  More  than  seventy  sets 
of  written  comments  as  well  as  a  number  of  verbal  comments  were 
received  and  reviewed.  The  Federal  Energy  Administration  has  care¬ 
fully  considered  all  comments  submitted.  All  written  comments 
are  on  file  with  the  agency.  Many  suggestions  have  been  adopted  or 
substantially  satisfied  by  editorial  changes  in,  deletion  from,  or  ad¬ 
ditions  to  the  Plan  or  Guidelines  for  implementing  the  Plan.  The 
principal  revisions  and  the  Agency’s  responses  to  the  major  com¬ 
ments  are  summarized  below. 
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general 

1.  Almost  all  consumers  and  consumer  groups  responding  said 
that  the  Plan  did  not  outline  specific  agency  actions  in  sufficient 
detail  or  did  not  commit  the  agency  to  specific  action.  Efforts  have 
been  made  throughout  the  Plan  to  state  in  greater  detail,  those 
actions  which  will  be  taken  to  encourage  consumer  participation, 
and  language  has  been  clarified  in  a  number  of  cases  where  com¬ 
ments  suggested  clarification  was  needed. 

2.  Several  comments  raised  questions  on  the  right  of  appeal 
when  citizen  views  have  not  been  adopted.  Review  procedures  are 
available  at  present  in  connection  with  FEA  regulatory  programs 
and  are  set  out  in  FEA  regulations. 

3.  Consumer  organizations  indicated  that  the  Plan  does  not  pro¬ 
vide  any  assurance  that  the  views  of  consumers  will  be  adopted 
The  purpose  of  the  Plan  is  to  ensure  that  all  citizens  have  the 
maximum  opportunity  to  present  their  views  to  decision-makers. 
Final  decisions  will  be  made  after  consideration  not  only  of  con¬ 
sumer  views — ^which  may  be  divergent  and  conflicting — but  also  of 
all  other  information  available  to  the  agency. 

4.  Many  comments  questioned  whether  the  agency  was  serious 
about  increasing  consumer  participation  because  it  did  not  pro¬ 
vide  funds  for  consumer  representation  or  participation  in  legal 
proceedings.  This  concept  implies  that  consumer  opinions  have  not 
been  sought  in  the  early  stages  of  decision-making  and  that  the 
consumer’s  only  recourse  are  the  courts.  Since  FEA  lacks  the 
legislative  authority  to  provide  grants  for  this  purpose  and  because 
it  requires  funds  other  than  those  budgeted  for  FY  ’76  and  ’77, 
this  recommendation  has  not  been  incorporated  in  the  Plan  for 
immediate  implementation.  However,  the  concept  is  being  investi¬ 
gated  for  possible  funding  and  implementation  at  a  later  date. 

6.  Some  consumer  groups  requested  a  cost/benefit  analysis  of 
the  Plan.  Data  are  not  cmrently  available  to  develop  such  a  quan¬ 
titative  analysis.  If  conceptually  possible,  a  cost/benefit  analysis 
will  be  conducted  in  July  1977,  one  year  after  the  Plan  is  opera¬ 
tional. 

6.  Representatives  of  consumer  organizations  and  the  Consumer 
Affairs/Special  Impact  Advisory  Committee  proposed  several  meas- 
xnes  for  improving  consumer  participation  in  the  PEA  decision¬ 
making  process.  ’Those  measures  included  establishing  a  legal  advo¬ 
cate,  that  is  an  FEA  Office  of  Public  Advocate  that  would  represent 
the  consumer  interest  before  PEA;  funding  consultants  to  provide 
technical  expertise  to  public  interest  organizations  and  the  CA/SI 
Advisory  Committee;  and  communicating  issues  to  the  Committee 
and  the  general  public  as  soon  as  possible.  FEA  does  not  believe 
that  these  mea.sures  can  be  Justified  at  this  time.  ’These  measures 
will  be  considered  in  the  future  if  the  Consumer  Representation 
Plan  proves  to  be  inadequate. 

7.  Several  comments  noted  that  the  Plan  focused  on  obtaining 
consumer  opinions  on  Issues  but  suggested  that  additional  empha¬ 
sis  be  given  to  providing  Information  to  the  public  on  pending  is¬ 
sues  and  decisions,  and  providing  feedback  to  consumer  organiza¬ 
tions  on  their  recommendations.  An  attempt  has  been  made  to 
incorporate  this  suggestion  throughout  the  Plan  to  ensure  that 
consumers  receive  Information  as  soon  as  an  issue  is  identified  and 
that  they  receive  feedback  on  their  recommendations.  One  specific 
example  is  that  the  Administrator;  in  his  regular  meetings  with  the 
CA/SI  Advisory  Committee,  will  summarize  the  major  Issues  that 
are  pending  before  PEA. 

8.  Several  consumer  representatives  noted  that  while  the  proposed 
Plan  stated  that  no  additional  funds  would  be  necessary  for  the 
implementation  of  the  Plan,  they  felt  that  additional  funds  were 
necessary  in  many  cases  to  ensure  effective  implementation  of  the 
Plan.  As  stated  in  the  proposed  Plan,  immediate  Implementation  of 
the  FEA  Plan  will  not  require  funds  other  than  those  outlined  in 
the  budgets  for  FY  ’76  and  ’77.  Where  additional  funding  is  being 
contemplated  for  future  fiscal  years,  this  is  noted  in  the  Plan. 

ADVISORY  COMMITTEES 

1.  One  consumer  organization  suggested  that  the  CA/SI  Advi¬ 
sory  Committee  be  disbanded  and  that  other  FEA  advisory  Com¬ 
mittees  be  restructured  to  include  *4  to  %  bona  fide  consumer 
representatives.  The  rationale  for  this  recommendation  was  that  by 
putting  the  majority  of  consumer  representatives  on  one  Advisory 
Committee  it  would  be  easy  for  FEA  to  Isolate  and  ignore  consu¬ 
mer  opinions.  In  considering  this  comment  it  was  determined  that 
the  CA/SI  Advisory  Committee  is  the  only  PEA  Advisory  Committee 
which  exclusively  represents  the  views  of  consumers  and  special 
impact  groups  and  therefore  should  not  be  disbanded.  However, 
Section  1  has  been  expanded  to  require,  where  practicable,  ten  per¬ 
cent  consumer  representatives  on  each  FEA  Advisory  Committee  in 
addition  to  other  categories  required.  These  representatives  will  be 
individuals  who  have  the  experience,  expertise  and  impartiality  to 
appropriately  represents  the  consumer  point  of  view. 


2.  As  a  result  of  suggestions  by  consumers,  provisions  have  been 
added  to  Section  1  to  clarify  policies  on  the  composition  of  the 
CA/SI  Advisory  Committee,  to  Increase  consumer  representation, 
to  outline  better  mechanisms  for  seeking  committee  nominations, 
to  increase  coordination  among  consumer  representatives  of  all 
FEA  Advisory  Committees  and  to  ensure  an  FEA  reply  to  com¬ 
mittee  requests  and  recommendations.  The  Guidelines  will  specify, 
in  greater  detail,  the  procedures  for  implementing  policies  for 
Advisory  Committees  outlined  in  the  Plan. 

Computer-Oriented  Consumer  Complaint /Correspondence  Sys¬ 
tem. 

1.  The  computer-oriented  complaint  processing  system  is  an  at¬ 
tempt  to  address  the  criticism  raised  in  the  TARP  study  that  FEA 
does  not  utilize  consumer  correspondence  for  policy  analysis  nor 
does  a  mechanism  exist  to  ensure  resolution  or  follow-up  of 
consumer  complaints. 

2.  The  language  of  Section  2  has  been  revised  to  clarify  that 
the  .socio-economic  data  which  are  stored  on  the  computer  system 
will  be  obtained  directly  from  correspondence,  and  the  public  will 
not  be  required  to  fill  out  additional  forms.  Language  has  been 
added  to  clarify  PEA’s  Intent  to  have  complaints  received  at  the 
regional,  State  and  local  level  forwarded  to  the  National  office 
for  storage  and  analysis  in  the  data  base.  It  should  be  noted  that 
it  was  never  Intended  that  the  CA/SI  office  would  process  or  re¬ 
spond  to  all  consumer  complaints.  Rather,  the  complaint  process¬ 
ing  system  will  be  implemented  by  the  CA/SI  office  in  conjunction 
with  the  mall  answering  functions  of  the  Office  of  Communica¬ 
tions  and  Public  Affairs  and  other  offices.  ’The  correspondence  unit 
contemplated  lor  the  CA/SI  office  will  be  responsible  for  follow¬ 
up  on  referrals  and  for  analysis  of  data  obtained  from  consumer 
correspondence. 

3.  Many  comments  criticized  the  Plan  for  buck-passing  in  that 
complaints  cannot  always  be  resolved  by  PEA.  The  fact  remains 
that  FEA  does  not  in  many  cases  have  legislative  authority  to  re¬ 
solve  individual  consumer  complaints.  It  is  anticipated  that  data 
obtained  from  the  system  will  substantiate  policy  proposals  for 
dealing  with  entire  classes  of  consumer  complaints. 

4.  Many  comments  suggested  that  the  data  collected  should  be 
available  to  the  public.  The  Plan  has  been  modified  to  clarify 
the  fact  that  aggregated  information  collected  will  be.  available 
to  the  public  as  provided  in  the  Freedom  of  Information  Act. 

CONSUMER/CmzEN  CONFERENCE 

1.  Numerous  comments  called  attention  to  the  fact  that  Sec¬ 
tion  3  does  not  clearly  specify  that  consumer  conferences  will  be 
coordinated  with  State  Energy  Offices  and  private  groups.  The 
language  has  been  modified  to  reflect  this  fact. 

2.  As  a  result  of  suggestions  by  citizens,  this  section  has  been  ex¬ 
panded  to  specify  that,  when  possible,  consumer  conferences  will 
be  held  in  cities  other  than  the  ten  Federal  regional  cities  and 
that  the  broadest  possible  cross-section  of  both  Individual  citi¬ 
zens  and  organizations  will  be  invited  to  attend. 

3.  One  comment  recommended  that  such  conferences  be  con¬ 
ducted  bi-annually  and  others  recommended  that  workshops  be 
conducted  in  Hawaii  during  the  off-season  and  in  Alaska  to  evalu¬ 
ate  socio-economic  impacts  of  energy  resource  development.  While 
these  suggestions  are  excellent,  such  activities  would  require 
resources  other  than  those  budgeted  for  FY  ’76  and  FY  ’77.  How¬ 
ever,  in  programming  funds  for  future  projects,  the  funding  of  such 
efforts  will  be  considered. 

LIAISON  WITH  CONSUMER  GROUPS 

1 .  Several  comments  suggested  that  the  CA/SI  office  hold  weekly 
meetings  with  representatives  of  consumer  organizations.  The  CA/ 
SI  office  has  maintained  contact  with  consumers  and  has  sched¬ 
uled  meetings  frequently.  However,  It  has  found  that  It  is  more 
useful  for  citizens  and  representatives  of  consumer  organizations 
to  meet  directly  with  the  official  who  is  responsible  for  a  particu¬ 
lar  policy  or  program.  Both  the  Plan  and  the  Guidelines  were 
designed  to  formalize  the  contact  between  citizens  and  the  vari¬ 
ous  program  offices.  The  concept  of  monthly  meetings  with  con¬ 
sumer  groups  has,  however,  been  Incorporated  in  the  functions 
of  the  Regional  CA/SI  Officers  since  they  are  the  focal  point  for 
the  solicitation  of  consumer  opinion  in  the  regions. 

2.  In  response  to  other  suggestions,  this  section  has  been  modi¬ 
fied  to  provide  that  In  each  region  citizens  will  be  invited  to  dis¬ 
cuss  issues  of  particular  concern  to  consumers.  In  addition,  the 
communication  function  of  CA/SI  Officers  with  State  Energy  Of¬ 
fices  has  been  clarified. 

In  response  to  comments  from  consumer  representatives  this  sec¬ 
tion  has  also  been  modified  to  reflect  the  fact  that  this  liaison  will 
be  used  not  only  to  solicit  consumer  opinions  but  to  provide  Infor¬ 
mation  and  feedback  on  consumer  recommendations. 
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NOTICES 


PUBLIC  HEARINGS 

1.  Numerous  groups  stressed  a  need  for  a  more  precise  definition 
of  .“maximum  possible  notice”  and  recommended  a  provision  of  90 
days  to  ensure  adequate  time  for  consumer  groups  to  develop  their 
position.  We  favor  a  comment  period  which  is  of  sufficient  length 
to  permit  citizens  and  consumer  organizations  te  prepare  testimony. 
However,  under  the  recently  enacted  Energy  Policy  and  Conserva¬ 
tion  Act  which  was  signed  on  December  22,  1975,  the  Congress  has 
in  most  cases  prescribed  a  time-table  for  implementation  of  the 
various  provisions.  When  rulemakings  are  proposed  the  stated  ad¬ 
vance  notice  given  will  be  consistent  with  other  applicable  statu¬ 
tory  requirements  and  will  be  extended  beyond  those  requirements, 
when  possible. 

2.  Many  consumer  groups  asked  that  hearings  be  held  in  cities 
outside  of  Washington  and  in  cities  outside  the  ten  Federal  re¬ 
gional  cities.  Section  5  has  been  revised  to  Indicate  that  hearings 
will  be  held  in  cities  in  addition  to  Washington  to  the  maximum 
extent  possible.  However,  since  equal  weight  is  given  to  written 
comments,  provisions  have  been  Incorporated  to  ensure  the  broad¬ 
est  solicitation  of  written  testimony. 

CONSUMER  IMPACT  EVALUATION 

1.  Several  coments  criticized  this  section  by  saying  that  it  only 
required  FEA  to  do  that  which  is  already  required  by  law.  Al¬ 
though  FEA  must  prepare  consumer  impact  evaluations  as  part 
of  Inflationary  Impact  Evaluations  required  under  Executive  Order 
11821,  the  FEA  Plan  provides  for  summaries  of  these  evaluations 
to  be  prepared  for  a  general  audience. 

2.  As  a  result  of  consumer  comments,  Section  6  has  been  modified 
to  Include  a  definition  of  major  proposals  and  to  specify  the 
mechanisms  for  preparation,  publication  and  dissemination  of  these 
documents. 

MARKETING  SURVEYS  AND  CONSUMER  BEHAVIOR  RESEARCH 

This  section  has  been  modified  to  reflect  the  FEA  effort  to  ob¬ 
tain  information  on  the  beliefs  and  opinions  of  consumers  regard¬ 
ing  energy  problems. 


CONSUMER  EDUCATION 

This  section  has  been  modified  to  Indicate  that  FEA  will  con¬ 
tinue  Its  efforts  to  provide  technical  information  to  consumers 
in  understandable  language. 

INCREASED  AVAILABILITT  OS'  DOCUMENTS  AND  MATERIALS  CONTAINING 
CONSUMER  IMPACT  EVALUATIONS 

In  response  to  criticisms  from  consumer  groups  that  information 
is  generally  available  only  after  decisions  are  made,  an  addi¬ 
tional  section  has  been  added  to  outline  methods  for  consumers 
to  obtain  this  information  prior  to  decision-making. 

STAFF  DEVELOPMENT  OP  CONSUMER  INFORMATION  AND  ANALYTICAL 
MATERIALS 

This  section  has  been  expanded  in  response  to  consumer  com¬ 
ments  that  consumer  information  and  anal3rtical  materials  are 
available  only  after  the  fact,  to  indicate  that  the  Guidelines  for 
Implementation  of  the  Plan  will  set  forth  specific  criteria  for  the 
development  and  dissemination  of  policy  and  program  information 
at  the  earliest  practicable  time. 

EXTERNAL  LIAISON 

1.  Consumer  groups  unanimously  applauded  the  FEA  publica¬ 
tion,  the  Energy  Reporter  and  suggested  that  this  document  be 
made  available  to  all  citizens  who  request  it  even  if  they  are  not 
members  of  an  organized  consumer  group.  It  was  felt  that  this  was 
an  excellent  suggestion  and  FEA  is  exploring  the  possibility  of  ex¬ 
panding  the  circulation  of  the  Energy  Reporter.  However,  this  par¬ 
ticular  provision  was  not  incorporated  into  the  Plan  because  im¬ 
mediate  implementation  cannot  be  assured. 

2.  One  comment  suggested  a  quarterly  publication  combining  a 
list  of  current  rulemaking  and  other  administrative  proceedings, 
a  list  of  new  FEA  publications  and  announcements  of  scheduled 
hearings  and  workshop^  The  language  of  Section  V(6)  has  been 
revised  to  include  this  suggestion. 
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Appendix  C. — Consumer  Aftairs/Special  Impact  Contacts 

NATIONAL  OFFICE 

Jerry  Penno,  Director,  Consumer  Aflalrs/Speclal  Impact,  Federal 
Epergy  Administration,  1200  Pennsylvania  Avenue,  NW.,  Wash¬ 
ington,  DC  20461  (202)  061-6056. 

regional  offices 

Roberta  Walsh,  Consumer  Affairs/Special  Impact  Officer,  Federal 
Energy  Administration,  Region  I,  150  Causeway  Street,  Boston, 
MA  02114  (617)  223-0504. 

Jane  Delgado,  Consumer  Affairs/Special  Impact  Officer,  Federal 
Energy  Administration,  Region  II,  26  Federal  Plaza,  New  York, 
N.Y.  10007  (212)  264-0620. 

Curtis  Morris,  Consumer  Affairs/Special  Impact  Officer,  Federal 
Energy  Administration,  Region  III,  1421  Cherry  Street,  Phila¬ 
delphia,  PA  10102  (215)  607-3880. 

Betty  Camp,  Consumer  Affairs/Special  Impact  Officer,  Federal 
Energy  Administration,  Region  IV,  1665  Peachtree  Street,  NE, 
Atlanta,  QA  30309  (404)  526-2046. 


Cheryl  Smith,  Consumer  Aflairs/Special  Impact  Officer,  Federal 
Energy  Administration,  Region  V,  176  West  Jackson  Boulevard, 
Third  Floor,  Chicago,  IL  60604  (312)  363-8908. 

Patricia  lYazee,  Consumer  Affairs/^eclal -Impact  Officer,  Federal 
Energy  Administration,  Region  VI,  2826  Mockingbird  Lane, 
Dallas,  TX  75235  (214)  74»-7714. 

Jerry  Thurston,  Consumer  Affairs/Special  Impact  Officer,  Federal 
Energy  Administration,  Region  VI,  P.O.  Box  2208,  112  East  12th 
Street,  Kansas  City,  MO  64142  (816)  768-6633. 

Richard  David,  Consumer  Affairs/Special  Impact  Officer,  Federal 
Energy  Administration,  Region  VIII,  P.O.  Box  26247,  1076  South 
Yukon  Street,  Denver,  CO  80226  (303  )  234-2440. 

I^bert  Laffel,  Consumer  Affairs/Special  Impact  Officer,  Federal 
Energy  Administration,  Region  IX,  111  Pine  Street,  San  Francisco, 
CA  04111  (416)  656-7130. 

Ken  Pounds,  Consiuner  Affairs/Speclal  Impact  Officer,  Federal 
Energy  Administration,  Region  X,  1903'  Federal  Building,  915 
Second  Avenue,  Seattle,  WA  98174,  (206)  442-7286. 
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DEPARTMENT  OF  HEALTH.  EDUCATION,  AND  WELFARE 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

HEW  Consumer  Representation  Coordinator.  Office  of  Con¬ 
sumer  Affairs,  Department  of  HeaHh,  Education,  and 
Welfare,  330  Independence  Ave.  SW.,  Washington,  D.C. 
20201 (202) 245-1957 
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Health,  Education,  and  Welfare  Consumer  Representation  Plan. 

I.  Statement  of  Purpose 

The  purpose  of  the  HEW  Consumer  Representation  Plan 
(CRP)  is  to  ensure  that  persons  who  are  affected  by  HETW 
regulations,  policies,  guidelines,  program  actions  or  other 
significant  decisions  the  Department  makes  are  informed  and 
have  the  opportunity  to  comment  before  a  decision  is  reached, 
and  that  these  views  are  duly  considered  in  the  agency’s 
decisionmaking  process.  It  is  intended  to  more  actively  solicit 
consumer  opinion  and  to  make  the  Department’s  programs 
more  responsive  to  the  consumer.  The  Plan  also  is  intended 
to  assure  that  the  Department’s  constituent  agencies  and 
their  programs  are  responsive  to  consumer  inquiries  and 
complaints. 

In  addition,  it  is  the  purpose  of  the  Plan  to  provide  HEW 
agency  and  program  managers  with  a  better  understanding 
of  consumer  concerns  and  viewpioints  and  to  make  it  easier  for 
the  public  and  consumer  groups  to  focus  their  attention  on 
issues  of  special  and  general  concern  within  HEW. 

It  is  a  basic  premise  of  the  CRP  that  where  the  machinery 
and  the  techniques  for  assuring  consumer  representation 
already  exist  they  are  to  be  strengthened  and  that  where  they 
do  not  exist  they  will  be  developed. 

n.  Executive  Summary 

This  HEW  CRP  is  different  in  form  and  substance  from  the 
proposed  CRP  published  for  comment  in  the  Federal  Register 
of  November  26,  1975.  This  Plan  is  reflective  of  many  com¬ 
ments  from  a  broad  spectrum  of  consumers,  consumer  or¬ 
ganizations  and  spokespersons.  The  Plan  endeavors  to  maxi¬ 
mize  consumer  involvement  in  the  development  of  HEW  pro¬ 
grams  and  policies.  The  HEW  Office  of  Consumer  Affairs 
serves  as  a  focal  point  for  consumer  complaints  and  inquiries. 
The  Office  of  Consumer  Affairs  has  a  responsibility  to  assure 
that  persons  who  are  affected  by  regulations,  policies,  guide¬ 
lines,  program  actions  or  other  significant  decisions  are  repre¬ 
sent^  in  the  decLslonmaklng  process  in  HEW  and  to  encour¬ 
age  and  assist  all  other  Federal  agencies  to  assure  similar  con¬ 
sumer  representation. 

The  Plan  includes  provision  for  implementing  the  follow¬ 
ing  improved  procedures  for  consumer  participation: 

A.  MECHANISMS  FOR  PUBLIC  NOTIFICATION  OF  HEW  DECISIONS 

1.  Departmental  Regulations  Policy.  The  he'ad  of  the  re¬ 
sponsible  agency  shall  prepare  a  plan  for  implementing  the 
statute,  court  order  or  administrative  mandate  requiring  de¬ 
velopment  of  a  regulation  of  major  program  significance.  A 
Notice  of  Intent  shall  be  publish^  and  publicize,  and  com¬ 
ment  invited  when  consideration  of  important  policy  Issues 
will  be  aided  by  public  comment  before  beginning  the  draft¬ 
ing  of  r^ulatlons.  Agencies  may  release  draft  Notices  of 
Proposed  Rulemaking  as  long  as  all  Interested  parties  have 
equal  access,  llie  period  allowed  for  public  comment  on  pro¬ 


posed  regulations  shall  be  flexible,  l.e.,  longer  than  presently 
customary  for  controversial  regulations.  Final  relations 
shall  be  reviewed  to  determine  whether  they  remain  neces¬ 
sary  and  appropriate.  A  Special  Assistant  for  Regulatory 
Reform  shall  assist  agencies  in  implementing  the  new  proce¬ 
dures  and  in  drafting  regulations  comprehensive  to  the 
average  citizen.  As  a  demonstration  of  the  principles  involved, 
Medicaid,  Higher  Education,  and  Vocational  Education  regu¬ 
lations  are  currently  being  rewritten. 

2.  Regional  Communication  With  Consumers.  The  Depart¬ 
ment  shall  emphasize  Regional  Office  proximity  to  the  level 
at  which  HEW  programs  directly  affect  consumers.  Through 
its  Regional  Offices  HEW  shall  use  the  “Town  Meeting”  format 
for  discussing  the  Department’s  position  and  the  concerns 
of  consumers  on  major  issues  that  lend  themselves  to  such  a 
format;  form  Regional  Advisory  Groups  to  improve  communi¬ 
cation  on  a  broad  range  of  issues;  establish  permanent  liai¬ 
sons  with  voluntary  groups;  develop  a  regional  level  system 
to  assure  feedback  on  information  programs;  and  develop  a 
more  systematic  approach  to  public  Information  planning 
for  rulemaking. 

3.  Public  Hearings.  HEW  shall  take  affirmative  action  to 
encourage  maximum  consumer  participation  at  public  hear¬ 
ings  required  by  regulation  or  law.  In  addition  to  the  usual 
required  notice  in  the  Federal  Register,  advance  notice  of 
hearings  in  simple  and  understandable  language  shall  be 
provided  by  the  use  of  HEW’s  newsletter.  Consumer  News; 
press  releases  for  national  and  local  press  periodicals  in  a 
form  suitable  for  news  articles;  and  mass  mailings.  In  addi¬ 
tion,  an  effort  shall  be  made  to  schedule  hearings  at  a  location 
and  time  convenient  for  consumer.'!,  and  whenever  possible, 
outside  of  Washington  or  Federal  Regional  Cities. 

4.  Consumer  Complaint  Handling.  The  findings  and  recom¬ 
mendations  of  the  Department’s  study  of  complaint  handling 
in  the  Washington  offices  of  HEW  agencies  shall  be  released 
by  September  1,  1976.  By  November  26,  the  Secretary  shall 
issue  complaint  handling  guidelines  for  the  Department’s 
agencies.  Thereafter,  the  Office  of  Consumer  Affairs  shall  re¬ 
view  agency  complaint  handling  systems  periodically.  Con¬ 
sumer  complaint  handling  in  HEW  agency  Regional  Offices, 
State  and  local  governments.  Industry  and  voluntary  groupa 
shall  be  the  subject  of  a  study  to  begin  in  the  fall  of  1976. 

B.  HEW  MECHANISMS  FOR  IMPLEMENTING  CONSUMER 
REPRESENTATION  PLAN  » 

1.  Consumer  Focal  Point.  Consumer  focal  points  and 
sources  of  additional  information  about  consumer  repre¬ 
sentation  actiyities  of  the  Department  and  its  Regional 
Offices  are  listed.  In  those  cases  where  a  consumer  is  unable 
to  communicate  with  the  appropriate  Department  agency, 
the  Office  of  Consumer  Affairs  serves  as  a  point  of  entry  into 
the  Department  by  providing  a  referral  service  which  follows 
up  to  assure  consumers  that  a  prompt  and  substantive  re¬ 
sponse  is  forthcoming. 

2.  Accountability.  Responsibility  for  oversight  of  implemen¬ 
tation  of  the  Department’s  plan  and  for  program  accountabil¬ 
ity  rests  with  the  Office  of  Consumer  Affairs,  which  will  receive 
a  semiannual  progress  report,  from  each  principal  operating 
component  and  Regional  Office  and  publish  an  Annual  Re¬ 
port  to  consumers  in  the  Federal  Register  and  Consumer 
Register  on  HEW  activity  in  consumer  representation  in  the 
previous  Fiscal  Year. 

3.  Agency  Consumer  Coordinators.  Each  HEW  principal 
operating  component  and  Regional  Office  ^all  designate  a 
consumer  coordinator  to  direct  the  coordination  of  consumer 
activities.  Coordinators  shall  work  for  Increased  commimlca- 
tlon  between  the  Department  and  the  consumer  community 
and,  working  with  the  Office  of  Consumer  Affairs,  Increase 
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the  awareness  of  Deparhnental  personnel  of  their  responsibil¬ 
ities  to  consumers. 

4.  Advisory  Committees.  In  meeting  its  responsibility  to  as¬ 
sure  that  all  Federal  agencies  consider  the  interests  of  con¬ 
sumers,  the  Depar^ent  shall  (a)  review  its  advisory  com¬ 
mittees  ta  or^r  to  evaluate  the  scope  and  effectiveness  of 
consumer  representation;  and  (b)  require  HEW  agencies  to 
publish  and  publicize  vacancies  for  and  appointments  of  con¬ 
sumer  representatives  on  advisory  cwnmlttees.  HEW's  Office 
^  of  Consumer  Affairs  shall  similarly  review  other  Federal 
agency  ccmsumer  advismy  committees  smd  establish  a  di¬ 
rectory  of  relevant  Federal  Advisory  Committees,  their  con¬ 
sumer  representatives,  and  addresses  at  which  consumers 
can  communicate  with  the  consumer  representatives. 

C.  MECHANISMS  FOR  CONSUMER  INFORMATION 

1.  Consumer  Information  Coordination.  The  Department’s 
coordinators  for  consumer  Information  shall  assure  that  all 
HEW  consumer  information  is  easily  understandable,  widely 
disseminated,  and  non-duplicative.  Further,  an  interdepart¬ 
mental  Consumer  Education  and  ^formation  Liaison  group 
shall  work  to  develop  standards  for  and  coordination  of  all 
Federal  consumer  information  and  education. 

2.  Communication  With  Consumers  on  Issues  and  Deci¬ 
sions.  Action  shall  be  initiated  to  maximize  dissemination  of 
Information  on  HEW  issues  and  decisions  to  consumers.  In 
addition  to  publishing  consumer-related  standards,  regula¬ 
tions  and  guidelines  in  the  Federal  Register,  such  informa¬ 
tion  shsill  continue  to  be  compiled  in  easy-to-read  language 
and  distributed  to  subscribers  of  Consumer  News  and  Con¬ 
sumer  Register.  Also,  press  releases,  testimony,  general  and 
specialized  mailings,  and  conferences  with  consumer  repre¬ 
sentatives  wiU  be  encouraged. 

8.  Feedback  on  Consumer  Comments.  The  appropriate  De¬ 
partment  representative  shall  provide  expeditious  and  sub¬ 
stantive  response  to  consumer  comments  on  a  Department 
activity  such  as  proposed  rulemaking  or  other  policy  action. 
Such  communications  shall  be  available  for  public  review. 

4.  Consumer  Conferences.  The  Office  of  Consumer  Affairs, 
In  cooperation  with  other  concerned  elements  of  the  Office 
of  the  Secretary,  shall  work  with  Departmental  agencies  to 
select  appropriate  subjects  for  conferences  with  consumers 
designed  to  increase  dialogue  between  the  Department  and 
the  consxuners  It  serves.  Such  meetings  at  the  national  and 
local  levels  shall  provide  an  informal  setting  for  administra¬ 
tors  to  receive  citizen  opinions  and  ideas  for  use  in  policy 
formulation  as  well  as  an  opportunity  to  explain  the  reason¬ 
ing  behind  past  decisions. 

5.  Liaison  with  Consumer  Groups.  Each  HEW  program  shall 
develop  a  system  for  appropriate  consultation  and  exchange 
of  views  with  consumers  on  the  development  or  revision  of 
major  policy  or  programs  prior '  to  decisionmaking.  Such 
liaison  shall  be  regularly  scheduled  at  the  national  and  local 
levels  and  shall  be  facilitated  by  compiling  a  list  of  interested 
consumers  and  consumer  groups  in  each  area. 

III.  Primary  Operating  Units  Involved 

HEW  is  a  decentralized  Department  with  Regional  Of¬ 
fices  responsible  for  implementing  and  enforcing  the  policies, 
programs,  and  regulations  developed  by  the  headquarters 
agencies.  This  Plan  applies  to  all  elements  of  the  Department. 
Direct  contact  with  consumers  shall  be  maintained  by  each 
HEW  agency  headquarters  office  and  at  each  Regional  Of¬ 
fice.  A  chart  of  HEW’s  organization  and  a  listing  of  consumer 
contact  points  are  included  in  this  Plan  as  Appendices  A  and 
B,  respectively. 

At  the  headquarters  level,  consumer  contact  shall  be  coor¬ 
dinated  by  the  Director,  Office  of  Consumer  Affairs,  although 
all  agencies  and  programs  responsible  for  the  preparation  of 
standards,  regulations,  guidelines,  and/or  policy  shall  be  re¬ 
quired  to  communicate  with  consumers  and  consumer  groups, 

A.  The  Office  of  Consumer  Affairs  (OCA)  is  part  of  the 
Office  of  the  Secretary,  The  Director,  OCA,  shall  be  respon¬ 
sible  for  coordinating  and  assisting  Department  agencies  in 
implementing  this  Consumer  Representation  Plan.  Each 
agency  of  the  Department  will  provide  to  the  Director,  OCA, 
a  written  semi-annual  report  on  its  compliance  with  the  Plan. 
The  Director,  OCA,  shall  make  periodic  written  reports  to  the 
Secretary  of  HEW  and  to  agency  administrators  on  consumer 
concerns  and  recommended  actions. 

The  OCA  also  serves  as  the  staff  of  the  Special  Assistant  to 
the  President  for  Consumer  Affairs  and,  as  such,  is  involved 


in  national  consumer  issues  outside  the  normal  jurisdiction 
'-of  HEW.  In  meeting  this  additional  responsibility,  the  Office 
encourages  and  assists  in  the  development  of  new  consumer 
programs,  makes  recommendations  to  improve  the  effective¬ 
ness  of  Federal  consumer  programs,  cooperates  with  State 
agencies  and  volimtary  organizations  in  advancing  the  inter¬ 
ests  of  consumers,  handles  consumer  complaints,  recommends 
legislation,  and  encourages  productive  dialogue  and  interac¬ 
tion  between  Industry,  government  and  the  consumer.  In 
addition,  the  Office  assures  that  the  interests  of  consumers 
are  presented  and  considered  in  a  tlm^y  manner  by  the  ap¬ 
propriate  levels  of  the  Federal  Government  in  the  formula¬ 
tion  of  policies  and  in  the  operation  of  programs  that  affect 
the  consumer  Interest. 

B.  AFFECTED  COMPONENTS 

All  components  of  HEW  will  be  responsible  for  the  imple¬ 
mentation  of  this  Plan.  (See  Organization  Chart,  Appendix 
A.)  HEW’s  major  components  are: 

Office  of  the  Secretary. 

Office  of  CivU  Rights. 

Office  of  Human  Development. 

Public  Health  Service. 

Social  Security  Administratiim. 

Social  and  Rehabilitation  Service. 

Education  Division. 

Regional  Offices. 

IV.  Departmental  Plan 

The  HEW  Consumer  Representation  Plan  presented  below 
is  very  different  in  form  and  substance  from  the  proposed 
Plan  published  for  comment  in  the  Federal  Register  of  No¬ 
vember  26, 1976.  The  comments  (see  Appendix  C)  on  the  pro¬ 
posed  Plan  which  the  Department  received  from  consumers 
and  consumer  groups  and  other  interested  pcu*tie6  Indicated 
that  consumers  were  de^ly  concerned  about  five  areas — ^the 
way  in  which  HEW  agencies  develop  regulations,  disseminate 
and  receive  information,  and  handle  complaints,  whether 
consiuners  are  effectively  represented  on  HEW  sidvisory  com¬ 
mittees,  and  the  establishment  of  consumer  focal  points 
within  agencies.  Moreover,  most  respondents  did  not  feel  that 
these  concerns  were  dealt  with  adequately  in  the  series  oi 
agency  plans  that  made  up  the  proposed  HEW  Plan.  In  order 
to  avoid  piecemeal  solutions  to  problems  consumers  experience 
with  all  HEW  agencies,  and  to  assure  that  in  these  major 
areas  consumers  shall  know  what  to  expect  from  all  com¬ 
ponents  of  the  Department,  the  HEW  Plan  below  describes  a 
series  of  Departmentwide  l^tiatives  in  these  five  and  related 
areas.  A  drait  of  this  Plan  was  discussed  with  the  members  of 
the  Presidentially-appointed  Consumer  Advisory  Council,  the 
President  of  the  Consumer  Federation  of  America,  and  the 
Coordinator  of  Consumer  Programs  for  the  Community  Nu¬ 
trition  Institute  and  former  President  of  the  Maryland  Cit¬ 
izens  Consumer  Council  and  Acting  Director  of  the  National 
Consumers  League.  Suggestions  from  these  reviewers  have 
been  incorporated  into  this  Plan. 

HEW’s  agencies  are  also  committed  to  a  variety  of  specific 
steps  to  Improve  consumer  r^resentation  and  respooslve- 
ness  to  consumers,  in  addition  to  implementation  of  the  De¬ 
partmental  policies  described  below.  Exawles  of  these  in¬ 
clude: 

A  demonstration  of  an  ombudsman  service  for  consumers  ex¬ 
periencing  problems  with  Social  Security  matters  which  have  not 
been  resolved  through  normal  channels.  A  pilot  project  for  the 
demonstration.  Just  begvm  in  Boston,  will  be  followed  by  additional 
demonstrations  in  selected  areas  in  various  regions. 

The  Assistant  Secretary  for  Education  shall  establish  a  Con¬ 
sumer  Representation  Policy  Council,  conslsttng  of  top-level  staff 
from  each  of  the  Education  Division’s  primary  operating  units,  to 
monitor  and  stimulate  consumer  participation  in  education  pro¬ 
grams  and  advise  the  Assistant  Secretary  on  consumer  representa¬ 
tion  policy  and  operating  procedures.  The  CouncU  shall  be  staffed 
and  coordinated  by  a  Director  of  Consumer  Representation  respon¬ 
sible  to  the  Assistant  Secretary.  A  complete  description  of  consumer 
response  mechanisms  in  the  Education  Divlslan  is  in  preparation 
and  will  be  widely  distributed  through  direct  mailings  and  publica¬ 
tion  in  American  Education. 

Within  the  Public  Health  Service  the  Food  and  Drug  Adminis¬ 
tration  shall  seek  authority  to  uee  trained  volunteers  to  gather  con- 
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sumer  points  of  view  on  major  Issues  in  the  regulation  of  food,  drugs 
and  biologies,  cosmetics,  and  medical  and  radiological  devices,  and 
shall  establish  a  time  limit  for  responding  to  consumer  petitions. 

Detailed  information  on  HEW  agency  activities  in  con¬ 
sumer  representation  is  available  from : 

HEW  Consumer  Representation  Coordinator,  Office  of  Consumer  Af¬ 
fairs,  Department  of  Health,  Education,  and  Welfare,  330  Inde¬ 
pendence  Avenue,  S.W.,  Washington,  D.C.  20201,  202/245-1957. 

In  addition  to  the  activities  addressed  in  this  Plan,  the  Sec¬ 
retary  is  examining  other  ways  to  improve  participation  by 
citizens  in  Departmental  decisionmaking  and  policy  develop¬ 
ment.  As  these  are  developed,  they  shall  be  proposed  for  public 
consideration  and  comment. 

This  Plan  outlines  Department  policy  for  all  HEW  agencies, 
to  be  modified  only  by  the  Secretary  as  the  need  for  modifica¬ 
tion  arises. 

A.  MECHANISMS  FOR  OBTAINING  CONSUMER’S  VIEWS 

1.  Departmental  Regulations  Policy.  A  comprehensive  body 
of  new  policies  and  procedures  for  the  issuance  of  regulations 
has  been  developed.  These  policies  and  procedures  apply  to 
the  development  and  issuance  of  regulations,  whether  of 
Department-wide  effect  or  limited  to  a  particular  program 
administered  by  a  single  component  within  the  Department, 
except  where  authority  to -issue  a  category  of  regulations 
has  been  specifically  delegated  by  the  Secretary. 

Although  existing  delegations  remain  in  effect,  such  dele¬ 
gations  will  conthiue  only  to  the  extent  that  it  is  demon¬ 
strated  that  policy  review  and  direction  by  the  Secretary’s 
Office  is  necessary. 

Even  in  those  cases  where  authority  is  delegated,  the  policy 
set  forth  in  this  memorandum  should  be  followed  to  the  ex¬ 
tent  feasible  by  officials  to  whom  the  delegations  have  been 
made.  * 

These  procedures  will  not  be  applied  to  regulations  for 
which  a  Notice  of  Proposed  Rule  Making  (NPRM)  was 
transmitted  to  the  Office  of  the  Secretary  prior  to  July  25, 
1976. 

a.  The  development  of  specific  program  regulations  is  the 
responsibility  of  the  Assistant  Secretary  or  Principal  Oper¬ 
ating  Component  (POC) ,  e.g..  Education  Division,  etc.,  head 
who  is  responsible  for  the  administration  of  that  program, 
•nie  development  of  crosscutting  or  Department-wide  regu¬ 
lations  will  be  the  responsibility  of  the  appropriate  Depart¬ 
mental  officials. 

b.  Except  where  authority  to  issue  regulations  without 
prior  approval  of  the  Secretary  has  been  specifically  delegated, 
no  Notices  of  Intent  (NOIs) ,  NPRMs  or  final  niles  may  be 
issued  or  published  without  the  signed  approval  of  the 
Secretary. 

c.  Any  proposed  regulation  which  the  appropriate  Assistant 
Secretary,  POC  head  or  the  Secretary  has  determined  to 
be  of  major  program  significance  may  not  be  executed  or 
published  even  as  a  NOI  or  NPRM  imtil  a  regulation  im¬ 
plementation  plan  has  been  submitted  to  the  Secretary  by 
the  appropriate  Assistant  Secretary  or  POC  head  and  the 
plan  has  been  approved  by  the  Secretary  or  the  Under 
Secretary. 

The  regulation  implementation  plan  instructions  concern¬ 
ing  form  and  content  will  also  provide  for  the  use  of  a  modi¬ 
fied  or  abbreviated  plan  for  regulations  not  having  a  major 
program  significance. 

In  approving  a  regulation  implementation  plan,  the  Sec¬ 
retary  or  the  Under  Secretary  m£«r  authorize  the  Assistant 
Secretary  or  the  POC  head  to  proceed  with  the  development 
and  issuance  of  a  NOI,  NPRM  or  a  final  rule  without  obtain¬ 
ing  further  specific  authorization  from  the  Secretary  for 
that  regulation  or  set  thereof. 

d.  A  NOI  should  be  published,  and  the  Implementation 
plan  should  so  provide,  whenever  the  Department’s  con¬ 
sideration  of  important  policy  issues  will  be  aided  by  public 
comment  prior  to  publication  of  a  NPRM.  The  NOI  mech¬ 
anism  should  be  liberally  used  to  permit  interested  outside 
groupKs  and  other  members  of  the  public  to  have  an  impact 
on  the  decisionmaking  process  at  an  early  stage.  There¬ 
fore,  Implementation  plans  that  fail  to  provide  for  a  NOI 
will  be  critically  reviewed. 

e.  In  addition  to  publication  in  the  Federal  Register,  other 
channels  of  cmnmunlcation  with  the  public  will  be  liberally 
used  in  order  to  reach  as  many  interested  Individuals  and 
organizations  as  possible. 


f.  Public  hearings  to  permit  the  Department  to  receive 
i^ormation  and  views  on  proposed  regulations  should  be 
held  either  before  or  after  the  publication  of  NPRMs  if  it 
appears  that  such  hearings  will  aid  the  Department  in  de¬ 
veloping  its  position  on  any  of  the  issues  involved.  Advance 
notice  of  any  such  hearings  will  be  published  either  as  part 
of  a  NOI  or  separately. 

g.  Each  NOI  and  NPRM  shall  set  forth  the  major  issues 
to  be  addressed  in  the  development  of  the  regulation  and  the 
major  alternatives  that  the  Department  is  considering  to 
resolve  those  issues.  If  there  is  more  than  one  Assistant  Sec¬ 
retary  or  POC  head  having  a  direct  jurisdictional  interest  in 
a  particular  regulation  and  if  any  of  them  have  submitted 
to  the  Secretary  different  views  concerning  the  major  issues, 
these  views  should  be  stated  in  the  NOI  or  NPRM  along  with 
the  source  of  the  views. 

h.  In  the  spirit  of  openness,  a  draft  regulation  may  be  dis¬ 
closed  upon  request  prior  to  its  publication  in  proposed  form. 
If,  however,  the  availability  of  the  draft  has  not  already 
been  stated  in  a  public  notice,  such  a  notice  will  be  published 
before  the  disclosure  is  made.  In  addition  to  pubheation,  steps 
should  be  taken  to  makd*  copies  of  the  draft  directly  avail¬ 
able  to  interested  groups  and  individuals,  including  the  ap¬ 
propriate  committees  and  Members  of  Congress. 

i.  Each  NOI  and  NPRM  will  give  the  name,  position,  ad¬ 
dress  and  telephone  number  of  a  contact  person  within  the 
Deparliment  who  will  be  available  to  answer  inquiries  and 
receive  information  concerning  the  proposed  relation. 

j.  Except  as  otherwise  authorized  or  required  by  the  Admin¬ 
istrative  Procedure  Act  and  the  rules  and  regulations  of  the 
Department,  the  comment  period  provided  for  in  NPRMs  will 
be  at  least  45  days  unless  the  regulation  Implementation  plan 
has  justified  the  lesser  period  of  30  days  and  the  plan  has 
been  approved  by  the  Secretary  or  the  Under  Secretary. 

k.  Each  NOI  and  the  preamble  to  each  NPRM  and  final 
regulation  will  be  written  in  common  everyday  English  under¬ 
standable  to  the  general  public. 

l.  Whenever,  as  a  result  of  public  comment  or  for  any 
other  person,  it  appears  to  the  appropriate  Assistant  Secre¬ 
tary  or  POC  head  that  a  major  provision  in  a  proposed  regu¬ 
lation  should  be  significantly  changed  before  being  published 
as  a  final  rule,  the  regulations  should  be  carefully  reviewed 
to  determine  whether  the  NPRM  fairly  permitted  public 
comment  on  the  issue  embodied  in  the  change.  If  it  further 
appears  that  the  public  did  not  have  a  fair  opportunity  to 
comment  on  the  matter  which  is  the  subject  of  the  change,  a 
new  NPRM  should  be  published  inviting  such  comment. 

m.  Each  final  regulation  sent  to  the  Secretary  for  approval 
should  be  accompanied  by  a  seprate  written  plan  for  mon¬ 
itoring  and  reviewing  the  effect  urf  the  regulation  after  its 
publication.  This  plan  should  state  the  dates  by  which  the 
results  of  the  regulation  will  be  reviewed. 

n.  A  long-range  plan  for  reviewing  regulations  shall  be  de¬ 
veloped.  The  plan  shall  include: 

Categories  or  criteria  for  selecting  regulations  for  reconsideration. 
Means  for  comparing  results  with  Intent. 

Plans  for  an  automatic  review  system  for  regulations. 

o.  The  Secretary  has  designated  a  Special  Assistant  for 
Regulatory  Reform  within  his  Office  to  assist  agencies  wiUi 
the  implementation  of  the  new  regulatory  policies  and  to 
make  recommendations  to  him  on  regulatory  issues.  In  addi¬ 
tion,  the  Special  Assistant  shall  assist  HEW  agencies  to  draft 
regulations  comprehensible  to  the  average  citizen.  To  demon¬ 
strate  this  principle,  the  Special  Assistant  for  Regulatory  Re¬ 
form,  in  cooperation  with  the  Office  of  the  Federal  Register 
and  the  responsible  HEW  agencies,  has  begun  work  on  a 
model  project  to  rewrite  the  portions  of  HEW  regulations  in 
the  Code  of  Federal  Regulations  which  pertain  to  the  Medi¬ 
caid,  Higher  Education,  and  Vocational  Education  programs. 
The  purpose  of  this  project  is  to  demonstrate  that  regulations 
can  be  written  so  as  to  be  generally  understandable  and 
still  meet  Congressional  intent  and  legal  requirements. 

2.  Consumer  Participation  at  the  Regional  Level.  All  HEW 
agencies  conduct  extensive  information  programs,  primarily 
centralized  in  Washington.  In  response  to  the  need,  cited 
by  many  comments  on  the  proposed  HEW  Consumer  Repre¬ 
sentation  Plan,  for  improvement  in  information  exchange  at 
levels  more  accessible  to  consumers  in  order  to  facilitate  more 
effective  consumer  representation,  HEW  plans  a  series  of  ini¬ 
tiatives  at  the  regional  level.  These  steps  are  intended  to 
take  advantage  of  Regional  Office  proximity  to  the  actual  level 
at  which  HEW  programs  affect  individuals,  to  local  media, 
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and  to  local  consumers  and  consumer  groups.  Under  the  over¬ 
all  coordination  of  the  Office  of  the  Secretary,  the  HEW 
Regional  Offices  shall: 

Use  the  “Town  Meeting"  format  to  discuss  issues  that  lend 
themselves  to  this  format. 

Form  advisory  groups  at  the  regional  level,  reporting  to  the 
Region€il  Director,  with  apprc^riate  citizen  representation  frpm 
each  state,  to  form  regular  information  channels  on  a  broad  range 
of  Issues. 

Establish  permanent  liaisons  with  voluntary  groups  at  the 
regional  level,  to  augment  existing  liaison  with  such  groups  at 
the  national  level,  as  a  vehicle  for  improving  citizens’  information 
and  participation  in  decisions  on  HEW-related  Issues. 

Develop  regional  systems  to  assure  appropriate  feedback  on  the 
effectiveness  of  Departmental  information  programs. 

Develop,  with  consumer  consultation,  a  more  systematic  ap¬ 
proach  to  public  information  regarding  proposed  and  existing 
regulations  to  parallel  the  administrative  actions  described  under 
the  reform  of  HEW  regulations  procedures  above. 

3.  Public  Hearings.  Public  hearings  shall  be  held  whenever 
they  are  required  by  regulation  or  law.  An  inherent  problem 
in  this  process  has  been  providing  adequate  public  notice. 
Hereafter,  HEW  agencies  shall  actively  solicit  consumer 
opinion.  Methods  to  be  used  shall  include  mass  mailings  to 
groups  with  interest  in  the  particular  issue,  maximum  ad¬ 
vance  notice  of  public  hearings  in  the  Federal  Register  and 
HEIW’s  Consumer  News,  and  press  releases  for  national  and 
local  press  and  periodicals  in  a  form  suitable  for  news  articles. 
Straightforward  language  shall  be  used  in  the  text  of  notices 
and  when  the  information  is  particularly  technical,  non¬ 
technical  explanations  will  appear  at  the  beginning  of  the 
notice.  When  possible,  hearings  will  be  held  outside  of  Wash¬ 
ington  and  the  ten  Federal  Regional  cities.  In  planning  for 
public-hearings,  the  need  for  public  advertising  and  bilingual 
notices  shall  be  considered.  Additionally,  locations  selected 
shall  be  accessible  to  public  transportaiton  and  when  pos¬ 
sible,  meeting  times  should  be  scheduled  during  limch  hours 
and  in  the  evening  so  interested  consumers  may  better  avail 
themselves  of  the  opportunity  to  attend.  Since  equal  weight 
is  give  to  written  testimony  in  the  analysis  of  comments,  HEW 
agencies  shall  conduct  a  special  mailings  to  ensure  that  inter¬ 
ested  citizens  are  informed  of  proceedings.  Follow-up  shall 
also  be  taken  by  providing  participants  the  resulting  end 
product  (regulations,  guidelines,  policy  determinations,  etc.) 
of  the  public  hearings  as  well  as  a  summary  analysis  of  the 
comments  received. 

4.  Consumer  Complaint  Handling.  Indications  of  widespread 
deficiencies  in  the  handling  of  consumer  complaints  by  HEW 
and  other  Departments  and  agencies,  led  the  Department  to 
contract  with  an  independent  consultant  firm  (Technical 
Assistance  Research  Programs,  Inc.)  to  conduct  a  systematic 
study  of  consumer  complaint  handling  by  22  Federal  agencies. 
Phase  I  of  the  study  covered  15  agencies  which  regulate  the 
marketplace  or  have  a  significant  role  in  the  development  of 
marketplace  regulations  policy.  Two  HEW  components  were 
included  in  Phase  I,  the  Food  and  Drug  Administration  and 
the  Office  of  Consumer  Affairs.  For  the  purpose  of  the  study, 
however,  each  was  considered  a  separate  agency. 

The  Food  and  Drug  Administration  handles  complaints  In 
three  different  offices  depending  on  the  nature  of  the  com¬ 
plaint  and  the  deficiencies  the  study  noted  varied  among  the 
three.  The  overall  recommendations  for  FDA  of  Phase  I  of 
the  study  were  that  response  time  and  response  quality 
needed  continuing  monitoring  and  evaluation  and  that  com¬ 
plaints  should  be  a  factor  in  agency  policy  development.  Rec¬ 
ommended  for  the  Office  of  Consumer  Affairs  were  imnroved 
correspondence  control  and  referral  followup  procedures 
and  better  systems  for  policy  analysis  based  on  complaint 
data.  Both  the  Food  and  Drug  Administration  and  the  Office 
of  Consumer  Affairs  are  implementing  the  study’s  recom- 
*  mendations. 

Phase  II  of  the  studv  covers  seven  service-oriented  agen¬ 
cies  and  includes  HEW’s  Social  and  Rehabilitation  Service, 
Social  Security  Administration,  and  Public  Health  Service 
(other  than  the  Pood  and  Drug  Administration) .  The  study 
examines  agencies’  correspondence  control  and  tracking  pro¬ 
cedures.  determines  the  promptness  and  responsivene.ss  of 
replies,  and  assesses  follow-up  procedures.  In  addition  a 
survey  of  a  representative  sample  of  consumers  will  be  made 
to  learn  how  they  presently  go  about  getting  complaints  re¬ 
solved  and  their  familiarity  with  Federal  and  other  com¬ 
plaint-  resolving  agencies. 


The  Hiase  n  findii^s  and  recommendations  will  be  com¬ 
pleted  and  made  public  by  September  1,  1976.  By  November 
26,  ^e  Secretary  will  issue  complaint  handling  guidelines  for 
the  Department’s  agencies.  These  guidelines  will  be  a  Secre¬ 
tarial  directive  and  will  include  standards  tor  correspondence 
control  and  tracking,  response  time,  responsiveness  of  re¬ 
plies,  and  follow-up. 

Until  the  Secretary  issues  complaint  handling  guidelines  for 
HEW,  complaints  by  consumers,  consumer  groups,  or  other 
members  of  the  public  with  respect  to  any  Departmental 
matter  may  be  addressed  either  to  the  agency  involved  or  to 
the  Director,  Office  of  Consumer  Affairs.  All  such  complaints 
will  be  carefully  considered  and  promptly  answered.  The  Di¬ 
rector,  0(^A,  will  analyze  complaints  received  on  major  issues 
and  render  advice  with  respect  to  appropriate  changes  in 
Department  policies  and  programs. 

Phase  in  and  IV  of  the  complaint  study  will  examine 
the  manner  in  which  State  and  local  governments,  industry, 
voluntary  groups,  and  Federal  field  offices  handle  consumer 
complaints.  Phase  IV  will  also  contain  a  summary  of  conclu¬ 
sions  and  recommendations. 

B.  HEW  MECHANISMS  FOR  IMPEMENTING  THE  CONSUMER 
REPRESENTATION  PLAN 

1.  Consumer  Focal  Point.  A  significant  number  of  com¬ 
ments  on  HEW’S  proposed  Plan  stressed  the  need  of  con¬ 
sumers  for  a  ‘focal  point,”  an  office  or  individual  responsible 
tor  assuring  that  consumers’  Inquiries,  complaints  and  pro¬ 
posals  receive  prompt  and  substantive  responses.  Within 
HEW  the  Office  of  Consumer  Affairs,  whose  Director  re¬ 
ports  to  the  Secretary,  has  this  responsibility.  OCA  provides  a 
referral  service  in  order  to  direct  particular  concerns  to  the 
Federal,  state  or  local  govemmenf  office  with  lep’al  authority 
to  deal  with  the  problem,  or  to  the  manufacturer,  retailer  or 
Industry  complaint-handling  mechanism  involved,  with,  in 
all  cases,  a  copy  requested  for  the  Office  of  Consumer  Affairs 
of  the  response  to  the  consumer.  This  provides  the  office  with 
information  on  consumer  problems  and  the  adequacy  of  gov¬ 
ernment  and  Industry  response  to  them  which,  when  aggre¬ 
gated.  indicates  areas  in  need  of  Departmental  policy  review, 
regulatory  action,  or  legislation. 

Consumer  inquiries,  complaints  or  siigee«'tions  regarding 
P^W  programs  or  requests  for  fi’rtvtpr  information  about 
HEW  consumer  representation  activities  may  be  adressed  to 
the  Office  of  Consumer  Affairs. 

Within  OCA.  the  DlrActor  shafi  desi^nofo  p  sinwie  consumer 
focal  point  to  ensure  that  adeouate  concnmer  renresentation 
Is  provided  for  all  HEW-reiatod  poti\HfiAC!  will  continue 
to  act  as  a  consumer  focal  point  for  tbe  antirp  Department, 
but  time  can  sometimes  be  saved  bv  contactincr  the  office  listed 
for  the  appropriate  region,  if  imorrn  (fina  Annopriix  B). 
Referrals  may  be  necessarv.  but  the  Officos  Hstad  are  respon¬ 
sible  for  assuring  a  prompt  and  substantive  response  in  any 
event. 

2.  Accountability.  The  Offioe  of  Consumer  Affairs,  with 
the  cooperation  of  the  Assistant  Rocretary  for  Public 
Affairs  and  the  Special  Assistant  to  the  Secretary  for  Ex¬ 
ternal  Affairs,  shall  be  responsible  for  program  account¬ 
ability  and  shall  provide  oversight  of  all  elements  in  the  im¬ 
plementation  of  the  Plan.  It  will  publl.sh  in  the  Federal  Reg¬ 
ister  and  Consumer  Register  an  Annual  Report  to  Consum¬ 
ers.  describing  how  each  element  of  the  Department  offered 
opportunities  for  consumer  representation  during  the  pre¬ 
vious  Fiscal  Year.  Consumer  comments  on  the  Report  will 
be  encouraged  in  order  to  increase  the  Department’s  respon¬ 
siveness. 

Each  HEW  principal  operating  component  and  Regional 
Office  shall  have  responsibllltv  for  implementing  this  Plan 
and  for  developing  its  own  consumer  representation  program, 
and  shall  submit  a  written  report  semi-annuallv  to  the  Office 
of  Consumer  Affairs  of  its  compliance  with  this  Plan. 

3.  Agency  Consumer  Coordinators.  The  Head  of  each  HEW 
principal  operating  component  and  each  HEW  Regional 
Director  shall  designate  a  consumer  coordinator  who,  in  this 
capacity,  shall  report  directly  to  him  or  her  and  shall  work 
with  the  Office  of  Consumer  Affairs.  The  person  so  designated 
will  assist  the  Administrator  in  coordination  of  the  agency’s 
activities  as  they  relate  to  consumer  interests.  There  shall  be 
regularly  schediiled  meetings  of  these  coT^sumer  coordinators 
with  the  Director,  Office  of  Consumer  Affairs,  the  Assistant 
Secretary  for  Public  Affairs,  and  the  Special  Assistant  to  the 
Secretary  for  External  Affairs.  The  consumer  coordinators 
Shan: 
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a.  Act  as  a  means  of  channeling  significant  agency  and 
Regional  Office  information  to  consumers  and  consumer 
groups; 

b.  Recommend  programs  for  open  communication  With 
consumer  leaders  and  organizations; 

c.  Increase  awareness  among  all  personnel  of  their  respon¬ 
sibility  to  serve  consumers ; 

d.  Reflect  consiuner  viewpoints  in  the  formulation  of 
agency  and  regional  office  policies  that  affect  consumers. 

The  Coordinator  shall  also  take  steps  to  see  that  consumer 
groups  and  representatives  have  access  to  officials  of  the  De¬ 
partment  with  responsibility  for  the  subject  matter  involved 
in  a  particular  problem  or  problem  of  interest  to  those  groups 
or  representatives. 

4.  Advisory  Committees.  There  are  currently  over  300  HEW 
advisory  committees  in  addition  to  the  Consumer  Advisory 
Council  to  the  Director  of  the  Office  of  Consumer  Affairs. 
Most  of  the  committees  act  in  a  technical  review  capacity.  A 
significant  number  rf  them,  however,  give  policy  advice  on 
various  program  matters. 

Most  of  those  who  commented  on  consumer  representa¬ 
tion  on  HEW  advisory  committees  felt  that  not  all  HEW 
advisoiy  committees  which  should  number  consumer  repre¬ 
sentatives  among  their  members  do  so,  or  that  in  many  cases 
so-called  consumer  representatives  lack  qualifications  to  ade¬ 
quately  represent  consumers.  In  response  to  these  comments 
the  Department  will  take  the  following  steps. 

Conduct  a  review,  in  consultation  with  consumer  repre¬ 
sentatives,  of  HEW  advisory  committees  to;  - 

1.  Determine  whether  persons  serving  as  consumer  representatives 
on  committees  which  have  legislatively  or  administratively  man¬ 
dated  consumer  representation  do  represent  the  target  groups  with 
which  these  programs  are  concerned; 

2.  Identify  additional  advisory  committees  to  which  consumer 
representatives  could  appropriately  and  legally  be  appointed; 

3.  Assess  the  degree  to  which  consumer  representatives  are  ori¬ 
ented  by  the  agencies  theyare  serving  to  the  agencies’  responsibili¬ 
ties,  programs  and  powers; 

4.  Publish  for  comment  the  findings  and  recommendations  of 
the  review  by  March  15, 1977. 

Require  HEW  agencies  to; 

1.  Assure  that  advisory  committees,  whose  composition  is  not 
prescribed  by  law  and  which  deal  with  matters  having  significant 
Impact  on  consumers,  shall  have  consumer  representation. 

2.  Systematically  publicize  in  a  timely  manner  scheduled  vacan¬ 
cies  for  consumer  representatives  on  advisory  committees,  including 
publication  in  the  Federal  Register,  release  to  the  media,  mailings 
to  consumer  groups,  etc.,  and  to  make  a  request  lor  nominations 
part  of  the  vacancy  announcement; 

3.  Publicize  In  the  same  way  appointments  of  ocnsumer  repre¬ 
sentatives  to)  advisory  committees,  and  mailing  addresses  at  which 
consumers  can  communicate  with  them; 

4.  Include  descriptions  of  representatives’  qualifications  in  such 
announcements. 

In  addition,  the  Department’s  Office  of  Consumer  Affairs 
which  has  by  Executive  Order  responsibility  for  assuring 
that  the  interests  of  consumers  are  considered  by  all  Federal 
agencies,  shall  conduct  a  review  identical  to  the  HEW  review 
.described  above  of  the  advisory  committees  of  all  Executive 
Branch  Departments  and  agencies  smd  work  with  the  De¬ 
partments  and  agencies  to  similarly  publicize  consumer  repre¬ 
sentative  vacancies,  appointments  and  mailing  addresses. 
The  Office  of  Consumer  Affairs  T^ill  also  compile  and  publish 
a  directory  of  relevant  Federal  advisory  committees  and 
their  consumer  representatives  and  addresses  at  which  con¬ 
sumers  can  send  them  suggestions,  etc.  This  directory  will  be 
'  available  by  March  15,  1977.  In  1978  the  directory  will  be  ex¬ 
panded  to  include  information  on  consumer  representatives’ 
qualifications. 

C.  MECHANISMS  FOR  CONSUMER  INFORMATION  DISSEMINATION 

In  order  to  contribute  to  the  agencies  planning  or  to  forth¬ 
coming  regulations,  the  consumer  must  have  information 
available  on  agencies’  programs  and  goals.  To  provide  this 
information,  HEW’s  Consumer  Representation  Plan  calls  for 
increasing  communication  to  consumers  on  issues  and  de¬ 
cisions,  and  providing  feedback  to  consumers  on  their  com¬ 
ments. 

1.  Consumer  Information  Coordination.  The  Secretary  has 
designated  the  Director,  Office  of  Consumer  Affairs,  and  the 


Assistant  Secretary  for  Public  Affairs  Coordinators  for  Con¬ 
sumer  Information.  The  Coordinators  shall: 

Review  HEW  consumer  information  to  assure  that  it  is  in  plain 
English. 

Assure  that  HEW  agencies  utilize  all  appropriate  media,  in¬ 
cluding  print,  radio,  television,  posters  and  exhibits,  to  assure  wide 
dissemination  of  HEW  consumer  information. 

In  cooperation  with  the  Office  of  the  Federal  Register,  develop 
a  system  for  coordinating  summaries  and  digests  of  HEW  Federal 
Register  notices  to  assure  their  comprehensibility  and  dissemina¬ 
tion  to  consumers. 

Coordinate  consumer  Information  publications  and  radio  and 
television  productions  of  HEW  agencies  with  other  Federal  agencies 
to  avoid  duplication  of  effort  and  funds. 

Because  the  Office  of  Consumer  Affairs  has,  by  Executive 
Order,  responsibility  for  coordinating  the  consumer  programs 
of  all  Federal  agencies,  the  President  has  directed  the  Di¬ 
rector,  Office  of  Consumer  Affairs,  to  provide  the  consumer 
information  coordinative  services  listed  above  for  all  Federal 
agencies. 

Consequently: 

( 1 )  OCA  shall  designate  a  coordinator  of  Federal  consumer 
information  and 

(2)  An  interdepartmental  Consumer  Education  and  Infor¬ 
mation  Liaison  group  has  been  established  to  provide  a  for¬ 
um  for  interagency  communication  about  and  setting  of 
standards  for  Federal  consumer  information  and  education. 

The  OCA  coordinator  will  ensure  that  all  Federal  con¬ 
sumer  information  is  easily  understandable,  widely  dissem¬ 
inated  and  non-duplicative. 

2.  Communication  to  Consumers  on  Issues  and  Decisions. 
Infoi’mation  on  issues  and  decisions  of  HEW  will  be  provided 
to  consumers  through  the  following  channels: 

Federal  Register 

Consumer  News  and  Consumer  Register 

Conferences 

Press  Releases 

Speech  and  Testimony 

Informal  meetings  with  consumer  groups 

General  mailings  and  media  coverage 

Mailings  tailored  to  specialized  groups 

Hearings 

All  proposed  and  final  standards,  regulations  and  guidelines 
are  published  in  the  Federal  Register.  Copies  will  be  pre¬ 
pared  and  distributed  to  known  interested  parties.  Copies 
will  also  be  sent  to  parties  who  contributed  to  development 
of  the  regulations.  HEW  agencies  maintain  mailing  lists  and 
distribute  press  releases  on  significant  Department  decisions 
and  findings.  Each  release  includes  the  name  and  telephone 
number  of  an  individual  to  contact  for  further  information. 
Press  conferences  are  held  on  significant  Department  actions 
and  findings.  The  public  and  the  press  are  notified  of  such 
conferences  and  afforded  an  opportunity  for  discussion 
through  a  question-and-answer  session  following  the  con¬ 
ferences. 

There  are  a  number  of  news  reporting  services  which  are 
kept  current  on  HEW  activities.  Through  them  a  large  seg¬ 
ment  of  the  concerned  public  is  kept  informed  of  actions 
and  activities  of  the  Department.  Moreover,  selected  con¬ 
sumer-related  standards,  regulations  and  guidelines  are  sum¬ 
marized  in  non-technical,  understandable  language  in  the 
OCA  Consumer  News  or  Consumer  Register. 

3.  Feedback  on  Consumer  Comments.  When  a  consumer  or 
group  has  contributed  technical  data  in  support  of  a  pro¬ 
posed  rulemaking  or  policy  on  has  raised  a  technical  point,  a 
staff  member  of  the  office  preparing  the  rulemaking  or  policy 
will  respond  to  the  consumer,  either  by  mail  or  telephone  to 
deliver  HEW’s  response.  When  appropriate,  a  meeting  is  set 
up  to  provide  and  obtain  further  information. 

Each  major  comment  related  to  a  proposed  Department  ac¬ 
tion  is  analyzed,  and  a  response  is  prepared.  Depending  on 
the  nature  of  the  letter,  this  response  will  acknowledge 
the  letter,  provide  an  indication  of  concurrence  with 
the  commenter,  or  explain  the  rationale  for  the  rejection 
of  the  comment.  A  report  summarizing  such  comments  will 
be  prepared  and  made  available  to  the  public.  In  addition 
the  preamble  to  the  final  regulation  shall  provide  a  summary 
of  major  comments  and  the  Department’s  response.  Copies 
of  the  final  regulations,  including,  such  summaries  are  sent  to 
individuals  who  have  requested  or  provided  information. 
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4.  Consumer  Conferences.  The  OflSce  of  Consumer  Affairs 
Jias  foxmd  consumer  conferences  to  be  extremely  useful  in 
obtaining  citizen  opinions  aiid  ideas  for  use  in  policy  formu> 
lation.  Therefore,  OCA  shall  continue  to  work  with  other 
agencies  to  identify  other  areas  which  would  be  appropriate 
subjects  for  future  consmner  conferences. 

Since  consiuner  conferences  can  be  used  for  general  and 
informational  purposes  as  well  as  specific  program  planning, 
each  of  the  Department’s  programs  may  conduct  consumer 
conferences  of  its  own  or  participate  in  relevant  consumer 
conferences  arranged  by  other  programs  or  private  organiza¬ 
tions.  When  planning  conferences,  efforts  shall  be  made  to 
balance  points  of  view  and  to  invite  diverse  consumer  groups. 

In  the  planning  of  consiuner  conferences  at  the  Regional 
level,  HEW  Regional  Offices  shall  coordinate  with  consumer 
groups  to  provide  for  maximum  of  exchange  of  ideas  and  in¬ 
formation  and  to  obtain  opinions  on  HEW  policies  and  pro¬ 
grams  from  all  interested  consumer  groups  and  citizens.  In 
scheduling  these  conferences,  efforts  shall  be  made  to  hold 
the  meetings  in  locations  and  at  times  which  are  convenient 
for  a  broad  section  of  the  public  to  attend.  The  conferences 
shall  be  open  to  the  public.  Special  mailings  shall  be  used  to 
notify  consiuners  and  special  interest  groups. 


The  responsible  HEW  official,  program  or  Regional  Office 
will  provide  feedback  to  citizens  on  their  recommendations. 

5.  Liaison  With  Consumer  Groups.  HEW  will  maintain  reg¬ 
ular  contacts  with  consumer  groups  at  both  the  national  and 
regional  levels. 

Working  with  the  Special  Assistant  to  the  Secretary  for 
External  Affairs  and  the  Office  of  Consumer  Affairs,  each 
HEW  program  shall  develop  standing  arrangements  that  pro¬ 
vide  to  the  maximum  extent  practicable  for  appropriate  con¬ 
sultation  and  exchange  of  views  prior  to  decision-making 
with  interested  persons  and  consumer  organizations  on  the 
development  or  revision  of  major  policies  or  programs.  Such 
arrangements  shall  Include  maintenance  of  a  list  of  persons 
and  organizations  who  have  indicated  interest  in  participat¬ 
ing  in  the  decisionmaking  process  and  contact  with  them  be¬ 
fore  issues  are  resolved.  The  HEW  Office  of  Consumer  Affairs 
and  the  Special  Assistant  to  the  Secretary  for  External  Af¬ 
fairs  shall  assist  as  necessary  in  compiling  such  lists.  In  addi¬ 
tion,  each  HEW  agency  shall  regularize  its  contact  with  con¬ 
sumer  groups  by  periodically  scheduling  meetings  to  permit 
consumers  to  present  their  views  on  major  program  or  policy 
actions.  Appropriate  program  policy  or  technical  Information 
for  such  meetings  will  be  provided  to  interested  individuals. 
HEW  shair continue  to  provide  to  the  public  the  rationale 
for  such  decisions. 
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Appendix  B — Consumer  Contact  Points 

Office  of  Consumer  Affairs,  Department  of  Health,  Education,  and 
Welfare,  Washington,  D.C.  20201,  202/245-6164. 

Consumer  representation  information — ^202/246-1967. 

Regional  Focal  Points 
Edward  F.  O’Connell,  Sjiecial  Assist¬ 
ant  to  the  Regional  Director,  De¬ 
partment  of  Health,  Education, 
and  Welfare,  John  Fitzgerald 
Kennedy  Federal  Building,  Gtov- 
emment  Center,  Boston,  Massa¬ 
chusetts  02203;  (617)  233-6084. 
Robert  B.  O’Connell,  Assistant  Re¬ 
gional  Director  for  Public  Affairs, 
Department  of  Health,  Education, 
and  Welfare,  Federal  Building,  26 
Federal  Plaza,  New  Tork,  N.Y. 
10007;  (212)  264-3620. 

Joseph  Yarbrough,  Assistant  Re¬ 
gional  Director  for  Intergovern¬ 
mental  Affairs,  Department  of 
Health,  Education,  and  Welfare, 
3636  Market  St.,  Philadelphia,  Pa. 
19101;  (215)  696-6476. 

Walter  D.  Branch,  ARD/Intergov- 
ernmental  Affairs,  Department  of 
Health,  Education,  and  Welfare,  60 
Seventh  St.  N£.,  Atlanta,  Oa. 
30323;  (404)  286-3873. 

Lee  Feldman,  ARD/Public  Affairs, 
Department  of  Health,  Education, 
and  Welfare,  300  South  Wacker 
Dr.,  Chicago,  Ill.  60606;  (312)  363- 
5164. 

William  Van  Rush,  Jr.,  ARD/Publlc 
Affairs,  Department  of  Health, 
Education,  and  Welfare,  1114  Com¬ 
merce  St.,  Dallas,  Tex.  75202;  (214) 
729-2436. 

Richard  Wall,  Public  Information 
Specialist,  Office  of  Public  Affairs, 
Department  of  Health,  Education, 
and  Welfare,  601  East  12th  St., 
Kansas  City,  Mo.  64106;  (816) 

768-3438. 

Carl  Coleman,  ARD/Public  Affairs, 
Department  of  Health,  Education, 
and  Welfare,  1961  Stout  St.,  Den¬ 
ver,  Colo.  80202;  (303  )  327-2694. 
Robert  Pouts.  ARD/Publlc  Affairs, 
Department  of  Health,  Education, 
and  Welfare,  Federal  Office  Build¬ 
ing,  60  Fulton  St.,  San  Francisco, 
Calif.  94102;  (416)  66^2246. 
Richard  Grant,  ARD/Intergovern- 
mental  Affairs,  Department  of 
Health,  Education,  and  Welfare, 
Arcade  Plaza,  1321  Second  Ave., 
Seattle,  Wash.  98101;  (206)  390- 
1290. 

Appendix  C — Synopsis  of  Public  Comments  on  the  Proposed  De¬ 
partment  OF  Health,  Education,  and  Welfare  Consumer  Rep¬ 
resentation  Plan 

A  proposed  HEW  Consumer  Representation  Plan  (CRP)  was  pub¬ 
lished  with  the  CRPs  of  all  17  Federal  Executive  Agencies  and  De¬ 
partments  in  the  Federal  Register  of  November  26,  1975.  Inter¬ 
ested  persons  were  invited  to  comment.  Regional  CRP  conferences 
in  nine  cities  across  the  country  were  held  during  January  1976 
to  further  inform  consumers  and  to  stimulate  response.  In  addition, 
a  formal  hearing  on  the  HEW  Consumer  Representation  Plan  was 
held  in  Washington  on  February  27,  in  which  Interested  parties 
testified.  Individuals  were  given  until  March  1,  1976,  to  file  written 
comments.  ’Two  hundred  and  seventy-five  written  comments  were 
received  in  addition  to  oral  comments  delivered  at  the  plenary  ses¬ 
sions  of  the  nine  conferences  and  the  HEW  workshops  at  the  KartBan 
City,  Philadelphia  and  Los  Angeles  conferences.  Both  oral  and 
written  comments  are  categorized  below.  Hie  oral  comments  are  not 
quantified  because  the  poor  intelligibility  of  one  of  the  tapes  made 
quantification  arbitrary. 


The  comment  summarized  below  has  been  carefully  considered  in 
developing  the  Department’s  final  plan.  The  major  comments,  in 
fact,  resulted  in  the  development  of  an  entirely  new  plan.  Com¬ 
ments  regarding  the  proposed  plans  of  HEW  agencies  have  also 
been  considered,  although  not  in  every  case  adopted,  by  the  agen¬ 
cies  in  their  planning  of  consumer  representation  activities.  The 
Departmental  initiatives  in  the  HEW  plan  are,  of  course,  binding  on 
HEW  agencies. 

GENERAL  COMMENTS:  MOST  OR  ALL  HEW  AGENCIES 

Fifty-six  respondents  mentioned  problems  pertaining  to  the  gen¬ 
eral  distribution  of  consumer  information  on  regulatory  and  other 
policy  issues,  the  need  for  consumer  education  to  assure  effective 
participation  in  the  HEW  decisionmaking  process,  and  training  for 
participation  in  technical  areas  such  as  health  planning  or  educa¬ 
tion  councils.  Thirty-four  written  comments  stressed  the  need  for 
consumer  Involvement  in  proposed  rulemaking  before  publication 
in  the  Federal  Register.  Six  of  these  also  proposed  that  substan¬ 
tive  comments  receive  a  substantive,  analytic  response,  either  as 
part  of  the  final  regulation  or  in  correspondence,  and  one  of  these 
suggested  a  mechanism  to  monitor  the  quality  of  analysis.  The  need 
for  consumer  critique  of  the  implementation  of  plans  which  affect 
the  consumer  at  the  local  level  was  mentioned  in  eight  statements. 
Eighteen  cited  the  lack  of  an  Identifiable  person  or  focal  point  to 
whom  consumers  could  address  themselves  and  expect  a  prompt, 
substantive  response.  Regular  meetings  with  consumer  representa¬ 
tives  was  the  recommendation  of  six  respondents,  five  of  them  em¬ 
phasizing  meetings  at  the  local  level.  Five  comments  requested 
that  the  CRPs  be  made  mandatory  rather  than  discretionary,  with 
enforcement  capability,  l.e.,  that  sanctions  be  applied  to  agencies 
that  disregard  the  CRP. 

Consumer  representatives  on  Federal  councils  or  panels  were 
the  subject  of  17  comments.  Fourteen  requested  a  specific  defini¬ 
tion  of  the  term  “consumer”  which  would  accurately  reflect  the 
general  citizenry  as  opposed  to  professionals  or  what  were  consid¬ 
ered  to  be  “vested  interests.”  Additionally,  nine  statements  ad¬ 
dressed  the  absence  or  insufficient  consideration  of  the  handicapped 
in  all  HEW  CRPs.  Consumer  participation  in  the  planning  process 
was  the  subject  of  19  comments.  Essentially,  these  requested  repre¬ 
sentation  at  all  levels  of  planning  and  policy  development  for 
low-income  groups,  minorities,  and  those  persons  considered  to  be 
educationally  disadvantaged.  Six  comments  suggested  financial  . 
compensation  for  “volunteer”  consumer  representatives,  pointing 
out  that  professionals  and  industry  representatives  receive  Income 
fr<»n  thir  employers  in  addition  to  compensation  for  travel  and 
other  expenses  when  serving  as  advisors  to  the  Federal  Government. 
One  comment  addressed  the  issue  of  the  need  for  in-service  human 
relations  training  for  Federal  employees  who  deal  with,  or  plan  for, 
consumers.  Another  comment  complained  of  vague  and  ambiguous 
language  in  the  CRP  and  suggested  greater  specificity  and  clarity. 

The  absence  of  complaint  procedures  or  systems  in  the  plan  was 
cited  by  seven  conunents  and  the  omission  of  Consumer  Representa¬ 
tion  Plans  for  the  Offices  of  Human  Development  and  Civil  Rights 
was  criticized  by  five.  Another  comment  made  by  four  representa¬ 
tives  of  consumer  groups  was  that  none  of  the  CRPs  provide  con¬ 
sumers  with  specific  new  legal  rights  or  (^ppeal  processes.  One 
respondent  suggested  that  all  plans  should  show  the  functions  and 
responsibilities  of  each  agency  and  the  offices  within  it. 

Three  re^ondents  objected  to  the  format  or  location  of  the 
regional  conferences.  Criticized  were  the  lack  of  germaneness  of 
many  consumer  comments,  Inadequate  enforcement  of  the  three- 
minute  limit  on  consumer  statements,  and  the  fact  that  con¬ 
sumers  who  were  not  located  near  the  cities  in  which  regional  con¬ 
ferences  were  held  could  not  afford  to  attend  them. 

Oral  comments  made  at  regional  CRP  conference  plenary  ses¬ 
sions  and  at  HEW  workshops  in  Kansas  City,  Philadelphia  and  Los 
Angeles  reflected  almost  identical  consumCT  concerns.  Consumer 
review  before  regulations  are  prc^iosed,  and  the  need  for  consumer 
representation  at  all  levels  of  decisionmaking  were  the  dominant 
issues.  The  need  f<H:  clear,  specific  information,  easily  available  to 
the  consumer  was  the  next  meet  frequent  comment.  The  absence 
of  a  focal  point,  the  need  for  consumer  representation  enforce¬ 
ment  powers,  representation  of  minorities  and  the  handicapped, 
and  consumer  training  for  i>artlcipatk>n  on  advisory  coimcils 
were  also  prominently  mentioned.  The  need  for  in-servico  -training 
for  Federal  officials  so  that  they  would  be  more  sensitive  to  con¬ 
sumer  concerns  also  surfaced,  and  a  separate  consumer  agency 
received  sui^iort.  Conference  formats  and  locations  received 
criticism  similar  to  that  in  -the  written  comments.  In  addition,  sev¬ 
eral  participants  felt  -that  conferences  should  not  have  been  held 
during  working  hours.  While  some  participants  criticized  the 
conferences  as  wastes  of  resources  that  could  have  been  used  for 


Region  I.  —  Connecticut, 
Maine,  Massachusetts,  New 
Hampshire,  Rhode  Island, 
Vermont. 


Region  11. — ^New  York,  New 
Jersey,  Puerto  Rico,  Virgin 
Islands. 


Region  III. — ^Delaware,  Mary¬ 
land,  Pennsylvania,  Vir¬ 
ginia,  West  Virginia,  Dis¬ 
trict  of  Columbia. 


Region  IV. — Alabama,  Flor¬ 
ida,  Georgia,  Kentucky, 
Mississippi,  North  Caro¬ 
lina,  South  Carolina,  Ten¬ 
nessee. 

Region  V. — ^Illinois,  In¬ 
diana,  Michigan,  Minne¬ 
sota,  Ohio,  Wisconsin. 


Region  VI. — Arkansas,  Lou¬ 
isiana,  New  Mexico,  Okla¬ 
homa,  Texas. 


Region  VII. — ^lowa,  Kansas, 
Missouri,  Nebraska. 


Region  VIII.  —  Colorado, 
Montana,  North  Dakota, 
South  Dakota,  Utah,  Wyo¬ 
ming. 

Region  IX. — Arizona,  Cali¬ 
fornia,  Hawaii,  Nevada, 
Guam,  Trust  Territory  of 
the  Pacific  Islands,  Amer¬ 
ican  Samoa. 

Region  X. — ^Alaska,  Idaho, 
Oregon,  Washington. 
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moro  effeoUve  means  ot  consumer  r^resentation.  others  liked  yhat 
eeveral  termed  the  "town  meeting"  approach  and  felt  that  Hpw 
should  use  K  more  extensively.  ' 

At  the  focmal  hearing  held  in  Washington,  D.C..  February  27, 
1976,  seven  peracms  submitted  testimony  to  the  Hearing  Clerk. 
The  need  for  dtssemlnatkm  of  tnformaUon,  consumer  Input  at  the 
local  level  and  participation  of  advisory  councils  were  the  substance 
of  the  comments.  Several  professional  organizations  offered  their 
services  in  achieving  these  goals.  Prompt  response  to  consumer  com¬ 
plaints  was  also  targeted  as  a  desirable  addition  to  an  plans. 

specific:  office  of  CONSTTMER  affairs  (OCA) 

Of  13  written  comments  which  related  to  the  OCA.  six  applied 
to  the  need  for  State  and  local  government  consumer  officials  and 
consumer  group  representatives  to  participate  In  Federal  consumer 
policy  decisions.  Information  dissemination,  the  need  for  OCA  to 
present  both  sides  of  disputed  issues  In  Information  It  distributes, 
“feedback"^  and  follow-up  were  also  stressed.  One  respondent 
p>ointed  out  that  (XJA  should  implement  the  recommendations 
of  the  study  of  complaint  handling  it  had  commissioned  which 
included  a  complete  system  for  processing  complaints.  This  re¬ 
spondent  urged  that  OCA  alter  Its  staffing  and  budgeting  pattern 
so  that  a  greater  ratio  of  personnel  with  policy  development  caps-  • 
billty  could  broaden  the  office’s  activity  In  represent!^  consumer 
interests  before  Federal  agencies.  Other  comments  suggested  that 
either  OCA  or  an  appointed  Ombudsman  serve  as  a  well-identified 
source  of  Information  and  redress  for  consumers.  Seven  <x>m- 
ments  urged  that  OCA  assume  a  lead  role  In  simplifying  the  lan¬ 
guage  of  Federal  regulations.  Two  comments  propos^  that  (XIA 
serve  as  a  clearinghouse  for  nominations  of  consumer  representa¬ 
tives  to  Federal  advisory  councils  and  related  comments  proposed 
that  OCA  Increase  the  number  of  disadvantaged  and  minority  con- 
summer  representatives  on  such  councils. 

specific:  social  securitt  administration  (SSA) 

Fourteen  comments  concerned  the  need  for  provision  in  SSA’s 
CRP  for  adequate  and  direct  distribution  of  Information  to  the 
elderly  at  the  neighborhood  level.  Respondents  pinpointed  excep¬ 
tions  to  SSA's  general  rules  as  Information  which  would  be  of 
partlcnilar  value  and  was  unavailable  to  most.  The  need  for 
consultation  with  consumers  prior  to  drafting  regulatory  pro¬ 
posals  and  the  need  for  clear  and  simple  language  In  SSA  regula¬ 
tions  and  other  communications  was  stressed.  One  consumer  group 
stated  that  SSA  avoids  comments  on  broad  areas  of  policy  by  such 
devices  as  Inclusion  in  the  Claims  Manual,  instead  of  publication 
In  the  Federal  Register,  with  no  opportunity  for  consumer  partici¬ 
pation.  Inclusion  of  the  elderly  on  proposed  panels  or  advisory  coun¬ 
cils  was  the  subject  of  four  comments.  Two  respondents  said  that 
the  agency  does  not  have  a  good  consumer  complaint  resolution 
mechanism  In  the  plan,  with  one  complaining  waiting  periods 
of  up  to  six  months  for  answers  as  being  not  unusuaL 

The  plenary  sessions  and  workshops  refiected  the  same  (xincems. 
Additionally,  one  individual  said  the  SSA  plan  represented  no 
change  In  the  agency’s  regard  for  constitutional  rights  of  clients 
or  the  Impact  of  regulations  on  clients.  Another  statement  asked 
that  the  plan  Include  provision  of  bilingual  employees  to  assist 
clients  for  whom  English  Is  a  second  language. 

At  the  formal  hearing  In  Washington  on  February  27,  1976, 
testimony  was  offered  which  endorsed  the  concept  of  an  Ombuds¬ 
man  for  SSA,  provided  that  person  was  truly  representative  of 
OOTisumer  (beneficiary)  Interests,  and  pr(^>o8ed  a  consumer  advisory 
group  composed  solely  of  beneficiaries. 

specific:  social  and  rehabilitation  SERVICX  (SRS) 

Public  assistance  receplents’  problems  with  food  stamps  were 
the  subject  of  four  comments,  suggesting  a  need  for  better  co¬ 
ordination  between  SRS  and  the  Food  and  Nutrition  S^wice  of  the 
Department  of  Agriculture.  Two  respondents  said  the  plan  did  not 
cMldress  the  question  of  the  "borderline  poor"  as  It  applied  to  hous¬ 
ing  and  other  benefits  for  which  they  Just  miss  being  eligible.  Many 
respondents  requested  that  they  be  placed  on  SRS’s  mailing  list 
for  advance  notices  of  proposed  rulemaking  and  related  materials. 
Also  one  comment  said  the  SRS  plan  represented  no  change  and 
two  other  comments  questioned  SRS’s  sincerity  about  consumer 
representation  and  Its  ccMnmitment  to  adopting  the  views  of  con¬ 
sumers  on  prcqxjsed  rules.  One  consumer  group  said  that  SRS  short- 
circuits  the  rulemaking  process  by  Issuance  of  action  transmittals 
which  attempt  to  change  agency  policy,  or  by  publishing  Final 
Rules  wltbout  having  first  publl^ed  proposed  rules  for  comment, 
when  such  haste  Is  not  required.  Similar  comments  came  out  of 
the  plenary  sessions  and  workrimpe. 


sFscinc:  education  division  (e) 

Four  comments  spoke  to  consumer  representation  on  advisory 
groups  or  councils,  specifically  the  Inclusion  of  elementary  school 
educators,  students,  and  broad  community  representation  which 
would  comprehend  "potential”  consumers.  The  plan  Itself  was 
said  by  two  respondents  to  be  "exhortlve"  rather  than  action- 
oriented,  and  the  vague  language  precluded  agency  accountability 
for  proposed  change.  A  complaint  mechanism  with  adequate  follow¬ 
up  by  employees  who  were  charged  with  being  “responsive"  was 
suggested  In  three  statements. 

’The  National  Institute  of  Education  plan  was  cited  because  it  did 
not  provide  for  solicitation  of  consumer  views  prior  to  decisions  on 
grants.  Also,  more  Information  from  NIK  to  consumers'  was 
requested. 

At  the  plenary  sessions  and  workshops,  respondents  said  the  plan 
did  not  provide  for  a  focal  point  for  consumer  inquiries  or  com¬ 
plaints;  and  that  regulations  were  full  of  "red  tape”  which  dis¬ 
couraged  full  use  of  available  assistance.  Several  representatives  of 
such  groups  requested  that  professional  educators  and  their  as¬ 
sociations  be  considered  “consumers.”  Other  comments  suggested 
that  consumers  be  specifically  defined  and  that  communication 
between  consumers  on  one  hand  and  planners  and  regulators  on 
the  other  hand  be  Improved.  Improvements  In  consumer  partici¬ 
pation  in  developing  minority  education  programs,  the  appoint¬ 
ment  of  a  non-Pederal  coordinator  to  monitor  the  Implementa¬ 
tion  of  the  Education  Division’s  CRP,  and  the  making  of  consumer 
representation  the  controlling  factor  In  the  basic  planning  of  E 
programs  were  the  substance  of  the  remaining  oral  comments. 

At  the  Washington  hearing,  a  detailed  statement  spoke  to  the 
question  of  professional  consumer  educator  representation  in  all 
facets  of  Part  P,  Consumer  and  Homemaking,  of  the  Vocational 
Education  Act,  including  legislation  under  consideration,  reach¬ 
ing  target  groups,  participation  in  national  conferences,  avoidance 
of  duplicative  services,  funding,  and  selection  of  advisory  boards  or 
councils. 

specific:  public  health  service  (PHS) 

The  Public  Health  Service’s  Consumer  Representation  Plan  elic¬ 
ited  five  written  comments  relating  to  the  National  Health  Plan¬ 
ning  and  Resource  Development  Act  (P.  L.  93-641).  The  qualifica¬ 
tions  of  the  consumer  representatives  were  a  basic  issue  in  all 
comments.  Recommended  were  the  election  or  appointment  of  an 
Ombudsman  and  neighborhood  meetings  at  which  a  consensus 
opinion  would  be  retwjhed  and  related  to  the  health  service  agency 
board  as  the  official  consumer  position  on  any  issue.  Training  and 
education  for  specific  consumer  functions  under  the  law  were  sug¬ 
gested,  In  addition  to  a  network  system  of  consumer  information 
for  better  communication,  and  consumer  evaluation  of  the  Imple¬ 
mentation  of  the  program.  One  comment  on  patients’  rights  sug¬ 
gested  that  fragmentation  within  the  bureaucracy  resulted  in  ap¬ 
plication  of  regulations  that  was  “limiting,  unconsultative  and  even 
abusive”  to  patients’  rights.  ’Two  comments  requested  additional 
detail  on  the  consumer  representation  programs  and  plans  of  the 
Alcohol,  Drug  Abuse,  and  Mental  Health  Administration.  ’Two 
respondents  criticized  the  Office  of  Nursing  Home  Affairs  for  in¬ 
cluding  nursing  home  operators  In  its  definition  of  "consumer.” 

The  plenary  sessions  and  workshops  also  generated  comments  on 
P.  L.  93-641.  In  substance,  they  requested  greater  consumer  input 
In  selection  of  consumer  representatives,  with  a  clearer  definition 
of  consumer,  regulations  reduced  to  simple  English,  feedback  as  the 
law  is  Implemented,  and  financial  reimbursement  for  consumers 
who  participate.  A  relative  lack  of  concern  for  nursing  home  pa¬ 
tients  as  compared  to  nursing  home  operators  was  also  a  subject 
of  oral  comment. 

specific:  office  of  human  development  (HD) 

Fourteen  comments  related  to  the  elderly.  These  were  In  part 
not  relevant  to  procedures  for  consumer  representation,  but  com¬ 
plained  of  the  absence  of  provisions  within  the  HEW  CRP  to  Im¬ 
prove  services  to  the  aged,  such  as  transportation  and  congregate 
feeding.  Quite  relevant,  however,  were  comments  urging  a  CRP  for 
HD.  and  more  consmner  psui^lclpation  in  developing  proposed  regu¬ 
lations  before  they  are  published,  local  or  neighborhood  sources  of 
Information  on  assistance,  benefits  and  referrals  for  the  aged,  as  well 
as  a  f<x;al  point  for  aged  consumer  contact  with  HEW. 

At  the  plenary  sessions  and  workshops  a  number  of  comments 
cited  the  elderly  as  a  group  whose  needs  are  not  well  understood  by 
Federal  planners,  as  a  reservoir  of  talent  for  volunteer  service  on 
councils  and  commlsBlons,  and  as  consumers  who  are  not  consulted 
prior  to  or  after  the  Implementation  of  regulations  or  laws  which 
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aSect  their  lives.  The  need  for  child  representation  In  the  decision¬ 
making  process  of  programs  which  affect  children  was  also  cited. 

specific;  begulatort  review  and  reform 

Thirteen  written  comments  were  received.  One  asked  for  review 
of  duplication  by  HEW  agencies  because  of  program  regulatory  re¬ 
quirements.  Another  suggested  that  all  agencies  adopt  the  pro¬ 
posed  HEW  regulation  which  would  permit  a  waiver  when  two  or 
more  regulations  taken  together  are  in  conflict.  Several  suggested 
that  regulations  published  In  the  Federal  Begisteb  be  more  suc¬ 
cinctly  stated,  with  less  “bureaucratese."  One  comment  proposed 
that  regulations  should  be  written  so  that  needed  services  to  a  par¬ 
ticular  segment  of  society  were  not  precluded  because  of  the  nar¬ 
row  range  of  conditions  for  eligibility.  Increased  availability  of  in¬ 
formation,  the  use  of  simple  language,  and  agency  responsibility  to 
represent  and  protect  consumer  interests  were  the  subjects  of  the 
balance  of  comments  received.  The  workshc^s  and  plenary  sessions 


elicited  similar  comments.  Comments  were  made  regarding  the 
unnecessary  “red  tape"  of  regulations,  "obtuse"  language,  absence 
of  constuner  Input  into  proposed  regulations,  and  changes  without 
consumer  notification  or  review.  Designated  agency  contacts  were 
suggested  for  individuals  or  groups  who  had  particular  needs  relat¬ 
ing  to  the  regulatory  process.  These  contact  persons  would  be  re¬ 
sponsible  for  general  dissemination  of  information  to  the  public  on 
regulations  which  had  direct  impact  on  consumers. 

OTHER  COMMENTS 

Thirty-seven  written  comments  were  judged  to  have  no  appli¬ 
cation  to  the  proposed  plan  because  they  were' beyond  the  plan's 
scope.  These  included  employment  requests,  offering  of  services 
from  the  private  sector,  12  suggestions  that  an  independent  con¬ 
sumer  agency  be  established,  and  12  complaints  which  pertained  to 
individual  difficulties  with  HEW  agencies.  The  latter  were  referred 
for  appropriate  action,  with  a  request  for  a  copy  of  responses  to 
the  Office  of  Consumer  Affairs. 
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I.  Statement  op  Purpose 

HUD  initially  specified  four  primary  national  goals  for 
Fiscal  Year  1976:  promoting  viable  communities,  providing 
decent  housing.  acUeving  equal  opportunity,  and  effectively 
coping  with  natural  disasters.  Against  a  background  of  in- 
creasing  HUD  regulatory  and  consumer  responsibilities,  how¬ 
ever,  HUD  added  a  significant  additional  goal: 

TO  ASSURE  THAT  THE  BASIC  RIGHTS  OF  CONSUMERS  ARE  CONSIDERED 

AND  RESPECTED  IN  ALL  HOUSING  AND  COBIMUNITT  DEVELOPMENT 

ACTIVITIES. 

This  gocd  encompasses  three  objectives : 

To  develop,  jiromulgate,  and.  to  the  extent  appropriate, 
assist  in  the  enforcement  of  meaningful  guidelines,  standards 
and  regulations  aimed  at  protecting  consumers  against  abuses 
In  housing  and  community  development. 

To  assure,  to  the  extent  appropriate,  that  effective  remedies 
are  available  to  consumers. 

To  provide  for  effective  communication  between  HUD  and 
consumers  on  issues  of  policy,  and  to  respond  in  a  timely 
fashion  to  consumer  complaints  and  information  requests. 

The  purpose  of  the  HUD  Consumer  Bepres^tation  Plan  is 
to  insure  that  the  goals  and  objectives  outlined  here  are  met. 

n.  Executive  Summary 

One  of  the  five  primary  HUD  national  goals  is  “to  assure 
that  the  basic  rights  of  consumers  are  considered  and  re¬ 
spected  in  all  housing  and  community  development  activi¬ 
ties.”  To  achieve  this  goal.  HUD  policy-makers  and  program 
managers  will  design  their  programs  with  an  imderstanding 
of  consumer  needs.  That  imderstanding  requires  that  the 
Department  will  afford  consumers  a  reasonable  and  timely 
opportunity  to  c(Hnmunlcate  their  views  to  decision-makers, 
provide  access  to  relevant  background  information,  provide 
access  to  an  informed  representative  within  each  Department 
program  for  a  prompt  response  to  their  questions  and  com¬ 
plaints  and  have  a  knowledgeable  advocate  within  the  agency 
to  represent  their  views  in  the  decision-making  process. 

Affirmative  steps  have  been  planned  or  taken  to  assure  that 
consumer  needs  are  imderstood,  considered  and  acted  upon  by 
HUD  policy-makers.  This  plan  Identifies  the  actions  being 
planned  and  taken. 

1.  HUD  has  consolidated  its  consumer  and  regulatory  func¬ 
tions  under  an  Assistant  Secretary  for  Consumer  Affairs  and 
Regulatory  Functions.  This  Office  will  provide  a  clear  access 
point  for  consumers,  represent  consumer  int^ests  in  De¬ 
partmental  policy-making,  act  to  see  that  consumer  com¬ 
plaints  are  satisfactorily  handled,  and  seek  ways  to  Improve 
HUD  communications  with  consumers.  The  Office  has  reg¬ 
ulatory  responsibffitles  in  areas  dealing  with  Interstate  land 
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sales,  mobile  home  construction  standards  and  real  estate 
settlement  procedures:  and  services  as  coordinator  for  HUD 
programs  and  policies  for  the  elderly,  handicapped  and  for 
Indian  affairs.  The  Office  is  part  of  the  Departmental  issuance 
system,  with  authority  to  nonconcur  and  appeal.  Consumer 
Affairs  and  Regulatory  Functions  (CARF)  also  has  the  au¬ 
thority  to  seek  review  of  program  decisions  by  the  Secretary 
and  Under  Secretary. 

2.  Each  Program  Assistant  Secretary  and  Regional  Admin¬ 
istrator  has  designated  a  consumer  affairs  representative  who 
is  responsible  for  seeing  that  consumer  inquiries  are  handled. 

3.  Use  of  the  advance  notice  of  proposed  rule  making  has 
been  increased,  regular  meetings  between  HUD  officials  and 
consumer  groups  will  be  planned,  and  a  consumer  com¬ 
munications  network  has  been  prepared.  All  program  offices 
will  actively  solicit  consumer  and  consumer  interest  group 
comments  on  pending  policy  decisions. 

4.  HUD  is  establishing  a  consumer  complaint  and  inquiry 
handling  system  to  expedite  handling  consiuner  complaints 
and  information  requests.  A  reporting  system  is  also  being 
developed  to  provide  management  with  information  as  to  the 
nature,  frequency,  and  subject  of  the  consumer  complaints 
received. 

CARP  has  the  authority  to  monitor  consumer  complaint 
appeals  processes  of  program  areas  and  to  refer  to  the  Secre¬ 
tary  the  need  for  an  improved  appeals  system  where  required. 

5.  HUD  is  Improving  and  expanding  its  consumer  education 
materials,  with  consumer  participation. 

6.  HUD  is  establishing  a  procedure  for  issuing  consumer  in¬ 
formation  news  releases,  and  for  providing  information  on 
decisions  of  consumer  interest  to  the  General  Services  Ad¬ 
ministration  and  the  Department  of  Health,  Education,  and 
Welfare  for  use  in  their  consumer  publications. 

7.  Consumer  representation  in  Department  decisions  will 
be  built  from  the  field  level  up,  through  HUD  Area,  Insuring 
and  Regional  Offices.  Each  Field  Office  will  Initiate  a  con¬ 
sumer  review  of  its  operations  under  its  own  plan  and  within 
guidelines  established  by  CARP.  A  CARP  field  presence  will 
be  derived  through  allocation  of  field  staff  time  to  CARP- 
designated  tasks. 

m.  Primary  Operating  Units  Involved 

Although  the.  recently  created  Office  of  Consumer  Affairs 
and  Regidatory  Functions  (CARF)  provides  a  focal  point  for 
consumer  representation,  all  HUD  programs  with  a  direct  or 
indirect  impact  upon  consumers  will  participate  in  steps  to 
ensure  responsiveness  to  the  consumer  interests. 

A.  OFFICE  OF  CONSUMER  AFFAIRS  AND  REGULATORY  FUNCTIONS 
(CARF) 

On  February  27, 1976,  the  Secretary  of  Housing  and  Urban 
Development  established  the  Office  of  Consumer  Affairs  and 
Regulatory  Functions  (CARP) ,  to  be  headed  by  an  Assistant 
Secretary.  On  May  6,  1976,  the  Assistant  Secretary  was  offi¬ 
cially  delegated  the  "prlmaiy  responsibility  for  key  regulatory 
functions  and  consumer  affairs.”  This  delegation  stated: 

The  Assistant  Secretary  will  monitor  policy  Issuances  governing 
the  operation  of  the  various  programs  administered  by  the  Depart¬ 
ment  to  Identify  and  represent  the  consiuner  interest  involved,  act 
as  liaison  between  the  Department  and  public  and  private  organi¬ 
zations  concerned  with  consiuner  matters,  and  generally  assure 
that  consumer’s  interests  are  respected  in  the  decision-making 
processes  of  the  Department.  Speclflccdly,  the  Assistant  Secretary 
has  responsibility  for  developing  policy  imtiatives  that  (a)  create 
mechanisms  to  ensure  that  consumer  views  are  factored  into  De¬ 
partmental  decisions,  and  (b)  result  in  recommendations  to  the 
Department  based  on  an  analirsls  of  recurring  consumer  concerns. 
The  Assistant  Secretary  shall  also  have  responsibility  for  Indian 
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programs  and  policies  and  the  continuation  of  functions  ctu-rently 
being  carried  out  by  the  Assistant  to  the  Secretary  for  Programs 
for  the  Elderly  and  the  Handicapped. 

Prior  to  the  establishment  of  CARP,  a  series  of  st^  had 
been  taken  within  the  Department  in  an  effort  to  achieve  the 
fifth  national  goal  and  in  response  to  President  Ford’s  policy 
initiative  on  consumer  concerns  in  the  Executive  Branch. 

These  steps  included : 

(1)  Seeking  public  views  (oral  and  written)  on  a  Novem¬ 
ber,  1975,  publication  of  the  Department’s  Consumer  Repre¬ 
sentation  Plan.  The  Department  received  over  150  comments 
on  the  Plan. 

(2)  Establishing  a  Task  Force  on  implementation  of  the 
Proposed  Departmental  Consumer  Representation  Plan.  Es¬ 
tablished  by  Secretary  Hills,  December,  1975,  that  Task  Force 
prepared  for  the  establishment  of  CARP,  monitored  imple¬ 
mentation  of  other  actions  within  the  Department,  and 
served  as  the  principal  liaison  to  the  public  on  issues  relating 
to  the  Plan. 

(3)  Requesting  (by  the  Secretary)  each  principal  staff 
officer  and  Regional  Administrator  to  designate  someone 
from  his/her  staff  to  be  responsible  for  coordinating  con¬ 
sumer  affairs  activities.  Emphasis  was  placed  on  improving 
the  manner  in  which  consumer  complaints  were  currently 
handled.  By  January  6,  1976,  all  offices  had  designated  a 
consumer  affairs  representative. 

(4)  Participating  in  January  and  February,  1976,  in  a 
series  of  White  House  Conferences  on  the  Consiuner  Repre¬ 
sentation  Plans. 

(5)  Taking  action  to  increase  consumer  comments  on 
pending  policy  through  advanced  rule-making  and  under¬ 
taking  a  concerted  effort  to  improve  the  quality  of  consumer 
information  materials. 

‘  B.  OTHBTR  HUD  OFFICES 

All  of  the  Department’s  programs  either  directly  or  indi¬ 
rectly  affect  consumers  by  improving  the  houses  and  com¬ 
munities  in  which  they  live.  The  HUD  Consumer  Representa¬ 
tion  Plan  therefore  extends  to  all  offices  of  the  Department, 
to  include: 

Office  of/tbe  Secretary, 

Pair  Housing  and  Equal  Opportunity. 

Housing. 

Federal  Insurance  Administration. 

Policy  Development  and  Research. 

New  Communities. 

Community  Planning  and  Development. 

Federal  Disaster  Administration. 

Field  Offices. 

rV.  Departmental  Plan 

A.  AUTHORITY  AND  RESPONSIBILITY  OF  CARF 

The  Department  has  established  the  OfBce  of  the  Assistant 
Secretary  for  Consumer  Affairs  and  Regulatory  F\mctions 
(CARP)  to  consolidate  consumer  and  regulatory  concerns 
which  had  previously  been  delegated  throughout  the  Depart¬ 
ment.  CARP  is  headed  by  an  Assistant  Secretary  who  is 
nominated  by  the  President  and  confirmed  by  the  Senate. 
The  Assistant  Secretary  also  reports  to  Congress  on  matters 
of  budget  and  substantive  programs. 

The  Assistant  Secretary  for  CARP  is  one  of  seven  HUD 
Assistant  Secretaries,  and  reports  directly  to  the  Secretary. 
In  this  way  issues  of  consumer  importance  can  be  brought 
directly  to  the  Secretary’s  attention,  and  the  other  Assistant 
Secretaries  can  be  dealt  with  on  an  equal  footing,  thereby 
elevating  consumer  concerns  to  the  highest  level  of  Depart¬ 
mental  decision-making. 

A  field  presence  for  CARF  will  be  created  through  the  allo¬ 
cation  of  field  staff  time  to  specific  tasks  identifi^  by  CARP 
and  performed  under  the  direct  supervision  of  the  field  office 
director.  Examples  of  the  types  of  tasks  to  be  performed  at 
field  office  level  are: 

Regulatory  functions:  Chair  meetings,  assist  in  drafting  of 
voluntary  standards;  Consumer  affairs:  Take  public  views 
on  issues  through  conferences,  chair  ad  hoc  consumer  meet¬ 
ings,  public  hearings,  solicit  written  comments. 

CARP’S  ability  to  “assure  that  the  basic  rights  of  consum¬ 
ers  are  considered  and  respected’’  rests  in  large  part  in  the 
power  of  the  Office  to  nonconcur  and  appeal. 

CARP  has  become  part  of  the  Issuance  system,  a  process  In¬ 
tended  to  complement  the  systematic  Involvement  of  con¬ 


sumers  in  HUD  decision-making.  As  a  full-fledged  partner  in 
this  system,  CARP  reviews  every  proposed  and  final  regula¬ 
tion,  issuance,  handbook,  possible  legislative  enactment,  as 
to  which  a  Departmental  or  program  position  is  being 
formulated, 

B.  DEFINITION  AND  RIGHTS  OP  HUD’S  CONSUMERS 

A  question  often  asked  which  deserves  some  discussion  is: 
“Who  are  consumers?”  HUD  deals  with  a  variety  of  entities 
in  many  different  ways  and  the  list  can  include  the  apart¬ 
ment  dweller,  the  mortgage  banker,  the  broker,  the  public 
housing  tenant,  the  city  government,  and  so  forth.  For  pur- 
purposesof  clarification,  however,  this  Plan  refers  to  the  or¬ 
ganizations  (e.g.,  lending  institutions)  which  are  the  inter¬ 
mediaries  between  HUD  and  the  ultimate  consumer  as 
“clients”.  But  to  make  that  distinction  is  not  to  answer  the 
question:  Who  should  receive  the  attention  and  services  of 
the  Office  of  Consumer  Affairs  and  Regulatory  Fimctions? 
At  least  theoretically,  CARP  should  be  available  to  serve  all 
“Consumers”  and  “clients”.  But  given  limited  resources. 
CARP  must  establish  priorities.  First  priority  will  be  given 
to  serving  “the  ultimate  consumers”,  i.e.,  any  person  who 
lives  under  a  roof  and  may  have  need  for  the  products  and 
services  of  the  Department  of  Housing  and  Urban  Develop¬ 
ment.  • 

The  next  question  to  be  answered  is:  What  are  those  con- 
.sumers’  rights  vis-a-vis  HUD?  The  Department  Consumer 
Representation  Plan  provides  that  ultimate  consumers  have  a 
right  to  greater  access  to  the  HUD  decision-making  process. 
To  ensure  this,  HUD  will  guarantee:  (a)  meaningful  con¬ 
sumer  involvement  in  decision-making,  (b)  responsive  con¬ 
sumer  complaint  handling,  and  (c)  informed  citizenry  on 
housing  and  community  development  matters. 

The  plan  recognizes  that  consumer  involvement  requires 
that  basis  needs  be  met : 

That  HUD  policy-makers  and  program  managers  design 
their  policies  and  procedures  with  a  clear  understanding  of 
the  needs  of  the  intended  beneficiaries,  including  consumer 
and  constituent  industry  groups. 

That  consumers,  as  well  as  other  client  groups,  have  rea¬ 
sonable  and  timely  opportunities  to  communicate  their  views 
to  program  designers  and  operators. 

That  consumers  have  access  to  relevant  background  mate¬ 
rials.  in  order  to  provide  informed  comments  on  proposed 
policies  and  regulations. 

That  knowledgeable  advocates  of  consumer  affairs,  within 
HUD,  be  solicited  for  views  on  highly  technical  issues. 

That  consumers  contact  someone  in  HUD  for  a  timely 
answer  to  their  questions  or  a  prompt  response  to  their 
complaints. 

In  meeting  these  requirements  CARP  will  take  the  follow¬ 
ing  steps; 

Identify  the  issues  requiring  public  viewpoints. 

Analyze  the  issues  including  the  options  being  considered 
and  the  impact  of  the  yarlous  options. 

Determine  whose  views  will  be  sought  (target  groups,  na¬ 
tional  sample,  etc.) . 

Determine  the  methods  for  ascertaining  public  views  and 
actually  ascertain  the  views. 

Analyze  the  public  positions  and  prepare  documents  to  be 
forwarded  to  the  decision-makers  with  CARP  recommenda¬ 
tions. 

C.  ISSUE  IDENTIFICATION  AND  ANALYSIS 

CARP  Will  develop  criteria  for  identifying  issues  which  will 
form  the  subject  of  public  discussion;  the  development  of 
these  criteria  will  be  open  to  consumer  involvement. 

The  types  of  Issues  selected  will  be  those  having  the  most 
wide-ranging  effect  on  the  ultimate  consumer.  Since  HUD’s 
mandate  is  to  provide  a  decent  home  and  a  suitable  living 
environment  for  every  American  family,  barriers  to  achiev¬ 
ing  those  goals  are  proper  subjects  for  discussion.  Examples 
of  such  barriers  are: 

Possible  inequities  in  the  marketplace,  lack  of  due  process : 
insufficient  community  responsiveness;  lack  of  programs  de¬ 
signed  to  meet  effectively  the  needs  of  particular  groups. 

Once  the  issues  are  identified,  CARP  will  use  policy 
analysts/researchers  to  gather  from  a  variety  of  sources — 
HUD,  consumer  groups.  Industry — as  much  information  as 
is  available  to  describe  the  issue,  what  is  known  about  options 
available  to  solve  the  problems  identified,  and  what  is  known 
about  the  possible  impact  of  the  various  options  on  the  public. 
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Issue  analysis  is  crucial  to  meaningful  public  participa¬ 
tion,  as  it  provides  to  the  public  the  same  quality  of  infor¬ 
mation,  in  an  imderstandable  format  and  language,  that  is 
available  to  the  decision-maker. 

D.  CONSUMER  NETWORK 

CARF  is  developing  a  communications  network  that  will 
facilitate  Department  contact  with  representative  popula¬ 
tions.  The  network  consists  of  public  int^est  groups,  national 
and  local  consumer  organizations,  public  housing  authorities. 
State  housing  finance  agencies.  State  commimity  affairs  of¬ 
fices  and  State  and  local  consumer  affairs  offices.  The  Depart¬ 
ment  has  determined  that  an  effectivo'source  of  consumer 
advice  and  counsel  can  be  derived  from  building  up  Con¬ 
sumer-Department  communications  from  the  field  level. 

A  field  network  will  be  developed  at  each  HUD  Area,  Insiu*- 
ing  and  Regional  Office  level.  It  will  encompass  ad  hoc  panels 
of  consumers  for  discussions  of  issues  and  problems;  and 
mailing  lists,  developed  by  each  field  office  with  support  from 
CARP  as  necessary,  consisting  of  active  consumer-oriented 
housing  groups,  consumer  and  consumer  groups  frequently 
in  contact  with  HUD,  industry  groups,  and  State  and  local 
agency  representatives  interested  in  housing  Issues. 

E.  CONSUMER  REPRESENTATION  IN  POLICY  AND  PROGRAM 
DECISIONS 

The  means  for  engaging  public  response  will  depend  upon 
the  issue  \mder  question.  Similarly,  the  issue  will  determine 
whether  the  general  population  will  be  approached  for  view¬ 
taking  or  a  sample  of  the  established  network. 

HUD  shall  increase  its  use  of  the  Advance  Notice  of  Pro¬ 
posed  Rule  Making,  by  publishing  in  the  Federal  Register 
for  public  comment  prior  to  formulating  regulations.  Program 
officers  will  use  the  network  mailing  lists  to  solicit  comment 
on  proposed  policies  and  programs.  On  some  issues,  random 
surveys  will  be  used  to  seek  views,  supplemented  by  other 
public  communications  (e.g.,  press  releases,  radio  spots) .  On 
still  other  issues,  heads  of  client  agencies  will  be  questioned, 
to  ascertain  the  nature  of  the  concerns  of  those  they  serve. 

HUD  program  officials  will  periodically  meet  with  con¬ 
sumer  groups  under  the  auspices  of  the  Assistant  Secretary 
for  Consumer  Affairs  and  Regulatory  Functions.  Access  will 
be  achieved  both  through  the  use  of  group  and  individual 
meetings  in  response  to  specific  consumer  concerns.  CARF 
will  hold  open  monthly  meetings  with  interested  members  of 
the  public  to  discuss  its  operations.  These  meetings  will  be 
announced  in  the  Federal  Register  and  by  press  release  and 
direct  notification  to  consumer  groups. 

Throughout  the  Department,  consumer  representation 
will  be  achieved  by  other  operating  offices  in  the  following 
ways; 

Public  Hearings:  This  mode  of  involvement  could  be  used 
to  some  extent  as  in  the  past  with  prepared  texts  submitted 
in  advance,  and  summaries  presented  to  an  audience  by  mem¬ 
bers  of  the  public.  The  traditional  mode  could  be  altered  by 
—  having  the  hearings  conducted  by  community  leaders  in  the 
cwnmunity  and  the  transcripts  on  video  tapes  forwarded  to 
the  decision-makers  at  HUD. 

Ad  hoc  consumer  panels:  Convened  to  discuss  specific 
topics. 

Conferences:  Face-to-face  conferences  where  certain  par¬ 
ticipants  present  papers  on  a  particular  issue  with  respondent 
panels  structured  to  critique  the  papers.  The  product  of  the 
entire  effort  would  be  forwarded  to  HUD. 

One  basic  vehicle  for  seeking  views  would  be  solicitation  of 
written  comments  on  an  issue  paper.  In  order  to  make  this 
less  burdensome  on  the  public,  short  answer  forms  might  be 
used.  (True/false,  checklists,  etc.) 

Surveys:  Written  public  opinion  surveys  have  been  used  for 
over  40  years,  but  only  recently  have  they  been  extensively 
employed  as  a  short-term  feedback  mechanism. 

Resource  Centers:  Identify  all  HUD  offices  and  a  sample 
of  public  libraries  as  a  resource  center  to  provide  and  solicit 
information.  The  public  would  be  encouraged  to  go  to  the 
HUD  offices  not  only  with  problems  but  also  with  ideas  which 
might  be  gathered  in  a  variety  of  ways. 

Goals  programs:  Recruit  local  consiuner  organizations  to 
develop  statements  of  housing  and  community  development 
goals  and  objectives.  Allow  a  larger  audience  (including 
Industry  and  government)  to  analyze  the  real  world  problems 
of  the  proposals  then  return  to  the  local  organization  for 
rebuttal. 


Citizen  Evaluations:  Identify  citizen  teams  to  evaluate 
the  effectiveness  of  program  operations  and  content,  with  a 
further  mandate  to  recommend  changes. 

^blic  Access  TV:  Since  1972,  the  PCC  has  required  all 
cable  TV  companies  to  provide  public  access  channels  in  their 
system.  HUD  can  suggest  topics  for  citizen  group  discussion 
and  dramatization  with  planned  audience  feedback  designed 
to  get  views. 

CARF  bears  the  resjionsibllity  to  ensure  that  such  public 
views,  once  taken,  are  transmitted  to  the  decision-maker, 
along  with  a  recommendation  and  the  basis  for  that  recom¬ 
mendation. 

CARF’s  authority  further  provides  a  direct  appeal  to  the 
Under  Secretary  and  Secretary  to  review  a  decision  of  the 
program  officials  in  light  of  the  public’s  views. 

One  comment  made  in  the  field  hearings  on  the  proposed 
Consumer  Representation  Plans  was  that  the  plans  did  not 
provide  for  consumer  feedback  on  the  operation  of  the 
agency.  It  was  contended  that  agencies  would  be  more 
responsive  if  they  allowed  for  a  definite  and  regular  system 
of  public  commenting  on  agency  operation.  It  is  CARF’s 
intention  that  each  HUD  office  initiate  a  consiuner  review. 
The  manner  in  which  these  reviews  would  be  conducted 
would  be  decided  by  each  field  office  within  guidelines  estab¬ 
lished  by  the  Office  of  Consumer  Affairs  and  Regulatory 
Functions. 

P.  improving  CONSUMER  COMPLAINT  HANDLING 

In  late  1974,  a  special  study  of  the  HUD  complaint  system 
was  conducted  (TARP  study)  under  contract  from  the  Office 
of  Consumer  Affairs,  HEW.  At  the  same  time,  analysis  of 
consumer  complaint  handling  in  botti  HUD  Central  and  Field 
Offices  was  imdertaken  by  the  Special  Assistant  to  the  Secre¬ 
tary  for  Consumer  Affairs.  Both  studies  found  that  there  was 
no  focal  point  in  Field  or  Central  Offices  for  the  effective  coor¬ 
dination  of  consumer  complaint  handling.  Both  found  a  gen¬ 
eral  failure  to  utilize  complaints  to  Identify  programmatic 
problems,  and  an  absence  of  systematie  compilation  of  com¬ 
plaint  data.  With  few  exceptions,  while  there  was  a  system 
of  tracking  “controlled”  consumer  complaints  often  there 
were  no  effective  quality  controls  of  the  responses,  assurances 
of  timeliness,  or  evaluations  of  system  performance.  Since 
many  of  the  questions  or  complaints  received  by  Central 
Office  were  local  in  nature,  close  to  80  percent  were  sent  out 
to  the  field  for  response,  and  no  follow-up  was  taken. 

Ultimate  responsibility  for  successfiil  implementation  of 
the  consumer  complaint  handling  system  rests  with  the  pro¬ 
gram  and  field  office.  CARF,  however,  assumes  the  responsi¬ 
bility  to  monitor  and  coordinate  the  efficient  operation  of  the 
E>epartment-wide  consumer  complaint  handling  system  by 
pursuing  the  following  management  objectives: 

(1)  Statistics  Reporting:  CARF  will  be  the  focal  point  in 
the  Department  for  collecting  and  analysis  of  consumer  com¬ 
plaint  data  necessary  for  problem  identification,  policy  rec¬ 
ommendations,  and,  where  applicable,  program  recognition  of 
a  job  well  done. 

(2)  Evaluation:  CARF  will  evaluate  the  effectiveness  of  the 
consumer  complaint  handling  system  to  assure  that  responses 
are  of  sufficient  speed  and  quality  as  to  give  reasonable 
promise  of  substantial  progress  toward  meeting  the  needs 
of  consumers.  Recommendations  for  improvements  will  be 
sought  from  consumers  and  derived  from  analysis  of  back- 
logged  complaints,  response  time,  and  random  sampling  of 
correspondence  for  quality  control. 

(3)  Policy  Analysis:  Written  reports  from  the  Consumer 
Complaint  Coordinators  and  CARF  evaluative  data  will  be 
consolidated  and  distributed  by  CARF  on  a  regular  basis  to 
Assistant  Secretaries  and  Regional  Administrators  to  provide 
feedback  and  serve  as  a  basis  for  assessing  the  impact  of 
policies  and  programs  on  the  consuming  public. 

(4)  Accountability:  CARF,  in  consultation  with  consumer 
complaint  coordinators,  will  develop  written  guidelines  to 
establish  policy  of  and  responsibility  for  responding  to  com¬ 
plaints — written,  telephone,  or  personal  visits.  Such  guide¬ 
lines  will  be  available  for  review  by  the  consuming  public. 

(5)  Opportunity  for  Review;  In  instances  where  there  is 
not  a  process  whereby  a  decision  can  be-revlewed  at  a  higher 
level  than  that  of  the  initial  decision,*  a  consumer  can  request 


J  CARF  wUl  B.sslst  offices  to  develop  review  procedures  on  request. 
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the  OflBce  of  Consumer  Affairs  and  Regulatory  Functions  to 
review  a  previous  Departmental  decision. 

'The  types  of  complaints  which  might  be  expected  to  be  part 
of  such  a  review  process  are  those  where  it  appears  that  the 
individual’s  complaint  may  not  have  been  handled  properly 
because  the  action  taken  by  HUD  appeared  to  be: 

Based  on  a  mistake  of  law  or  fact; 

Based  on  inadequate  groimds; 

Accomplished  by  inadequate  statement  of  reasons. 

When  the  request  for  review  is  received,  CARF  may  respond 
In  one  of  four  ways : 

(1)  Take  no  other  action  and  inform'complainant  of  that 
decision  where  the  following  exists: 

(a)  Aremedy  already  exists; 

( b  I  The  problem  has  been  solved ; 

(c>  The  complaint  is  trivial,  frivolous,  vexatious  or  is  not 
made  in  good  faith;  or 

(2)  Refer  the  request  for  review  to  the  office  answering  the 
original  complaint  with  request  for  clarification,  reconsidera^ 
tion;  or 

(3)  Refer  the  request  for  review  and  action  to  a  higher 
program  official  than  the  one  handling  the  original  com¬ 
plaint;  or 

(4)  Request  the  Under  Secretary/Secretary  to  review  the 
matter  after  having  exhausted  all  other  avenues  with  the 
Department.  The  decision  to  refer  the  matter  will  only  be 
made  where: 

It  represents  a  class  of  cases  where  the  issue  is  a  policy 
matter  and  a  proper  response  requires  a  change  in  policy;  or 

The  complaint  is  indicative  of  a  serious  failure  in  program 
operations  severely  impacting  upon  consumers. 

G.  CONSUMER  INFORMATION  AND  EDUCATION 

The  effective  communication  of  information  is  a  key  to 
consumer  participation  in  government  decision-making  and 
to  consumer  protection. 

CARF  will  work  to  assure  that  the  Department  communi¬ 
cates  effectively  by: 

Reviewing  all  documents  published  by  HUD  for  readability 
and  sensitivity  to  consiuner  issues.  Where  a  document  does 
not  meet  these  criteria,  CARF  will  nonconcur  in  its  distri¬ 
bution. 

Providing  technical  assistance  to  program  areas  for  pre¬ 
paring  and  revising  educational  materials. 

Preparing  documents  for  public  distribution  on  subjects  of 
general  interest  where  a  need  has  been  determined. 

In  addition,  another  major  undertaking  of  the  Office,  in 
conjunction  with  HUD’s  Office  of  Public  Affairs,  other  offic&s 
within  the  Department  and  consiuner  and  industry  groups, 
will  be  to  write  a  basic  handbook  on  housing  that  will  assist 
any  member  of  the  public  who  wants  to  become  involved  in 
the  decision-making  process  at  HUD.  Examples  of  the  kinds 
of  information  to  be  covered  in  the  handbook  are : 

Systems  of  financing  housing; 

The  relationship  of  housing  starts  to  the  economy; 

The  role  and  function  of  secondary  mortgage  market ; 

HUD’s  methods  for  getting  public  views. 

HUD  will  seek  consumer  involvement  in  the  preparation  of 
its  consumer  oriented  publications.  In  improving  its  distribu¬ 
tion  mechanism  for  these  materials,  the  Department  will 
work  through  consumer  and  community  organizations,  and 
the  media,  as  well  as  ensuring  that  all  Field  Offices  will  be 
supplied  with  adequate  inventory  for  display  and  dissemi¬ 
nation. 

HUD  will  also  seek  to  expand  the  list  of  its  publications  in 
GSA  Index  of  Selected  Federal  Publications  of  Consumer 
Interest,  and  will  cooperate  with  the  GSA  public  opinion  polls 
of  consumer  literature.  . 

HUD  will  establish  a  formal  procedure  for  public  dissemi¬ 
nation  of  information  on  consumer  related  actions  through  * 
the  Office  of  Public  Affairs  in  the  form  of  consumer  news 
releases.  The  CARF  communications  network  (discussed  at 
part  D  of  this  section)  will  be  used  for  this  purpose,  as  well. 
In  addition,  short  descriptions  of  such  actions  will  be  pro¬ 
vided  to  the  Office  of  Consumer  Affairs  at  the  Department  of 
Health,  Education  and  Welfare  for  use  in  its  publication, 
Consiimcr  News. 

H.  POLICY  AND  PROGRAM  OFFICES  WITHIN  CARF 

The  Departmental  Advisors  on  Indian  Policy  and  Programs 
and  Elderly  and  Handicapped  Programs  each  serve  an  ex¬ 
ternal  constituency  that  has  Identifiable,  common  concerns  to 


which  HUD  must  respond  in  a  coherent,  consistent  way. 
These  offices  thus  serve  as  focal  points  for  housing  and  com¬ 
munity  development  matters  as  they  relate  to  these  con¬ 
stituent  groups.  In  order  to  operate  effectively,  both  offices 
must  do  the  following : 

Maintain  through  direct  personal  coordination  with  ap- . 
propriate  Departmental  offices,  full  knowledge  of  all  activi¬ 
ties  and  developments  within  HUD  which  affect  the  constit¬ 
uent  group; 

Review  continually,  through  the  use  of  task  forces  and 
other  means,  the  adequacy  of  HUD’s  policies  and  procedures 
involving  the  constituent  group,  making  such  recommenda¬ 
tions  as  may  be  appropriate; 

Participate  in  HUD  budgetary  or  policy  meetings  involving 
matters  directly  affecting  the  constituent  group; 

Consult  on  the  preparation  of  policy  statements  affecting 
the  constituent  group  delivered  by  Departmental  spokesper¬ 
sons  ; 

Maintain  an  open  dialogue  with  the  leaders  of  major 
constituent  group  organizations,  explaining  Departmental 
programs  and  policies,  receiving  their  thoughts  concerning 
pertinent  HUD  activities  and  anticipating  problems  and/or 
criticisms. 

The  type  of  specific  activities  involved  are: 

Elderly  and  Handicapped  Program 

Participate  on  the  Task  Force  to  develop  proposed  HUD 
policy  for  disabled. 

Participate  in  selection  process  for  sponsors  of  housing 
for  the  elderly  (Section  202) . 

Coordinate  activities  of  Elderly  Handicapped  Coordina¬ 
tors  in  the  field. 

Develop  informational  brochures  of  interest  to  elderly  and 
handicapped. 

Indian  Programs  and  Policy 

Determine  what  are  the  barriers  to  efficient,  pi'ompt  proc¬ 
essing  of  Indian  housing  by: 

a.  Surveying  representatives  of  Indian  communities  to  de¬ 
termine  their  perceptions  of  how  the  processing  can  be 
improved. 

b.  In  order  to  determine  Federal  officials’  perceptions  of 
the  barriers,  meeting  with  representatives  of  HUD’s  Offices 
of  Housing  and  General  Counsel,  representatives  of  area  and 
regional  offices.  Bureau  of  Indian  Affairs  and  Indian  Health 
Service. 

Develon  training  guidelines  for  Indian  Housing  Authority 
personnel 

Improve  information  available  to  Indian  people  on  home¬ 
buying,  home  ownership,  and  rentals 

Develop  a  strategy  for  dealing  with  housing  and  community 
development  problems  of  urban  Indians 

Develop  improved  and  innovative  design  and  construction 
plans  for  Indian  housing. 

I.  program  DEVELOPMENT  AND  EVALUATION 

There  is  no  guaranteed  “most  effective”  way  of  insuring 
that  consumers’  views  are  considered  in  decision-making  and 
there  is  no  guaranteed  “most  effective”  way  of  stimulating 
private  sector  solutions  to  problems  which  may  become  sub¬ 
ject  to  regulatory  action.  Tliis  makes  it  important  for  CARF 
not  only  to  put  in  place  carefully  conceived  approaches  to 
program  delivery  but  also  to  create  a  means  by  ^hich  it  can 
evaluate  these  approaches.  Therefore,  there  shall  be  con¬ 
stant  testing  of  alternative  methods  of  accomplishing  the 
goals  in  order  to  be  prepared  to  supplement  or  supplant  the 
current  systems — whichever  is  required — and  to  maximize 
CARF’s  effectiveness. 

Demonstration  projects  are  also  potentially  useful  research 
and  evaluation  tools  for  the  policy  and  program  Offices.  One 
of  the  underlying  reasons  for  having  separate  Offices  to  deal 
with  the  policies  of  HUD  that  affect  Indians,  elderly  and 
handicapped  is  that  each  of  these  groups  has  distinct  con¬ 
cerns  with  regard  to  HUD  activities,  which  are,  in  some  way, 
unique  to  the  group  and  yet  which  are  common  to  the  group 
members.  Thus,  the  concept  of  a  demonstration  project 
may  well  be  a  viable  one  to  adopt  to  support  policy  recom¬ 
mendations  for  these  groups.  As  an  example,  the  activities  in 
support  of  the  objective,  to  insure  the  development  of  the 
total  Indian  community,  includes  the  development  of  demon¬ 
stration  projects  in  conjunction  with  relevant  Federal  agen¬ 
cies,  which  respond  to  tiie  needs  of  entire  communities.  Also, 
the  proposal  to  fund  tk  housing  exchange  between  elderly 
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people  who  are  “overhoused”  in  older  homes  in  the  secondary 
ring  of  the  city  with  younger,  growing  families  who  are 
crowded  into  smaller  homes  in  the  center  city  is  conceived 
as  a  demonstration  and  falls  within  the  rationale  developed 
above. 

Consumer  Affairs  will  draw  upon  research  and  evaluation 
projects  to  support  their  activities. 

Research  to  define  the  scope  of  the  communication  prob¬ 
lems  (i.e.,  whom  to  reach,  how  to  reach  them,  when  to  reach 
them)  from  HUD  to  the  consumer  is  also  essential  to  the 
effective  implementation  of  the  communications  network. 

Examining  existing  alternative  solutions  to  the  problems 
of  involving  consumers  in  the  decision-making  process 
should  be  an  integral  part  of  the  activities  of  consumer  pro¬ 
grams.  Although  such  “testing”  will  be  done,  to  some  extent, 
based  on  present  knowledge,  research  efforts  could  support 
these  activities  by  enabling  Consumer  Affairs  to  look  sys¬ 


tematically  at  those  aspects  of  participation  that  it  deems 
most  problematic.  For  instance.  Consumer  Affairs  may  be¬ 
lieve  it  necessary  to  see  whether  a  number  of  small  group 
meetings  on  a  given  policy  issue  produces  more  “satisfactory” 
participation  than  a  public  meeting  with  the  representatives 
of  participants  assur^.  And  they  may  wish,  further,  to  con¬ 
sider  whether  the  type  of  issue  has  any  bearing  on  the  ef¬ 
fectiveness  of  each  fonim. 

Demonstration  projects  that  are  easily  replicated  could 
serve  as  a  useful  tool  to  Consumer  Affairs,  should  it  desire 
to  establish  Independent  mechanisms  for  consumer  participa¬ 
tion  at  the  local  level.  For  instance,  “model”  sounding  boards 
could  be  set  up  in  several  cities  and  smaller  communities  to 
demonstrate  how  con.sumer  views  can  be  made  to  count. 
There  could  and  should  be  built  into  such  a  demonstration 
a  coordinating  mechanism  that  will  ensure  that  the  results  of 
the  demonstration  do  not  go  unnoticed. 
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Appendix  B. — Consumer  Representation  and  Protection  Activities 
IN  Selected  HUD  Programs 

1.  Federal  Insurance  Administration. 

a.  National  Flood  Insurance  Program  provides  Federally  subsi¬ 
dized  flood  Insurance  to  property  owners  In  areas  prone  to  flood, 
mudslide  or  flood-related  erosion,  whose  communities  participate 
In  this  program.  The  program  also  Includes  flood  plain  mapping 
and  management  efforts. 

final  regulations  will  shortly  be  published  In  the  Federal  Regis¬ 
ter,  requiring  that  with  all  new  or  renewed  flood  Insurance  policies, 
a  notice  (“stuffer”)  must  be  Included  directing  consumer  inquiries 
or  complaints  to  the  Federal  Insurance  Administrator.  Toll  free 
lines  are  also  required  under  these  regulations. 

b.  Riot  Reinsurance  Program  assists  property  owners  in  urban 
areas  to  obtain  essential  Insurance  coverage,  against  loss  from  Are, 
vandalism  and  malicious  mischief,  on  property  located  In  areas 
subject  to  possible  civil  disturbances. 

Final  regulations  will  shortly  be  published  In  the  Federal  Reg¬ 
ister,  requiring  that  with  all  riot  reinsurance  policies,  a  notice 
must  be  included  directing  consumer  Inquiries  or  complaints  to 
the  State  Insurance  commissioner,  for  audit  by  the  Federal  In¬ 
surance  Administrator. 

c.  Federal  Crime  Insurance  Program  enables  businessmen  and 
residents  of  homes  and  apartments  to  purchase  burglary  and 
crime  insurance  in  States  where  It  Is  difficult  to  obtain  in  the  pri¬ 
vate  market. 

With  all  new  or  renewed  crime  Insurance  policies,  a  notice  must 
be  Included  directing  consumer  Inquiries  or  complaints  to  the 
Federal  Insurance  Administrator. 

d.  Insurancp  availability  problems  are  also  studied  by  the  Fed¬ 
eral  Insurance  Administration. 

2.  FHA  Insurance  and  Minimum  Property  Standards. 

The  Federal  Housing  Administration  (FHA)  provides  mortgage 
Insurance  to  qualified  homebuyers,  providing  a  low  downpayment, 
long-term,  fully  amortized  mortgage.  The  property  Is  Federally  ap¬ 
praised,  for  value,  and  the  builder  Is  required  to  provide  a  one-year 
warranty. 

FHA-lnsured  properties  must  also  meet  minimum  property 
standards  promulgated  by  HUD. 

A  booklet  describing  what  to  look  for  when  buying  a  home,  and 
FHA  minimum  property  standards.  Is  under  preparation. 

An  FHA  nationwide  consumer  Information  telephone  number  has 
been  established. 

3.  Condominiums. 

To  meet  consumer  needs  in  the  growing  condominium  market, 
plans  are  underway  to  revise  the  booklet,  “Questions  about  Con¬ 
dominiums"  to  develop  a  manual  for  homeowner’s  associations, 
and  to  adapt  the  “Home  Buyer’s  Estimator  of  Monthly  Housing 
Costs"  for  condominium  purchaser’s  use. 

4.  Lead  Based  Paint  Research. 

Pursuant  to  the  Lead  Based  Paint  Poisoning  Prevention  Acts  of 
1971  and  1973,  designed  to  eliminate  the  hazards  of  high  lead 
content  paint,  HUD  Is  conducting  a  three  city  experimental  project, 
testing  new  hazard  elimination  techniques  for  cost  and  effective¬ 
ness.  Demonstration  projects  In  cooperation  with  the  Center  for 
Disease  Control  are  also  underway. 

HUD  Is  also  preparing  new  regulations  to  eliminate  this  hazard 
from  residential  structures  financially  assisted  by  the  Department. 

Appendix  C. — Summary  op  Public  Comments 

The  Department  received  approximately  150  responses  on  the 
Proposed  Consumer  Representation  Plan,  40  FR  55161.  Approxi¬ 
mately  one-half  of  them  were  from  Individual  consumers  who  cited 
specific  problems  or  raised  questions  directed  at  a  particular 
program. 

Most  of  the  remaining  comments  came  from  civic,  community 
and  State  organizations,  with  a  scattering  of  letters  from  industry 
and  trade  associations,  minority  group  organizations,  labor  unions, 
financial  Institutions,  media  groups  and  universities. 

The  comments  fell  Into  several  categories.  Below  Is  a  discussion 
of  the  nature  of  the  comments  and  HUD’s  resolution  of  them. 

On  Consumer  Complaint  Handling.  A  number  of  commentors 
suggested  that  HUD  Improve  the  consumer  complaint  mechanism 
through  effective  quality  control  of  the  responses,  assurances  of 
timeliness  and  evaluations  of  system  performances. 

HUD  has  done  this  In  Its  plan  and  gone  one  step  further  to 
establish  a  complaint  review  system.  Already  consumer  complaint 
coordinators  have  been  named  by  each  program  Assistant  Secre¬ 
tary,  Program  Administrator  and  Regional  Administrator.  The 
s3rstem  Is  now  being  put  Into  place. 

One  person  recommended  a  toll  free  phone  number  for  con¬ 


sumer  complaints.  That  proposal  was  not  adopted  but  will  be 
studied  further.  In  any  event  It  Is  HUD’s  view  that  a  t<dl  free 
number  should  not  be  utilized  until  the  entire  review  process  Is 
established. 

On  Information  Request  Handling  and  Consumer  Education.  The 
general  theme  of  the  comments  was  that  the  requests  for  Informa¬ 
tion  should  be  handled  In  a  more  responsive  manner  and  that  HUD 
personnel  should  be  trained  to  handle  requests  for  Information. 
HUD  does  not  now  have  a  system  for  providing  Information  to 
the  public.  This  will  be  improved,  moreover,  through  greater  In¬ 
volvement  of  field  personnel  with  the  public,  and  through  a  review 
of  all  public  documents  for  a  sensitivity  to  consumers.  At  the 
present  time  CARF  Is  reviewing  publications  of  the  Department 
to  ensure  that  they  communicate  and  are  sensitive  to  consumer 
Issues.  'The  Office  either  suggests  factors  to  be  considered  In  future 
documents  or  alternative  language  for  use  In  the  particular  publi¬ 
cation  being  reviewed. 

In  a  similar  vein,  HUD  received  many  comments  on  the  con¬ 
sumer  education  program  and  Its  distribution  of  materials.  The 
comments  and  suggestions  included  the  following: 

Distribute  materials  to  libraries  and  consumer  groups;  make  use 
of  direct  mailings;  make  use  of  media;  devise  methods  of  bringing 
information  directly  to  minority  consumers;  use  satellite  offices  to 
distribute  consumer  education  materials;  and  Insure  that  low  and 
moderate-income  citizens  are  Informed  about  housing  and  com- 
munltv  develonment  Issues.  In  establishing  the  HUD  consumer 
network,  consideration  was  given  to  the  necessity  to  reach  all  con¬ 
sumers  irrespective  of  economic  level  or  race.  HUD  contemplates 
using  the  network  as  one  way  of  distributing  educational  materials. 
P\irther,  the  HUD  Office  of  Public  Affairs  has  developed  and  will 
continue  to  develop  ways  of  working  with  the  media  to  Inform 
and  educate  consumers. 

On  Consumer  Involvement  in  Policy-making .  At  present  before 
effective  communication  patterns  have  been  created  between  the 
program  officers  and  consumers,  CARF  has  participated  extensively 
In  the  Departmental  Clearance  Process.  CARP  viewed  the  perspec¬ 
tive  we  provided  through  comments  during  this  period  as  a  less 
desirable,  though  hopefullv  still  meaningful,  temporary  alternative 
to  the  more  significant  resnonses  that  will  be  generated  In  Increas¬ 
ing  numbers  as  consumers  become  more  fully  and  directly  Involved 
In  the  Department  decision-making  process. 

CARF’s  comments  during  this  interim  period  are  divisible  Into 
two  classes.  First,  CARF  reacted  to  proposed  legislation  for  which 
a  Denartmental  response  was  being  sought.  Second,  Jt  responded 
to  reouests  for  clearance  of  Departmental  proposed  and  final  regula¬ 
tions  and  Issuances. 

With  re.snect  to  legislative  materials,  CARF  reviews  every  piece 
of  proposed  legislation  on  which  a  Departmental  position  Is  being 
formulated..  CARP  has  In  fact  commented  on  a  wide  variety  of  Is¬ 
sues  In  this  process. 

With  respect  to  other  Departmental  Issuances,  CARP  has  par¬ 
ticipated  In  the  formulation  of  the  Department’s  position  on  Is¬ 
sues  as  diverse  as  proposed  regulations  on  Section  8  bonus  alloca¬ 
tions,  proposed  tenant  eviction  regulations,  miscellaneous  revisions 
to  the  single  family  mortgagee’s  handbook,  proposed  revisions  to 
the  handbook  and  regulations  regarding  the  drafting,  clearing  and 
publication  of  Federal  Reo-ister  materials,  the  HUD  Unified  tssu- 
ance  Handbook,  the  Communltv  Services  Functions  Field  Hand¬ 
book,  and  the  Inflation  Impact  Statelnent  Handbook,  among  others. 

But.  as  was  Indicated  In  the  plan,  this  svstem  Is  an  Interim  one. 
It  Is  HUD’s  Intent  to  Involve  consiimers,  directly.  In  a  meaningful 
way  In  policy-making. 

HUD’s  Intention  conforms  to  the  recommendations  made  by 
those  commenting  on  the  Proposed  Consumer  Renresontation  Plan. 
The  same  point  was  made  In  a  variety  of  ways;  "Involve  grass- 
root  level  participation  In  policy  decisions;  Include  low-income  citi¬ 
zen  participation  In  policy  decisions;  there  should  be  consumer 
feedback  and  Input  through  use  of  public  forums  and  advisory 
groups;  solicit  views  from  consumers,  state  and  local  consumer 
protection  groups. 

General.  Many  of  the  comments  dealt  with  specific  program  areas 
or  constituted  a  request  for  Information.  CARF  has  referred  the 
requests  for  Information  to  the  relevant  office.  Where  there  were 
comments  or  complaints  about  a  specific  program,  those  have  been 
catalogued  and  will  be  used  by  CARF  In  determining  what  issues 
should  be  subjected  to  greater  public  participation  and  what  Is¬ 
sues  should  be  the  subject  of  a  recommended  change  In  policy. 

Appendix  D. — Consumer  Complaint  Coordinators 

For  complaints  and  Inquiries,  use  the  following  addresses  and 
telephone  numbers: 
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BEGIONAI.  CTTICES  AKD  TELEPHONE  NUMBERS 

Region  I 

John  P.  Kennedy  Building,  Boston,  Massachusetts  02203  (617) 
223-4067 — Connecticut,  Maine,  Massachusetts,  New  Hampshire, 
Rhode  Island,  Vermont. 

Region  11 

26  Federal  Plaza,  New  York,  New  York  10007  (212  )  264-4233 — ^New 
Jersey,  New  Ycnk,  Puerto  Rico,  Virgin  Islands. 

Region  III 

Curtis  Building,  6th  and  Walnut  Streets,  Philadelphia,  Pennsylvania 
19106  (216)  667-2660 — ^Delaware,  District  of  Columbia,  Maryland, 
Pennsylvania,  Virginia,  West  Virginia. 

Region  IV 

Peachtree-Seventh  Building,  60  Seventh  Street,  N.E.,  Atlanta, 
Georgia  30323  (404)  626-2516 — Alabama,  Florida,  Georgia,  Ken¬ 
tucky,  Mississippi,  North  Carolina,  South  Carolina,  Tennessee. 

Region  V 

300  South  Wacker  Drive,  Chicago,  Illinois  60606  (  313  )  363-1134 — 
Illinois,  Indiana,  Minnesota,  Michigan,  Ohio,  Wisconsin. 

Region  VI 

Earl  Cabell  Building,  1100  Conunerce  Street,  Dallas,  Texas  76242 
(214)  749-7406 — Arkansas,  Louisiana,  New  Mexico,  Oklahoma, 
Texas. 

Region  VII 

Federal  Office  Building,  911  Walnut  Street,  Kansas  City,  Missouri 
64106  (  616)  766-2568— Iowa,  Kansas,  Missouri,  Nebraska. 


Region  VIII 

Federal  Building,  19th  and  Stout  Streets,  Denver,  Colorado  80202 
(303  )  837-3721 — Colorado,  Montana,  North  Dakota,  South  Da¬ 
kota,  Utah,  Wyoming. 

Region  IX 

460  Golden  Gate  Avenue,  P.O.  Box  86003,  San  Francisco,  California 
64102  (416)  666-8604 — Arizona,  California,  Hawaii,  Nevada,  Guam, 
American  Samoa. 

Region  X 

Arcade  Plaza  Building,  1321  Second  Avenue,  Seattle,  Washington 
98101  (206  )  442-6330 — ^Alaska,  Idaho,  Oregon,  Washington. 

HUD  CENTRAL  OFFICE  AND  TELEPHONE  NUMBER  (AREA  CODE  202) 


Office  of  General  Counsel,  765-7090. 

Legislative  Affairs,  766-7380. 

Public  Affairs,  765-6284. 

Community  Planning  &  Development,  472-2836. 

New  Communities,  765-6170. 

Government  National  Mortgage  Association,  766-5627. 
^ual  Opportunity,  766-5673. 

Administration,  755-6206. 

Federal  Insurance  Administration,  765-7366. 

Office  of  Interstate  Land  Sales,  756-6860. 

Inspector  General,  766-6430. 

Federal  Disaster  Assistance  Administration,  634-7006. 
Policy  Development  &  Research,  766-6631. 

Housing,  755-5966. 

Consumer  Affairs  and  Regulatory  Functions,  766-6364. 


j 
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DEPARTMENT  OF  LABOR 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

• 

Special  Assistant  to  the  Secretary  for  Consumer  Affairs, 
U.S.  Department  of  Labor,  Room  1032  South,  3rd  & 
Constitution  Avenue,  N.W.,  Washington,  D.C.  20210 
(202) 523-7304. 
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I.  Statement  of  Purpose 

The  Department  of  Labor  is  committed  to  assuring  that 
consumers  who  are  affected  by  the  laws,  regulations,  policies 
and  programs  it  administers  have  the  opportunity  to  partici¬ 
pate  at  the  earliest  possible  stage  in  the  process  through 
which  decisions  are  made,  and  that  these  consumers  are  as 
fully  informed  as  possible  about  actions  affecting  them. 

The  purpose  of  the  Department’s  Consumer  Representation 
Plan  is  to  carry  out  these  objectives  by  making  Department 
agencies  more  responsive  to  consumer  needs  and  concerns. 
Where  the  mechanisms  for  consumer  participation  already 
exist,  they  will  be  strengthened  and  where  they  do  not  exist, 
they  will  be  instituted. 

II.  Executive  Summary 

The  degree  of  consumer  representation  in  the  Department 
of  Labor  has  varied  to  date.  In  some  agencies,  procedures  for 
consumer  input  already  exist  and  in  others — ^particularly  new 
programs — these  proc^ures  are  in  the  developing  stages. 

The  first  goal  of  the  Department  plan  is  to  standardize  the 
basic  (Hiportunities  for  consumer  representation  throughout 
all  agencies  in  each  of  the  consumer  impact  areas.  For  this 
reason,  the  first  section  of  the  plan  outlines  general  actions 
that  will  be  implemented  by  all  agencies  to  formalize  and 
make  generally  uniform  the  Department’s  commitment  to 
increasing  consumer  representation.  These  are  new  actions 
that  go  beyond  the  mechanisms  that  already  exist. 

Included  in  these  gmeral  actions  to  improve  responsiveness 
to  consumers  are  a  commitment  to  assure  balanced  represen¬ 
tation  of  ccHisiuner  viewpoints  on  advisory  committes,  the  de¬ 
velopment  of  new  methods  to  involve  consumer  in  the  pre¬ 
proposal  stage  of  regulations,  scheduling  annual  open  meet¬ 
ings  in  regional  cities  for  consumer  comment  on  program  op¬ 
erations,  r^ulations  and  policies,  information  exchange  with 
general  consumer  groups,  issuance  of  news  releases  or  other 
suitable  informational  materials  on  Federal  R^^ter  notices, 
improvement  in  the  language  of  notices  and  publication  of  a 
summary  preceding  each  notice  and  publication  of  a  series  of 
one-page  consumer  fact  sheets  on  major  laws  and  programs 
in  easily  understood  language. 

The  second  section  of  the  plan  establishes  a  structure  and 
organization  for  consumer  activities  in  the  Department  based 
on  the  appointment  of  a  Special  Assistant  to  the  Secretary 
for  Consumer  Affairs  with  overall  responsibility  for  coordi¬ 
nating  and  monitoring  the  consumer  program  in  the  Depart¬ 
ment,  the  appointment  of  agency  consumer  representatives 
in  Washington  and  in  the  regions,  and  the  establishment  of 
a  Secretary’s  Committee  on  Consumer  Affairs  to  coordinate 
consumer  affairs  programs  throughout  the  Department. 

The  final  section  contains  the  specific  new  actions  each 
agency  with  consumer  Impact  will  take,  as  part  of  their  con¬ 
sumer  affairs  programs,  to  Implement  the  Department  plan 


and  to  correct  any  specific  weaknesses  In  consumer  repre¬ 
sentation. 

Some  of  these  actions  include  town  hall  meetings  to  be  held 
across  the  country  on  job  safety  and  health  issues,  toll-free 
telephone  numbers  for  consumers,  providing  all  consumers 
who  comment  on  regulations  with  copies  of  the  final  refla¬ 
tions  and  a  new  consumer  information  program  explaining 
the  Consumer  Price  Index. 

III.  Operating  Units  Involved 

The  Department  of  Labor  enforces  laws  that  protect  the 
rights  of  workers  to  safe  and  healthful  working  conditions,  a 
minimum  hourly  wage  and  overtime  pay,  unemployment  in¬ 
surance,  workers’  compensation  and  fre^om  from  employ¬ 
ment  and  pay  discrimination.  In  addition,  the  Department 
protects  workers’  pension  rights,  helps  them  train  fw  and 
find  jobs,  works  to  strengthen  free  collective  bargaining  and 
keeps  track  of  changes  in  employment,  prices  and  other  na¬ 
tional  economic  statistics.  ’The  Department  is  therefore  pri¬ 
marily  concerned  about  the  quality  of  worklife  in  America 
and  with  the  relationship  between  workers,  employers  and 
jobs.  Its  programs  are  not  concerned  with  any  sp>ecific  prod¬ 
uct  in  the  consumer  sense  which  is  available  in  the  market¬ 
place. 

The  following  specific  Department  agencies  conduct  rule- 
making  and  Information  activities  that  affect  consumers : 

A.  EMPLOYMENT  AND  TRAINING  ADMINISTRATION  (ETA) 

Provides  training,  placement  services,  transitional  public 
service  jobs  and  unemployment  compensation  from  State  and 
local  agencies  to  people  who  are  imemployed  or  seeking  new 
work. 

1.  Comprehensive  Employment  and  Training  Program. 
(CETA) — Provides  State  and  local  governments  with  funds 
to  design  and  operate  job  training  programs  to  meet  local 
needs.  During  periods  of  high  unemployment,  these  govern¬ 
ments  provide  Federally-fvmded  public  service  jobs  for  imem¬ 
ployed  workers.  CETA  also  provides  special  assistance  to  dis¬ 
advantaged  workers  including  Indians,  migrant  and  seasonal 
farm  workers,  offenders  and  older  workers. 

2.  Bureau  of  Apprenticeship  and  Training — Promotes  ap* 
prenticeship  programs  in  skilled  trades  under  the  National 
Apprenticeship  Act. 

3.  Job  Corps — Provides  job  training  and  basic  education 
for  disadvantaged  youth  in  a  residential  environment. 

4.  Work  Incentive  Program  (WIN) — ^Helps  welfare  recipi¬ 
ents  get  and  keep  jobs.  WIN  is  conducted  in  cooperation  with 
the  U.S.  Department  of  Health,  Education  and  -Welfare. 

5.  U.S.  Employment  Service  (USES) — Directs  the  Feder¬ 
ally-funded  State  employment  service  system  which  pro¬ 
vides  job  placements  through  computerized  job  banks,  coun¬ 
seling,  testing  and  referral  to  training  and  offers  a  variety  of 
employer  services.  USES  also  administers  special  prc^rams  to 
aid  veterans  and  disadvantaged  people. 

6.  Unemplosmient  Insurance  Service — Directs  the  Federal- 
State  unemployment  insurance  system  and  other  imemploy- 
ment  compensation  programs.  Including  those  for  veterans, 
federal  employees  and  persons  jobless  due  to  foreign  imports 
or  natural  .disasters,  such  as  floods. 

7.  Office  of  Policy,  Evaluation  and  Research — Supports  and 
conducts  research  into  employment  and  training  problems, 
develops  projects  to  test  new  ways  of  serving  workers  with 
particular  job-related  needs  and  evaluates  employment  and 
training  programs. 

B.  OCCUPATIONAL  SAFETY  AND  HEALTH  ADMINISTRATION  (OSHA) 

Develops,  issues  and  enforces  safety  and  health  standards 
to  protect  workers  on  the  jOb.  OSHA  Inspects  workplaces  for 
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standards  violations,  issues  citations  and  proposes  penalties 
fOT  non-compliance  with  regulations.  OSHA  aids  States  in 
developing  their  own  job  safety  and  health  plans  and  ccxi- 
ducts  education,  training  and  Information  programs  to  pro¬ 
mote  workplace  safety  and  health  practices. 

C.  LABOR-MANAGEMENT  SERVICES  ADMINISTRATION  (LMSA) 

Supervises  and  regulates  certahTunion  activities,  protects 
participants’  rights  in  private  pension  and  welfare  benefit 
plans,  protects  reemployment  rights  of  veterans  and  provides 
assistance  to  labor  and  management  in  resolving  disputes 
Ihrough  collective  bargaining. 

1.  Pension  and  Welfare  Benefit  Programs,  Office  of  Em¬ 
ployee  Benefits  Security — Administers  the  Employee  Retire¬ 
ment  Income  Security  Act  which  protects  the  employee  bene¬ 
fit  rights  of  workers  in  private  industry.  The  ERISA  program 
is  jointiy  administered  with  the  Internal  Revenue  Service 
and  the  Pension  Benefit  Guaranty  Corporation. 

2.  Labor-Management  Standards  Enforcement — enforces 
the  Labor-Management  Reporting  and  Disclosure  Act  requir¬ 
ing  imions  to  make  annual  financial  reports  and  to  comply 
with  standards  for  conducting  imion  elections. 

3.  Veterans  Reemplosmient  Rights — Assists  veterans  in  ex¬ 
ercising  their  reemplosunent  rights  and  works  with  the  Vet¬ 
erans  Employment  Service  of  the  Employment  and  Training 
Administration  and  the  U.S.  Department  of  Defense. 

4.  Labor-Management  Policy  Developments — Conducts 
special  studies  on  collective  bargaining  problems  and  research 
on  policy  development. 

D.  BTTREAU  OF  INTERNATIONAL  LABOR  AFFAIRS  (ILAB) 

Provides  trade  adjustment  assistance  to  workers  displaced 
from  their  jobs  by  increased  imports,  participates  in  multi¬ 
lateral  trade  negotiations,  provides  technical  assistance  to 
developing  countries  and  aids  U.S.  foreign  affairs  agencies  in 
International  labor  matters. 

E.  BUREAU  OF  LABOR  STATISTICS  (BLS) 

Collects,  analyzes  and  publishes  data  on  the  labor  force, 
employment,  unemployment,  occupational  outlook,  wages,  in¬ 
dustrial  relations,  prices,  family  budgets,  consumer  expendi¬ 
tures,  labor  turnover,  productivity,  economic  growth  and  oc¬ 
cupational  safety  and  health. 

F.  EMPLOYMENT  STANDARDS  ADMINISTRATION  (ESA) 

Enforces  laws  and  regulations  setting  employment  stand¬ 
ards,  provides  workers’  compensation  to  longshore,  harbor 
workers  and  federsd  workers  injured  on  the  job,  and  benefits 
to  miners  suffering  from  black  lung  and  their  dependents,  en¬ 
forces  equal  employment  opportunity  requirements  for  Fed¬ 
eral  contactors  and  promotes  the  status  of  working  women. 

1.  Wage  and  Hour  Division — ^Enforces  Federal  wage  and 
hour  laws  which  set  the  minimum  wage,  overtime  pay,  equal 
pay.  child  labor  and  record-keeping  standards;  enforces  laws 
prohibiting  age  discrimination  in  employment,  establishing 
wage  garnishment  procedures,  requiring  registration  by  farm 
tebor  crew  leaders,  requiring  safe  and  healthy  living  condi¬ 
tions  for  farm  workers,  and  setting  wage  and  hour  standards 
for  Government  contract  work. 

2.  Federal  Contract  Compliance  Programs — Administers 
the  Federal  government’s  program  requiring  equal  employ¬ 
ment  opportunity  for  workers  regardless  of  race,  color,  sex, 
religion,  national  origin,  handicap  or  veteran’s  status  on 
Federal  contract  work.  , 

3.  Workers’  Compensation  Programs — ^Provides  compen¬ 
sation  for  Federal  employees  and  other  groups  who  suffer 
Job-related  injuries,  diseases  and  deaths;  provides  compen¬ 
sation  for  maritime  workers  or  their  survivors,  and  con^ 
pensatlon  benefits  and  medical  treatment  to  miners  with 
black  lung  disease  as  well  as  benefits  for  their  survivors, 

4.  Women’s  Bureau — Develops  policies  and  programs  to 
promote  the  welfare  of  women  in  the  workforce,  encourages 
better  use  of  manpower  and  offer  assistance  to  State  and 
community  leaders  and  other  nations  on  women  and  work, 

IV.  Department  Plan 
A.  general  actions 

This  part  of  the  Department  plan  outlines  general  actions 
the  Department  will  take  agency-wide  to  standardize  and  in¬ 
crease  basic  opportunities  for  consumer  participation  and 
representation  in  each  of  the  consumer  Impact  areas.  These 


actions  set  the  basic  guidelines  or  framework  within  which 
Department  agencies  will  conduct  their  consumer  affairs 
programs. 

A.  Decision-Making  and  Program  Planning.  To  strengthen 
consumer  participation  in  decision-making  the  Department 
will; 

1.  Assure  that  deadlines  for  public  comment,  sulnnlssion  of 
data,  notification  of  intent  to  appear  at  hearings  and  com¬ 
mittee  meetings  are  reasonable  and  permit  maximum  partic¬ 
ipation  by  consumers. 

2.  Assure  balanced  representation  of  consumer  viewpoints 
on  advisory  committees  including  the  appointment  of  pub¬ 
lic  members  knowledgeable  in  consumer  matters. 

3.  Increase  contacts  with  general  consumer  groups  to  obtain 
information  and  technical  data  for  use  in  rulemaking  and 
program  development. 

4.  Better  utilize  Department  conferences  and  seminars  to 
encourage  consumer  input  and  involvement  in  decision¬ 
making. 

5.  Develop  new  methods  to  involve  consumers  in  pre-pro¬ 
posal  stage  of  regulations  development. 

B.  Evaluation  of  Existing  and  Proposed  Programs.  To  im¬ 
prove  consumer  participation  in  the  evaluation  process,  the 
Department  will: 

1.  Hold  an  annual  open  meeting  in  each  of  our  regional 
cities  for  consumers  to  evaluate  program  (Hierations,  regu¬ 
lations  and  policy. 

2.  Develop  new  procedures  to  expand  consumer  input  into 
program  and  policy  evaluation  and  to  incorporate  the  input 
into  the  evaluation  process. 

3.  Increase  contacts  with  general  consumer  groups  to 
encourage  their  input  into  the  evaluation  of  existing  and 
prcH30.sed  Department  programs. 

C.  Data  Transmission.  To  increase  the  fiow  of  information 
and  data  from  consumers  the  Department  will: 

1.  Better  utilize  public  members  of  Department  advisory 
committees  and  councils  to  transmit  consumer  views  and 
information  and,  where  possible,  replace  public  members 
whose  terms  have  expired  with  persons  who  have  background 
in  consumer  matters. 

2.  Establish  contacts  with  consumers  to  solicit  consumer 
input. 

3.  Develop  contacts  with  general  consiuner  groups  to  solicit 
Information,  and  research  materials  refiecting  consumer 
viewpoints. 

D.  Correspondence  and  Complaint  Handling.  To  improve 
response  to  consumer  correspondence  and  complaints  the 
Department  will: 

1.  Assure  that  general  correspondence  and  consumer  com¬ 
plaints  are  handled  promptly  and  responsively. 

2.  Strengthen  procedures  to  assure  that  complaints  and 
suggestions  are  funneled  into  the  decision-making  process. 

E.  Communications  to  Consumers.  To  expand  communica¬ 
tion  with  consumers  the  Department  will: 

1.  Issue  timely  Federal  Register  notices  to  inform  con¬ 
sumers  about  rulemaking  activities. 

2.  Issue  general  news  releases  or  other  suitable  publication 
of  information  contained  in  Federal  Register  notices,  on  the 
development  of  regulations  and  policy. 

3.  Improve  the  language  in  Federal  Register  notices  and 
publish  a  summary  statement  in  imderstandable  language  to 
directly  precede  the  actual  notice. 

4.  Develop  a  mailing  list  of  general  consiuner  organiza¬ 
tions  across  the  country  for  use  in  mailing  out  consumer 
news  releases  and  other  consumer  information  materials. 

F.  Feedback  to  Consumers.  To  improve  response  and  feed¬ 
back  to  consumers  about  their  comments  the  Department 
will: 

1.  Publish  a  summary  of  significant  consumer  comments  on 
proposed  policy  and  rulemaking  in  the  Federal  Register. 

2.  Develop  new  methods  for  feedback  to  consumers  about 
their  program  and  policy  comments. 

G.  Consumer  Education.  To  strengthen  existing  consumer 
education  programs  the  Department  will: 

1.  Publish  one-page  consumer  fact  sheets  in  easily  under¬ 
stood  language  on  major  laws  and^programs  administered 
by  the  agencies  with  information  on  where  and  how  con¬ 
sumers  can  obtain  assistance. 

2.  Prepare  articles  for  Department  publications,  and  the 
general  and  trade  media  on  how  consumers  can  participate 
In  the  rulemaking  activities  of  Department  agencies. 
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B.  STRUCTURE  AND  ORGANIZATION  OF  CONSUMER  ACTIVITIES 

The  Department  of  Labor  has  not  previously  had  organi¬ 
zational  lines  of  resiwnsibility  to  coordinate  and  consolidate 
consumer  affairs  activities.  Up  to  this  time  each  agency  has 
conducted  consumer  activities  individually.  The  second  part 
of  the  Department’s  plan  outlines  the  policy,  organization 
and  responsibilities  that  have  been  established  for  the  De¬ 
partment’s  overall  consumer  program.  These  procedures  have 
been  issued  in  the  form  of  a  Secretary’s  Order  which  makes 
them  part  of  the  operating  policy  of  the  Department  of  Labqp. 

U.S.  Department  of  Labor, 

Office  of  the  Secretary, 
Washington,  May  14,  1976. 
Washington,  May  14, 1976. 

SECRETARY'S  ORDER  12-76. 

Subject:  Delegation  of  Authority  for  Implementing  the  Department 
of  Labor’s  Consumer  Representation  Plan 

1.  Purpose.  To  delegate  authority  and  assign  responsibility  for 
the  Department  of  Labor's  (DOL)  Corisumer  Representation  Plan 
and  the  development  of  DOL  Agency  Consumer  Affairs  Programs, 
and  to  establish  the  position  of  Special  Assistant  to  the  Secretary 
for  Consumer  Affairs  and  the  Secretary’s  Committee  on  Consumer 
Affairs. 

2.  Background.  The  President  has  directed  that  the  Federal  gov-  ' 
ernment  become  more  responsive  to  consumer  needs  by  increasing 
opportunities  for  consumers  to  participate  in  decision-making  and 
by  informing  consumers  about  agency  activities  affecting  them. 
The  Department  has  developed  and  will  implement  its  Consumer 
Representation  Plan  which  outlines  procedures  to  achieve  these 
goals. 

3.  Policy.  It  is  the  policy  of  the  Department  to  assure  that  client 
groups  and  individual  consumers  affected  by  regulations,  policy, 
decisions,  and  program  actions  are  given  adequate  opportunity  to 
comment  and  participate  in  the  decision-making  and  review  proc¬ 
esses,  and  that  they  are  informed  about  actions  that  affect  them. 

'  4.  Delegation  of  Authority  and  Assignment  of  Responsibility. 

a.  The  position  of  Special  Assistant  to  the  Secretary  for  Consumer 
Affairs  is  established  within  the  Department.  The  Special  Assistant 
is  delegated  authority  to  establish  procedures  and  guidelines  for 
implementing  the  Department’s  Consumer  Representation  Plan, 
for  monitoring  DOL  Agency  Consumer  Affairs  Programs,  for  report¬ 
ing  and  making  recommendations  on  consumer  affairs  activities — 
external  and  internal — to  the  Secretary  of  Labor,  and  for  serving 
as  liaison  with  client  groups,  individual  consumers,  consumer 
organizations,  the  White  House  Office  of  Consumer  Affairs,  the 
private  sector  and  certain  Federal,  State,  and  local  consumer  units. 

b.  DOh  Agency  Heads  are  assigned  responsibility  for  developing 
DOL  Agency  Consumer  Affairs  Programs  to  implement  the  De¬ 
partment’s  Consumer  Representation  Plan  and  for  assuring  com¬ 
pliance  with  its  objectives. 

5.  Action. 

a.  DOL  Agency  Heads  will: 

(1)  Develop  Agency  Consumer  Affairs  Programs  that  will 
strengthen  the  role  of  client  groups  and  consumers  in  Agency 
decision-making,  improve  complaint-handling  procedures,  develop 
opportunities  for  participation  in  program  and  policy  evaluation, 
develop  methods  of  feedback  to  consumers,  and  improve  consumer 
information  programs. 

(2)  Implement  the  following  actions  specified  for  their  Agencies 
in  the  Department’s  Consumer  Representation  Plan : 

(a)  Establish  formal  contacts  with  consumer  organizations  repre¬ 
senting  both  client  groups  and  general  consumers  to  solicit  input 
into  decision-making. 

(b)  Publish  a  summary  of  proposed  regulations  and  policy  in 
understandable  language  to  appear  (preceding  technical  notices) 
in  the  Federal  Register. 

(c)  Issue  timely  news  releases  in  conjunction  with  Federal  Regis¬ 
ter  notices  to  allow  the  greatest  possible  time  for  public  comment 
after  receipt  of  the  release. 

(d)  Publish  a  summary  of  significant  public  comments  on  pro-^ 
posed  policy  and  rulemaking  in  the  Federal  Register. 

(e)  Appoint  a  DOL  Agency  Consumer  Representative  to  assist 
in  assuring  client  grOup  and  individual  consumer  involvement  in 
decision-making. 

b.  DOL  Agency  Consumer  Representatives  will: 

(1)  Monitor,  on  behalf  of  DOL  Agency  Heads,  implementation 
of  the  Department’s  Consumer  Representation  Plan  and  the  Agen¬ 
cy’s  Consumers  Affairs  Program  to  assure  that  they  are  implemented 
and  administered  according  to  overall  policy,  guidelines,  and  pro¬ 
cedures. 
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(2)  Serve  as  contact  point  within  the  Agency  for  consumer  affairs 
matters. 

(3)  Report  quarterly  to  the  Special  Assistant  for  Consumer  Affairs 
on  the  progress  of  the  Agency’s  Consumer  Affairs  Program. 

c.  Regional  Directors  will: 

(1)  Monitor  for  the  Special  Assistant  for  Consumer  Affairs  the 
implementation  of  the  Department’s  Consumer  Representation 
Plan  as  it  affects  field  operations. 

(2)  Work  with  other  DOL  regional  officials  to  achieve  maximum 
responsiveness  to  client  group  and  individual  consumer  requests 
and  complaints. 

(3)  Serve  as  liaison  on  consumer  matters  with  client  groups,  indi¬ 
viduals,  consumer  organizations,  businesses,  and  other  State  and 
local  units  in  the  regions. 

(4)  Report  quarterly  to  the  Special  Assistant  for  Consumer 
Affairs  on  the  status  of  consumer  representation  in  the  regions. 

6.  A  Secretary’s  Committee  on  Consumer  Affairs  Is  established 
within  the  DOL  to  assure  coordination  and  focus  for  the  various 
consumer  programs  operated  throughout  the  Department. 

a.  Organization.  The  Secretary’s  Committee  on  Consumer  Affairs 
will  be  chaired  by  the  Special  Assistant  for  Consumer  Affairs,  who 
may  designate  a  member  of  the  Committee  to  serve  as  Chairperson 
in  the  event  of  absence. 

b.  Membership.  In  addition  to  the  Chairperson,  the  Committee 
will  be  composed  of  DOL  Agency  Consumer  Representatives,  and  two 
Regional  Directors  to  be  chosen  by  the  Under  Secretary  on  a  rotat¬ 
ing  basis. 

c.  Meeting  Schedule.  The  Secretary’s  Committee  on  Consumer 
Affairs  will  meet  at  least  once  quarterly.  The  Chairperson,  after  rea¬ 
sonable  notice  to  all  members,  may  convene  additional  meetings 
as  the  Committee  requires. 

W.  J.  USERY,  Jr., 
Secretary  of  Labor. 

C.  Agency  Consumer  Affairs  Programs 

The  final  section  of  the  Department  plan  contains  the 
agency  consumer  affairs  programs  or  the  specific  actions  each 
agency  with  consumer  impact  will  take  to  implement  the 
Department  plan  and  to  correct  any  specific  weaknesses  in 
consumer  representation. 

Employment  and  Training  Administration 

The  Employment  and  Training  Administration  (ETA)  will 
undertake  an  active  program  to  encourage  consumer  partici¬ 
pation  in  the  various  phases  of  decisionmaking  and  improve 
communications  with  consumers. 

A.  Decision-Making  and  Program  Planning.  1.  ETA  will 
communicate  regularly  with  consumers  and  consumer  groups 
to  disseminate  policy  and  program  information  and'  elicit 
comments  and  recommendations  for  consideration  in  deci¬ 
sion-making. 

B.  Evaluation  of  Existing  and  Proposed  Programs.  1.  ETA 
will  notify  prime  sponsors  of  programs  under  the  Compre¬ 
hensive  Employment  and  Training  Act  (CETA) ,  apprentice¬ 
ship  programs  registered  by  State  agencies  and  other  pro¬ 
gram  operators  of  its  support  for  consumer  participation  in 
policy  and  program  decisions.  ETA  will  consider  the  amount 
of  consumer  participation  as  one  criterion  upon  which  tiie 
program  will  be  evaluated. 

C.  Data  Transmission.  1.  ETA  will  consider  knowledge  in 
the  consumer  area  as  a  criterion  in  selecting  public  members 
for  new  advisory  committees  or  replacing  members  of  existing 
committees. 

D.  Corresfiondence  and  Complaint  Handling.  1.  ETA  will 
establish  a  complaint  handling  procedure  that  responds  to 
consumer  questions  and  complaints.  Consumer  questions  and 
complaints  will  be  handled  at  the  point  closest  to  their  origin 
wherever  possible.  Problems  that  are  not  resolved  at  local, 
State  or  regional  levels  will  be  referred  to  the  National  Office 
for  handling. 

E.  Communication  to  Consumers.  1.  Program  offices  pre¬ 
paring  Federal  Register  notices  will  make  available  to  con¬ 
sumers  on  request,  a  summaiT  of  the  notice. 

2.  To  better  serve  non -English  speaking  consumers,  ETA 
will  provide  translations  of  certain  consumer  publications.  It 
w'ill  also  provide  copy,  in  English,  for  translation  and  distribu¬ 
tion  to  non-English  speaking  groups  by  consumers  organiza¬ 
tions  who  wLsh  to  provide  this  service  to  their  members. 
Within  program  and  budget  limitations,  ETA  will  assist  con¬ 
sumer  groups  in  activities  to  commimicate  program  and  policy 
information  to  the  non-reading  public. 
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3.  News  releases  announcing  information  published  in  the 
Federal  Register  will  be  issued  to  the  press  and  wire  serv¬ 
ices.  In  some  cases  depending  cm  the  nature  of  the  notice,  spot 
announconents  will  be  produced  fw  radio  and  t^evlsion. 

P.  Feedback  to  Consumers.  1.  ETA  will  respcmd  prcnnptly  to 
consumer  proposals  and  where  appropriate,  this  reply  will 
include  analysis  and  evaluation  of  the  proposal  and  the  de¬ 
cision  made. 

Q.  Consumer  Education.  1.  ETA  will  continue  to  publish  a 
series  of  consumer  leaflets  on  current  programs.  Leaflets 
covering  major  program  changes  and  new  developments  will 
be  published  and  given  wide  distribution. 

2.  ETA  will  participate  in  Departmentwide  programs  of 
consumer  education  by  (a)  analyzing  consumer  needs  as  in¬ 
dicated  by  questions  and  problems  they  raise  (b)  developing 
consumer  education  materials  and  (c)  providing  personnel 
to  conduct  or  participate  in  consumer  education  sessions. 

Each  Regional  Administrator  and  each  member  of  the  ETA 
Executive  Council  will  report  to  the  Assistant  Secretary  at  the 
end  of  each  quarter  on  activities  and  accomplishments  in 
Improving  consiuner  representation. 

Occupational  Safety  and  Health  Administration 

The  consumer  affairs  program  discusses  specific  measures 
already  in  place  and  others  so(m  to  be  implemented  or  under¬ 
way — ^to  assure  agency  responsiveness  to  consumer  needs. 

A.  Decision-Making  and  Program  Planning. 

B.  Evaluation  of  Existing  and  Proposed  Programs.  1.  OSHA 
will  increase  significantly  the  role  of  advisory  cwnmittees, 
particularly  the  National  Advisoi^  C<xnmlttee  on  Occupa¬ 
tional  Safety  and  Health.  This  will  be  done  to  increase  the 
value  to  the  decision-making  process  of  the  various  viewpoints 
represented  by  cwnmittee  membership.  In  particular,  the 
committee  will  establish  a  number  of  subcommittees  to  deter¬ 
mine  ways  of  overcoming  objections  raised  in  the  past  to 
OSHA  programs  and  policies. 

2.  OSHA  also  has  scheduled  a  series  of  “town  hall”  meet¬ 
ings  to  gather  information  and  suggestions  on  how  it  should 
change  safety  and  health  regulations  being  considered  for 
amendment.  These  meetings  will  be  held  in  various  locations 
nationwide  to  make  it  easier  for  consumer  interests  to  be 
heard  at  the  pre-proposal  stage. 

3.  OSHA  will  broaden  its  contacts  with  Interested  and  af¬ 
fected  consumers  before  drawing  up  proposed  rules. 

4.  OSHA  will  expand  contacts  with  special  consumer 
groups  affected  by  its  rules  and  standards. 

C.  Data  Transmission.  1.  OSHA  will  encourage  the  various 
members  of  its  ad  hoc  and  standing  advisory  committees 
to  convey  to  OSHA  the  views  of  the  constituencies  they  rep¬ 
resent,  as  well  as  to  convey  to  those  groups  information  on 
OHSA  progress,  goals  and  accomplishments  so  their  views 
may  be  soundly' developed. 

D.  Correspondence  and  Complaint  Handling.  1.  OSHA  has 
instituted  new  procedures  to  assure  that  employee  complaints 
related  either  to  safety  and  health  or  to  discrimination  are 
in  every  case  Investigated  from  both  angles.  This  will  assure, 
for  examples  that  employees  with  discrimination  complaints 
do  not  leave  unmentloned  complaints  of  working  conditions 
possibly  affecting  coworkers,  and  Vice  versa. 

2.  OSHA  will  develop  a  system  to  evaluate  response  to  con¬ 
sumer  queries  that  will  assure  all  other  affect^  I>ersons  or 
groups  are  Informed  of  the  response  as  well.  In  this  way,  in¬ 
formation  on  policy  determinations,  for  example,  will  be 
transmitted  not  only  to  the  correspondent,  but  to  other  con¬ 
stituencies  as  well. 

3.  OSHA  is  studying  the  feasibility  of  a  form  post  card 
for  acknowledging  receipt  of  consumer/comment  on  pro¬ 
posed  standards  and  regulations.  Limitations  on  funding  and 
personnel  staffing  have,  in  the  past,  precluded  such  action. 

4.  OSHA  is  investigating  a  "one-stop-shopping”  concept 
for  providing  service  to  all  consumers.  This  would  involve 
locating  the  corrcopondence  section,  publications  oflBce,  docu¬ 
ment  review  room  and  public  affairs  oflBce  in  a  single  physical 
facility.  TTils  would  also  include  toll-free  telephone  numbers 
for  consumer. 

E.  Communications  to  Consumers.  1.  OSHA  already  is 
operating  under  all  the  steps  outlined  in  the  Department 
plan  for  improvement  in  this  area.  However,  one  very  vital 
area  that  has  long  been  neglected  in  OSHA  is  being 
revitalized — audio-visual  conununications.  Under  pending 
reorganizatlonal  considerations,  OSHA  will  reestablish  tiie 
capability  to  produce  for  internal  and  external  use,  films, 


film  strips,  slides,  video  tapes  and  audio  tapes  to  enhance 
the  agency  capability  to  transmit  information  about  its  pro¬ 
grams  to  consumers.  This  capability  will  be  particularly 
valuable  in  reaching  smaller  employers,  most  of  whom  do  not 
have  afOllatlons  with  trade  or  professional  groups,  and  their 
employees,  most  of  whom  are  not  unionized. 

F.  Feedback  to  Consumers.  1.  In  addition  to  developing  a 
system  for  acknowledging  receipt  of  comment  on  proposed 
regulations,  OSHA  will,  to  the  extent  feasible,  use  that  sys¬ 
tem  as  the  basis  for  a  mailing  list  that  will  be  used  to  dis- 
^minate  a  copy  of  the  final  regulations  promulgated.  This 
will  assure  consumers  not  only  that  their  comments  have 
been  received  and  acknowledged,  but  they  will  have  the  added 
advantage  of  reviewing  the  final  rules  soon  after  promulga¬ 
tion  to  learn  to  what  extent  their  views  played  a  part  in  the 
final  decision. 

G.  Consumer  Education.  1.  The  addition  of  audio-visual 
capability  will  enhance  OSHA’s  ability  to  expand  consumer 
education  programs.  A  prototype  program  is  now  imderway 
as  part  of  the  National  Emphasis  Program  of  inspecting 
foundries  and  metal-stamping  operations,  that  will  present 
employer  and  employee  groups  with  educational  material 
directly  related  to  their  industry  before  OSHA  undertakes 
intensive  inspection  activity  in  that  industry.  Such  tailored 
educational  programs,  coupled  with  on-site  consultation  ef¬ 
forts  to  identify  and  eliminate  job  hazards,  will  greatly  en¬ 
hance  OSHA's  consumer  education  efforts. 

2.  OSHA  also  is  actively  preparing  a  series  of  consumer 
fact  sheets,  each  designed  to  explain  in  simple,  clear  terms 
the  aspects  of  various  OSHA  functions  and  activities.  Each 
stresses  the  ways  in  which  constuners  can  interact  with  OSHA 
in  that  particular  program  activity. 

Labor -Management  Services  Administration 

Section  1 — Labor-Management  Standards  Enforcement 
(.LMSE)^  LMSE  administers  reporting  and  disclosure  laws 
requiring  labor  organizations  to  file  annual  financial  reports. 
In  addition,  LMSE  regulates  union  trusteeships  and  the  elec¬ 
tion  of  union  olBcers.  The  impact  of  this  oflBce  on  the  general 
consumer  is  therefore  more  limited  than  that  of  other 
agencies. 

LMSE  will  undertake  the  following  activities  as  part  of  its 
consumer  affairs  program. 

A.  Decision-Making  and  Program  Planning.  1.  LMSE  will 
publish  all  regulations  as  proposals  with  adequate  time  for 
comment  by  interested  consumers. 

2.  LMSE  will  increase  contacts  with  consumer  groups 
through  meetings  to  gain  their  input  in  the  early  stages  of 
the  development  of  reg\ilations  and  policy. 

B.  Correspondence  and  Complaint  Handling.  1.  LMSE  will 
improve  the  efficiency  of  correspondence  processing  and  re¬ 
sponse. 

2.  LMSE  will  reduce  the  average  response  time  to  requests 
for  union  financial  reports. 

C.  Communications  to  Consumers.  1.  LMSE  will  prepare 
news  releases  on  all  major  proposed  regulations  to  coincide 
wi^  publication  of  the  proposal  in  the  Federal  Register. 
Special  distribution  will  be  made  to  national  and  inter¬ 
national  imlons,  and  major  trade  media,  and  consumer 
groups  upon  request. 

2.  LMSE  will  increase  the  number  of  consumer  publica¬ 
tions  and  revisions  of  present  publications. 

3.  LMSE  will  make  the  annual  report  on  enforcement  and 
reporting  more  informative  for  consumers. 

D.  Feedback  to  Consumers.  1.  LMSE  will  establish  addi¬ 
tional  procedures  to  increase  the  feedback  of  information  to 
consumers.  One  new  procedure  will  be  to  provide  all  con¬ 
sumers  who  comment  on  proposed  regulations  with  copies 
of  the  final  regulations  once  they  are  published. 

2.  LMSE  will  include  an  evaluation  of  the  comments  re¬ 
ceived  on  Federal  Register  notices  in  the  Register  with  a 
discussion  of  which  were  adopted  and  which  were  rejected. 

E.  Consumer  Education.  1.  LMSE’s  technical  assistance 
program,  a  consiuner  education  program,  will  be  emphasized 
July  1976. 

2.  LMSE  will  conduct  additional  special  seminars  for 
union  oflBcers  and  members  to  inform  them  of  their  rights 
and  responsibilities.  LMSE  personnel  work  closely  with  labor 
unions  and  other  consumer  groups  in  scheduling  and  con¬ 
ducting  these  seminars  and  training  sessions. 

Section  2 — Office  of  Veterans’  Reemployment  Rights.  The 
OflBce  of  Veterans’  Reemployment  Rights  (OVRR)  assist 


FEDERAL  REGISTER,  VOL.  41,  NO.  189— TUESDAY,  SEPTEMBER  28,  1976 


NOTICES 


42819 


veterans,  reservists  and  National  Guardsmen  in  exercising 
their  reemployment  rights  with  employers  they  leave  to 
perform  military  training  or  service.  OVRR  does  not  develop 
regulations  or  have  rulemaking  authority  under  the  reem¬ 
ployment  law,  therefore  its  consumer  affairs  program  con¬ 
sists  primarily  of  information  dissemination  to  the  specific 
clients  affected  by  this  law. 

As  part  of  its  consumer  affairs  program  OVRR  will  do  the 
following; 

A.  Communications  to  Consumers.  1.  OVRR  will  schedule 
question  and  answer  sessions  on  radio  with  employer  repre¬ 
sentatives,  union  representatives  and  veterans’  organizations. 

2.  OVRR  will  establish  toll-free  telephone  numbers  for 
calls  to  OVRR  and  LMSA  field  offices. 

3.  OVRR  will  provide  additional  speakers  at  employer  rep¬ 
resentative  meetings.  Chambers  of  Commerce,  union  conven¬ 
tions,  and  Reserve  and  National  Guardsmen  Training 
Centers. 

4.  OVRR  will  produce  TV  puljlic  service  spot  announce¬ 
ments  on  the  reemployment  law. 

Section  3 — Pension  and  Welfare  Benefit  Programs,  Office 
of  Employee  Benefits  Security.  This  office  administers  the 
newest  Labor  Department  program,  the  Employee  Retire¬ 
ment  Income  Security  Act  (ERISA)  which  protects  the 
employee  benefit  rights  of  workers  in  the  private  sector. 

TTie  ERISA  program  is  still  in  the  early  stages  of  imple¬ 
mentation. 

While  ERISA  uses  many  of  the  standard  mechanisms  for 
consumer  input  outlined  in  the  section  on  existing  comumer 
mechanisms,  the  office  will  develop  specific  new  actions  to 
enhance  consumer  representation  as  the  program  develops. 

Bureau  of  International  Labor  Affairs 

The  consumer  affairs  program  of  the  Bureau  of  Interna¬ 
tional  Labor  Affaire  (ILAB)  focuses  primarily  on  the  area 
of  ILAB  responsibility  which  falls  most  clearly  within  the 
consumer  area;  the  Trade  Adjustment  Assistance  (TAA) 
Program  for  workers. 

A.  Decision-Making  and  Program  Planning.  1.  ILAB  will 
Issue  news  releases  which  coincide  with  publication  of  Fed¬ 
eral  Register  Notices  seeking  comments  at  specific  stages  of 
regulations  development  or  announcing  public  hearings  in¬ 
volving  the  TAA  program.  These  releases  will  be  given  wide 
dissemination  to  interested  or  affected  consumer  groups. 

B.  Evaluation  of  Existing  and  Proposed  Programs.  1.  The 
written  and  oral  comment  process  will  be  reinforced  by  a 
careful  review  of  suggestions  presented  at  public  hearings 
for  utilization  in  future  program  operations. 

2.  Comments  on  the  TAA  program-are  and  will  be  solicited 
from  workers  and  their  representatives,  and  this  process  will 
be  expanded  to  include  a  broader  spectrum  of  the  workers 
who  have  been  affected  by  the  program.  During  the  12-month 
period  commencing  May  1,  1976,  ILAB^will  conduct  a  survey 
of  individual  consumers  (i.e.,  workers  who  have  been  certified 
as  eligible  to  apply  for  adjustment  assistance)  to  get  their 
evaluation  of  the  effectiveness  of  the  TAA  program  as  it 
relates  to  them. 

3.  The  role  of  the  Trade  Act  Policy  Committee  Will  be 
expanded  as  a  part  of  the  ILAB  consumer  affairs  program. 
This  Committee,  which  is  chaired  by  the  Deputy  Under  Sec¬ 
retary,  will  now  meet  at  least  quarterly  to  reevaluate  the 
TAA  program  in  the  light  of  the  various  consumer  inputs 
regarding  it.  Within  budgetary  and  other  constraints,  the 
Committee  will  meet  in  open  session  with  consumer  repre¬ 
sentatives  in  the  regional  cities  as  well  as  in  Washington,  D.C. 

C.  Data  Transmission.  1.  As  a  method  of  possibly  achieving 
even  greater  consumer  data  transmission,  the  Solicitor’s 
Office  of  the  Labor  Department  will  draft  additional  lan¬ 
guage  for  inclusion  in  the  standard  Notice  of  Investigation 
concerning  each  new  trade  adjustment  assistance  case  which 
the  Department  institutes.  This  language  will  solicit  and  en¬ 
courage  public  comment  regarding  each  case.  Information 
which  could  prove  useful  for  the  Department’s  investigation 
may  well  result  from  this  action. 

2.  ILAB  will  strengthen  consumer  contacts. 

D.  Correspondence  and  Complaint  Handling.  1.  ILAB  will 
continue  its  policy  to  answer  all  letters  within  ten  working 
days. 

2.  ILAB  will  inform  consumers  about  the  appeals  mech¬ 
anism  available  to  them. 

E.  Communication  to  Consumers.  1.  The  Spotmaster  audio 
news  service  will  be  utilized  to  report  particularly  significant 
developments  in  the  trade  adjustment  assistance  program. 


.  F.  Feedback  to  Consumers.  1.  As  a  key  part  of  its  con¬ 
sumer  feedback  program,  ILAB  will  pay  careful  attention  to 
consumer  comments.  All  consumer  comments  or  data  sub¬ 
missions  made  in  connection  with  pulbic  hearings  will  become 
a  part  of  the  public  record. 

G.  Consumer  Education.  1.  A  consumer  fact  sheet  on  the 
program  has  been  issued  and  will  be  updated  periodically. 
The  detailed  news  rdeases  also  contribute  to  consumer  educa¬ 
tion.  Fr^uent  contacts — by  telephone  and  in  writing — with 
the  media,  the  general  consumer,  and  the  client  groups  also 
help  significantly  in  this  regard. 

Bureau  of  Labor  Statistics 

The  Bureau  of  Labor  Statistics  (BLS)  has  no  regulatory 
or  enforcement  functions.  Its  programs  are  almost  entirely 
concerned  with  collecting  economic  data  and  providing  it  to 
consumers.  For  this  reason,  the  BLS  consumer  affairs  pro¬ 
gram  is  primarily  information  oriented. 

A.  Evaluation  of  Existing  and  Proposed  Programs.  1.  BLS 
is  requesting  that  a  special  committee  be  appointed  to  examine 
and  evaluate  employment  and  unemployment  data. 

B.  Correspondence  and  Complaint  Handling.  1.  BLS  is  im¬ 
proving  handling  of  periodical  subscriptions  and  publica¬ 
tions  orders  by  the  Government  Printing  Office. 

C.  Communications  to  Consumers.  1.  BLS  will  develop  a 
consumer  information  program  to  help  coiisumers  under¬ 
stand  changes  in  the  Consumer  Price  Index  and  what  they 
mean. 

2.  BLS  will  attempt  to  further  reduce  the  price  of  its  pub¬ 
lications  by  the  Government  Printing  Office  in  order  to  make 
them  more  available  to  consumers. 

3.  BLS  will  publish  a  monthly  list  of  its  new  publications 
for  consumer  use. 

D.  Consumer  Education.  1.  BLS  will  issue  one-page  con¬ 
sumer  fact  sheets  on  its  various  programs. 

2.  BLS  will  prepare  a  pamphlet  explaining  revised  Con¬ 
sumer  Price  Index. 

Employment  Standards  Administration 

The  Employment  Standards  Administration  (ESA)  will 
take  the  following  actions  as  part  of  its  consumer  affairs 
program  to  encourage  Consumer  participation  in  decision¬ 
making. 

A.  Decision-Making  and  Program  Planning.  1.  Advanced 
notices  of  proposed  rulemaking  will  generally  be  issued  in  the 
Federal  Register  to  give  consumers  an  opportunity  to  par¬ 
ticipate  in  the  pre-proposal  stage  of  the  regulations  process. 

2.  Where  appropriate,  ESA  will  hold  more  public  hearings. 

3.  The  consultation  process  will  be  formalized  and  ex¬ 
panded. 

4.  Public  members  of  advisory  committees  will  be  asked  to 
represent  consumer  views.  Where  possible,  new  public  mem¬ 
bers  will  be  selected  to  reflect  consumer  opinions. 

5.  ESA  will  hold  or  participate  in  one  Departmental  Con¬ 
sumer  conference  annually  in  each  of  the  ten  regions.  The 
purpose  of  the  conferences  is  to  encourage  consumer  com¬ 
ment  on  policy  formulation  and  execution. 

B.  Evaluation  of  Existing  and  Proposed  Programs.  1.  ESA 
will  assure  that  all  public  comments  are  fed  directly  into 
the  evaluation  process. 

C.  &  D.  COMMUNICATIONS  TO  CONSUMERS  AND  CONSUMER  EDUCATION 

1.  ESA  will  produce  and  distribute  additional  radio  and 
television  public  service  annoimcements  and  film  materials 
to  inform  consumers  of  their  rights  and  responsibilities  under 
ESA  laws. 

2.  ESA  will  disseminate  special  news  articles  on  subjects  of 
consumer  interest  to  the  press  and  wire  services.  Where  ap¬ 
propriate,  radio  and  TV  spot  announcements  will  be  produced 
and  made  available. 

3.  ESA  will  distribute  a  new  exhibit  system  to  regional  and 
area  offices  for  appropriate  showings  to  consumers  and  client 
groups. 

V.  Schedule  op  Events 

A.  ACTIONS  ' — 

1.  Appointment  of  Special  Assistant  for  Consumer  Affairs, 
July  1976. 

2.  Appointment  of  agency  consumer  representatives,  July 
1976. 

3.  Appointment  of  regional  members  of  Secretary’s  Com¬ 
mittee  on  Consumer  Affairs,  July  1976. 
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4.  Dewlopment  of  agency  consiuner  affairs  programs, 
April  1976. 

5.  Tmplementallftn  of  general  acthm  requiring  tewiance  of 
news  r^eases  on  Feoebai.  Rmxstee  notices,  February  1976. 

6.  Adoption  of  Secretary’s  Order  on  Consumer  Represen¬ 
tation.  May  1976. 

7.  Tmphmentation  of  geaexi&l  action  requiring  issuance  of 
consumer  fact  sheets,  November  1975. 

VI.  Allocatioit  or  Resoubces 

The  Department  of  Labor  will  Implement  its  Consumer 
Representation  Plan  and  conduct  its  consumer  affairs  pro¬ 
grams  with  current  resources  by  reallocaUng  personnel  and 
resources  as  needed,  consistent  with  the  laws  the  Depart¬ 
ment  administers.  In  the  future,  additional  new  resources 
may  be  added. 

Approved  and  Submitted  by: 

W.  J.  USERY,  Jr., 
Secretary  of  Labor, 

JtTHE  11. 1976. 

Appendix  A. — ^Dxpasticxnt  of  Labor  Consttusb  Contacts 

IndivldualR  or  orgEnizatlona  with  oonsumer  questions,  problems 
or  comments  can  contact  the  foUowlng  persons  In  the  Depart- 
.^ment  of  Labmr  for  assistance : 

WASHINGTON 

Consumer  comments  should  be  addressed  by  maU  to: 

John  W.  Leslie,  Special  Assistant  to  the  Secretary  for  Consumer 
Affairs,  U.S.  Department  of  Labor,  3rd  and  Ccmstltutlon  Avenue, 
N.W.,  Washington,  D.C.  20210. 

"  REGIONAI.  OFFICES 

Consiuner  comments  may  be  addressed  by  mail  or  telephone 
I.  Statement  of  Purpose. 

Region  I — Boston 

Gerald  P.  Beldy,  Consumer  Representative,  Room  1700-C,  JFK 
Building,  Boston,  Mass.  02203  (617)  223-5430. 

Region  11 — /fete  YorTc 

Stephen  D.  Blum,  Consumer  Representative,  Room  3500,  1516 
Broadway,  New  York,  N.Y.  10036  (212)  390-6252 

Region  III — Philadelphia 

Thomas  M.  Foglietta,  Consumer  Representative,  Room  14320,  3535 
Market  St..  PhUadelphla,  Pa.  19104  (216)  696-1116. 

Region  IV — Atlanta 

Eugene  W.  Qrlner,  Consumer  Representative,  Room  500, 1371  F^ch- 
teee  St.,  IfE.,  Atlanta,  Ga.  30309  (404)  526-6366.  , 

Region  V — Chicago 

Alexander  P.  White,  Consumer  Representative,  10th  Floor.  230 
South  Dearborn  St.,  Chicago,  □.  60604  (312)  353-4122. 

. _  Region  VI — Dallas 

Paul  W.  Story,  Consumer  Representative,  Suite  744,  555  Qrlffln 
Square  Bldg.,  Dallas,  Texas  76202  (214)  749-3842. 

Region  VII — Kansas  City 

Richard  W.  McAvlnew,  Consumer  R^resentaUve,  Room  2505,  Fed¬ 
eral  Office  Bldg.,  911  Walnut  St.,  Kansas  City,  Mo.  61406  (816) 
374-6941. 

Region  VIII — Denver 

Robert  J.  l^wn.  Acting  Consumer  Rqiresentatlve,  Room  17034 
Federal  Ofilco  Bldg.,  1961  Stout  St.,  Denver,  Colo.  80202  (303) 
837-8791. 

Region  IX — San  Francisco 

George  W.  Smith,  Consumer  Representative.  Room  10064  Federal 
Office  Bldg.,  460  Golden  Gate  Avenue,  San  Ptanclsco,  Calif.  91402 
(412)  656-8764. 

Region  X 

James  T.  Hughes,  Consumer  Representative,  Room  8003  Federal 
Bidldlng,  900  First  Avenue,  Seattle,  Washington  98174  (206) 
442-1545.  / 


Appendix  B — Public  Comment  on  the  Proposed  Consumer 
Representation  Plan 

(Jaimary  through  May  1978) 

The  Department  ol  lAbor  received  a  number  of  comments  on  Its 
Consumer  Representation  Plan  from  organisations.  Individuals 
consumer  groups.  These  comments,  both  oral  and  written,  came 
during  the  r^onal  White  House  Conferences  on  Consumer  Rep¬ 
resentation,  the  comment  period  for  the  plan  as  published  In  the 
Federal  Register  and  the  public  hearing  held  In  Washington  on 
the  Department’s  plan. 

After  a  careful  review  of  all  the  comments,  the  Department  has 
amended  Its  plan  to  Include  changes  recommended  by  consumers. 

Several  consumer  groups  and  Individuals  commented  that  the 
original  plan  was  too  general  and  did  not  specify  actions  that 
would  bo  taken  to  Improve  consumer  representation.  VThlle  the 
intent  of  the  plan  was  to  provide  a  framework  which  would 
commit  and  guide  agencies  of  the  Department  In  strengthening 
consumer  participation  hut  allow  them  the  flexibility  to  decide  the 
most  effective  means  to  do  this,  a  new  section  which  Includes  agency 
consumer  affah-s  programs  has  been  added  to  the  plan.  This  section 
spells  out  specific  actions  agencies  will  take  to  correct  weaknesses 
in  consumer  representation. 

A  second  prevalent  comment  was  that  the  plan  did  not  specify 
how  Department  consumer  representatives  would  be  accountable 
for  their  activities.  This  revised  plan  Includes  a  section  on  struc¬ 
ture  and  organization  of  consumer  activities  spelling  out.  In  a 
Secretary’s  Order,  the  Department’s  commitment  to  Increase  con¬ 
sumer  Involvement  as  well  as  delegating  responsibility  for  consumer 
activities. 

Briefly,  the  order  establishes  a  Special  Assistant  to  the  Secretary 
for  Consumer  Affairs  responsible  for  overseeing  the  execution  of  the 
Department  plan,  monitoring  agency  consumer  affairs  programs 
and  serving  as  liaison  with  consumer  groups,  and  client  organi¬ 
zations.  ’The  Special  Assistant  reports  directly  to  the  Secretary  of 
Labor  concerning  the  conduct  of  the  Department’s  consumer 
program.  _ 

In  addition,  agency  beads  are  responsible  directly  to  the  Secretary 
feu:  assuring  compliance  with  the  objectives  of  the  Department’s 
plan  and  for  administering  their  agency’s  consumer  affairs  pro¬ 
gram.  ’To  formalize  the  exchange  of  Information,  the  order  sets  up 
a  Secretary’s  Conunittee  on  Consumer  Affairs,  chaired  by  the  Special 
Assistant  and  emnposed  of  agency  consumer  representatives  ap¬ 
pointed  by  agency  heads.  Agency  consumer  representatives  must 
also  report  quarterly  to  the  l^ecial  Assistant  on  the  status  of  their 
consumer  programs. 

In  the  Department’s  view,  the  success  of  the  consumer  program  is 
best  assured  by  placing  the  responsibility  for  the  execution  of  the 
program  on  the  line  officers  of  the  D^MUtment  rather  than  in  a 
staff  o55ce  without  line  authorities. 

Another  comment  on  the  plan  was  that  It  failed  to  provide  for 
oonsumer  representatives  In  the  field.  The  revised  Department  plan 
designates  the  Regional  Directors  or  Secretary’s  representatives  in 
the  field  to  serve  as  consumer  liaison. 

As  the  result  of  another  comment,  the  Department  has  added  a 
provision  to  the  plan  for  an  annual  open  meeting  In  each  of  the 
regions  to  give  consumers  the  opportunity  to  comment  on  pro¬ 
grams,  regulations  and  policies. 

The  Department  will  also  Increase  Its  efforts  to  publish  consumer 
materials  In  languages  other  than  English  to  better  serve  the 
minority  communities. 

Several  consumers  suggested  that  the  Department  Include  pro¬ 
visions  for  a  toll-free  telephone  to  connect  consumers  with  regional 
offices.  While  the  Department  does  not  currently  have  the  funds 
to  undertake  this  project,  several  agencies  now  have  toll  free  num¬ 
bers  and  others  are  planning  to  fund  this  type  of  activity  as  part 
of  their  consumer  affairs  iNograms. 

Public  Citizen  commented  that  the  plan  falls  to  provide  for 
analyzing  consumer  complaints  as  an  Index  of  the  Department’s 
overall  performance  and  as  the  basis  for  possible  policy  revisions 
or  changes. 

’The  Department  plan  does  provide  for  the  Inclusion  of  consumer 
Information  In  the  evaluation  process  of  each  ageney.  On  a  De¬ 
partment-wide  basis,  this  task  Is  part  of  the  review  and  coordi¬ 
nating  function  which  the  ^leclal  Assistant  for  Consumer  Affairs 
vrill  poform  and  tAis  point  will  be  Included  In  the  guidelines  and 
inocedures  to  be  Issued  for  Implementing  the  Department’s  plan. 
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DEPARTMENT  OF  TRANSPORTATION 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

Director,  Office  of  Consumer  Affairs,  Department  of  Trans¬ 
portation,  400  7th  Street,  S.W.,  Washington,  D.C.  20590 
Phone:  202-426-4542. 
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I.  Statement  of  Purpose 

The  purpose  of  the  Department  of  Transportation  (DOT) 
Consumer  Representation  Plan  is  to  accelerate  the  opening 
of  DOT’S  operations  to  public  scrutiny  and  to  consumer 
participation  in  decisionmaking. 

First,  the  plan  outlines  what  DOT  does  and  shows  where 
consumer  representation  fits  into  the  transportation  picture. 
It  summarizes  the  missions  of  DOT'S  operating  administra¬ 
tions  and  also  indicates  where  the  consumer  affairs  officers 
are  located  within  those  administrations. 

Second,  the  plan  outlines  the  opportunities  for  communica¬ 
tion  between  consumers  and  DOT,  It  explains  how  consumers 
can  make  known  complaints  and  opinions,  and  how  they  can 
take  part  in  DOT’S  rulemaking,  policymaking,  and  program 
development.  It  also  explains  how  the  Department  seeks 
and  uses  consumers’  opinions,  and  how  it  keeps  consumers 
informed  on  transportation  issues. 

Third,  the  plan  makes  consumer  representation  a  matter 
of  Departmental  policy  by  specifying  that  all  elements  of 
DOT  shall:  (1)  strengrthen  procedures  for  being  responsive 
to  consumers’  needs  and  concerns;  (2)  solicit  consumers’ 
opinions;  and  (3)  support  consumer  participation  in  Dep^t- 
mental  activities. 

The  Department  of  Transportation  encourages  comments 
from  consumers  as  it  implements  this  Plan. 

II.  Executive  Summary 

Responsibility  for  consumer  representation  in  the  Depart¬ 
ment  of  Transportation  (DOT)  rests  with:  the  Assistant  Sec¬ 
retary  for  Environment,  Safety,  and  Consumer  Affairs;  the 
Director  of  the  OfiBce  of  Consumer  Affairs  in  the  Office  of  the 
Assistant  Secretary  for  Environment,  Safety,  and  Consumer 
Affairs;  and  six  consumer  affairs  ofiBcers  in  the  Department’s 
operating  administrations. 

Consumers  are  invited  to  comment  on  the  progress  of  this 
Plan  and  on  all  DOT  programs  and  decisions.  Consumer  mail 
should  be  addressed  to  the  Department’s  consumer  affairs 
officers.  It  will  be  answered  or  acknowledged  within  15  days. 

To  solicit  consumers’  comments,  DOT  uses  such  methods  as 
requiring  applicants  for  funds  to  involve  citizens  in  the  local 
planning  process,  public  hearings,  liaison  with  consumer  or¬ 
ganizations,  and  advisory  committees.  DOT  will  find  ways  to 
broaden  and  strengthen  its  present  methods  for  soliciting 
and  using  consumers’  comments,  including  the  development 
of  a  departmentwide  system  for  analyzing  consumer  mail  and 
for  disseminating  these  analyses  within  the  Department. 

In  rulemaking,  DOT  will:  follow  notice-and -comment  pro¬ 
cedures  even  in  exempted  areas  where  there  is  a  substantial 
public  interest  in  a  proposed  rule;  use  Advance  Notices  of 
Proposed  Rulemaking  to  the  fullest  extent  possible;  allow  at 
least  45  days  for  public  comment  on  each  proposed  rule;  and 


evaluate  and  publish  the  costs,  benefits,  and  other  impacts  of 
each  proposed  rule.  In  addition,  DOT  will  follow  specified 
internal  procedures  when  developing  costly  or  controversial 
rules  and  will  also  provide  regiilar  opportunities  for  con¬ 
sumers  to  comment  on  established  rules  and  grant  programs. 

Concerning  policymaking,  DOT  will — as  often  as  is  practi¬ 
cal — publish  in  the  Federal  Register  Advance  Notices  of 
Policy  Development,  requesting  consumer  comment  at  the 
earliest  planning  stage.  Other  new  participatory  techniques 
will  be  developed.  In  response  to  consumers’  suggestions,  the. 
Department  will  explore  techniques  for  increasing  consumer 
participation  in  local  transportation  planning.  The  OflBce  of 
Consumer  Affairs  will  work  with  the  operating  administra¬ 
tions  to  expand  such  consumer  participation  and  to  increase 
the  consumer  responsiveness  of  DOT  field  office  staffs. 

DOT’S  consumer-oriented  press  releases  will  be  stamped 
“Consumer  Advisory’’  or  “Request  for  Public  Comment,”  as 
appropriate.  Press  releases  and  consumer  publications  will  be 
written  in  concise,  non-technical  language.  DOT  decisions 
and  policies  will  be  fully  reported  to  consumers,  with  reasons 
and  expected  impacts.  Consumers  are  invited  to  place  their 
names  on  DOT  consumer  mailing  lists  by  use  of  the  coupon 
in  Appendix  C. 

Each  element  in  DOT  will  implement  this  Plan  and  will 
develop  its  own  consumer  representation  program.  Each  ele¬ 
ment  will  submit  a  detailed  quarterly  report  to  the  Office  of 
Consumer  Affairs  which  will  oversee  implementation  and  will 
also  publish  in  the  Federal  Register,  each  fiscal  year,  an 
Annual  Report  to  Consumers,  with  requests  for  comment.  The 
Office  of  Consumer  Affairs  will  continue  to  work  with  all 
Departmental  elements,  through  the  DOT  Consumer  Affairs 
Coordinating  Committee,  to  increase  consumer  participation 
and  to  advance  consumers’  interests  within  the  Department. 

ni.  Primary  Organizations  Involved 

The  primary  organizations  involved  in  the  Department  of 
Transportation  Consumer  Representation  Plan  are  the  Office 
of  Consumer  Affairs  in  the  Office  of  the  Assistant  Secretary 
for  Environment,  Safety,  and  Consumer  Affairs  and  the 
following  operating  administrations  within  the  Department: 
the  Federal  Aviation  Administration,  the  Federal  Highway 
Administration,  the  Federal  Railroad  Administration,  the  Na¬ 
tional  Highway  Traffic  Safety  Administration,  the  U.S.  Coast 
Guard,  and  the  Urban  Mass  Transportation  Administration. 

rv.  Departmental  Plan 

(l)  HOW  CONSUMERS  ARE  REPRESENTED  IN  DOT 

The  U.S.  Department  of  Transportation  (DOT)  fosters 
the  development  and  maintenance  of  a  safe,  efficient,  and 
effective  national  transportation  system  for  the  movement  of 
people  and  goods.  The  responsibilities  of  the  Secretary  of 
Transportation  include  advising  the  President  on  national 
transportation  affairs  and  directing  the  activities  of  the  De¬ 
partment.  DOT  is  composed  of  the  Office  of  the  Secretary  and 
seven  operating  administrations. 

In  the  Office  of  the  Secretary,  responsibility  for  consumer 
activities  rests  with  the  Assistant  Secretary  for  Environment, 
Safety,  and  Consumer  Affairs,  who  is  appointed  by  the  Presi¬ 
dent  and  reports  to  the  Secretary.  The  Assistant  Secretary’s 
staff  includes  three  offices  which  have  a  direct  impact  on  the 
consumer — the  Office  of  Environmental  Affairs,  the  Office  of 
Safety  Affairs,  and  the  Office  of  Consumer  Affairs. 

The  Office  of  Consumer  Affairs  is  headed  by  a  director  who 
reports  to  the  Assistant  Secretary  for  Environment,  Safety, 
and  Consumer  Affairs. 

Six  of  DOT’S  seven  operating  administrations  have  dirwt 
consumer  responsibilities.  In  each  of  these  six  operating 
administrations,  responsibility  for  consumer  activities  rests 
with  a  staff  member  who  has  been  identified  by  the  head  of 
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the  administration.  The  titles  and  placement  of  the  operating 
administrations’  consumer  affairs  officers  are: 

Federal  Aviation  Administration.  Chief  of  the  Community 
and  Consumer  Liaison  Division;  reports  to  the  Assistant 
Administrator  for  Public  Affairs. 

Federal  Highway  Administration.  Associate  Administrator 
for  Planning;  reports  to  the  Administrator. 

Federal  Railroad  Administration.  Consumer  Affairs  Officer 
in  the  Office  of  Public  Affairs;  reports  to  the  Public  Affairs 
Officer. 

National  Highway  Traffic  Safety  Administration.  Chief  of 
the  Office  of  Consiuner  Services;  reports  to  the  Director  of 
the  Office  of  Public  Affairs  and  Consiuner  Services. 

United  States  Coast  Guard.  Chief  of  the  Information  and 
Administrative  Staff;  reports  to  the  Chief  of  the  Office  of 
Boating  Safety. 

Urban  Mass  Transportation  Administration.  Director  of 
Public  Affairs;  reports  to  the  Administrator. 

The  consumer  fimction  of  each  DOT  element  and  the 
responsibilities  of  their  consiuner  affairs  officers  are  described 
in  Appendix  A. 

Consumer  affairs  activities  throughout  DOT  are  coordi¬ 
nated  through  the  DOT  Consumer  Affairs  Coordinating 
Committee. 

(2)  HOW  CONSUMERS  CAN  CONTACT  DOT 

DOT  welcomes  consumer  correspondence.  All  consumer 
mail  should  be  sent  to  the  consumer  affairs  officers  In  the 
operating  administrations: 

Fred  Pelzman.  Chief,  Community  &  Consumer  Liaison  Division, 
Federal  Aviation  Administration,  Washington,  D.C.  20691.  Phone: 
202/420-1960. 

W.  Lee  Mertz,  Associate  Administrator  for  Planning,  Federal  High¬ 
way  Administration,  Washington,  D.C.  20590.  Phone:  202/426- 
0586. 

Eric  Hanson,  Consumer  Affairs  Officer,  Office  of  Public  Affairs, 
Federal  Railroad  Administration,  Washington,  D.C.  20690.  Phone: 
202/426-0881. 

OUbert  Watson,  Chief,  Consiuner  Services,  Office  of  Public  Affairs 
&  Consumer  Services,  National  Highway  Traffic  Safety  Adminis¬ 
tration,  Washington,  D.C.  20690.  Phone:  202/426-0670. 

Cdr.  Manuel  Tubella,  Jr.,  Chief,  Information  &  Administrative  Staff, 
Office  of  Boating  Safety,  UJ3.  Coast  Guard,  Washington,  D.C. 
20590.  Phone:  202/426-1080. 

Lloyd  Schwalb,  Director,  Office  of  Public  Affairs,  Urban  Mass  Trans¬ 
portation  Administration,  Washington,  D.C.  20690.  Phone: 
202/426-4043. 

When  Issues  concern  more  than  cme  operating  adminis¬ 
tration,  consumers  should  write  to:  Ann  Uccello,  Director, 
Office  of  Consumer  Affairs,  DOT,  Washington,  D.C.  20590. 
Telephone:  202/426-4518. 

Individual  consumers  and  consumer  organizations  wishing 
to  meet  with  DOT  staff  members  should  write  or  call  the 
appropriate  consumer  affairs  officer  listed  above  or  check 
-  local  phone  directories,  under  “U:S:  Government,”  for  DOT 
field  offices. 

To  assure  that  consumer  mail  will  receive  prompt  helpful 
answers,  DOT  follows  these  procediu*es: 

Each  consumer  affairs  officer  is  responsible  for  acknowl¬ 
edging  consumers’  letters  or  for  forwarding  them  to  the 
proper  program  specialist  or  administrative  officer  for  reply. 

When  a  complaint  deals  with  a  matter  or  a  product  that  • 
is  not  related  to  DOT’S  responsibilities,  the  consumer  affairs 
officer  will  forward  the  letter  to  the  appropriate  government 
agency  or  manufacturer  and  will  notify  the  consumer  of  this 
action. 

It  will  be  Departmental  pohcy  to  respond  to  all  consumer 
mail  within  15  working  days.  If  additional  time  is  required  for 
locating  information,  solvii^  problems,  or  following  up  on 
complaints,  the  consumer  will  be  so  informed. 

(3)  HOW  DOT  SOLICITS  AND  USES  CONSUMERS’  OPINIONS 

A.  Soliciting  Consumers’  Opinions 

To  obtain  consumers’  viewpoints  and  advice  on  specific 
transportation  Issues,  as  well  as  on  general  policy  and  pro¬ 
gram  planning,  DOT  uses  a  variety  of  techniques: 

Citizen  Participation  in  Local  Planning.  DOT  requires  ap¬ 
plicants  for  DOT  funds,  such  as  airport  and  transit  authori¬ 
ties  and  State  highway  departments,  to  hold  public  hearings 
and  engage  in  other  citizen  participation  efforts  at  the  local 


level.  Hearings  cover  such  topics  as  airport  and  highway  loca¬ 
tions  and  mass  transit  projects.  Citizen  views  of  the  economic, 
social,  and  environmental  effects  of  the  project  for  which 
fimding  is  being  sought  must  be  solicited  at  these  public 
hearings  and  at  other  steps  in  the  planning  process. 

Public  Hearings.  In  developing  policy  and  regulations,  the 
Department  holds  public  hearings  on  issues  of  concern  to 
consiuners,  such  as  transportation  of  the  elderly  and  handi¬ 
capped.  consumer  repres^tation,  noise  abatement,  and  auto¬ 
mobile  safety  standards.  The  records  of  these  hearings  are 
made  part  of  the  Department’s  formal  record. 

Meetings.  Local  conferences,  workshops,  and  Informal 
planning  meetings  with  the  public  are  organized  by  field  per¬ 
sonnel,  and  similar  meetings  and  informal  listening  sessions 
are  held  at  DOT  headquarters  in  Washington. 

Attitudinal  Studies.  A  variety  of  techniques  such  as  attl- 
tudinal  studies  and  market  research  is  used  as  appropriate  to 
test  public  views. 

Consumer  Liaison.  The  Department  maintains  liaison  with 
consumer  organizations  and  with  State  and  local  consumer 
protection  agencies  through  personal  contacts  and  through 
attendance  at  conventions.  In  addition,  consiuner  periodicals 
are  monitored  regularly.  All  of  these  efforts  will  be  strength¬ 
ened,  to  bring  DOT  consumer  affairs  officers  into  closer  con¬ 
tact  with  consumer  organizations  and  government  agencies 
outside  DOT. 

Hotlines.  The  National  Highway  ’Traffic  Safety  Adminis¬ 
tration  has  been  operating  an  experimental  hotline  since  Oc¬ 
tober  1975,  first  in  a  ten-state  area  and  more  recently  in  the 
continental  U.S.  The  purpose  is  to  gather  consiuners’  reports 
on  auto  safety  defects  and  to  respond  to  their  inquiries.  If  this 
pilot  project  proves  to  be  a  productive  and  cost-effective  tech¬ 
nique,  other  DOT  elements  will  consider  installing  similar 
telephone  hotlines. 

Mailing  Lists.  All  elements  in  the  Department  are  develop¬ 
ing  new  consumer  mailing  lists  that  will  include  individual 
consumers  as  well  as  consumer  organizations.  These  will  be 
used  in  an  experimental  program  under  which  consumers  will 
be  notified  of  and  asked  to  comment  on  significant  policy, 
program,  and  rulemaking  activities.  The  cost  effectiveness  of 
this  experiment  will  be  evaluated.  DOT  invites  consumers  to 
place  their  names  on  these  mailing  lists  by  using  the  coupon 
printed  in  Appendix  C. 

Other  methods  used  to  solicit  consumer  comments  on  DOT 
rules,  policies,  and  programs  are  described  in  Section  (4). 

Advisory  Committees.  The  Department’s  advisory  commit¬ 
tees  deal  with  subjects  ranging  from  highly  technical  areas 
to  semi-technical  topics  of  significant  interest  to  consumers. 
In  the  Office  of  the  Secretary,  the  Citizens’  Advisory  Commit¬ 
tee  on  Transportation  Quality  acts  as  a  citizens’  sounding 
board  for  the  D^iartment,  assessing  transportation  policies 
and  programs  from  a  citizens’  viewpoint,  and  reconunendlng 
new  initiatives  to  the  Secretary.  Other  advisory  committees 
that  have  occasion  to  deal  with  consumer  concerns  include 
the  National  Boating  Safety  Advisory  Council,  the  National 
Motor  Vehicle  Safety  Advisory  Council,  the  National  High¬ 
way  Safety  Advisory  Committee,  and  the  Youths  Highway 
Safety  Advisory  Committee.  It  is  the  Department’s  policy  to 
seek  increased  consumer  participation  on  advisory  commit¬ 
tees. 

B.  Using  Consumers’  Opinions 

’The  Department  will  Increase  its  efforts  to  distribute  re¬ 
ports  to  all  appropriate  staff  members  which  will  summarize 
the  Information  gathered  by  the  techniques -described  above. 
It  will  be  DOT  policy  to  give  careful  consideration  to  these 
consumer  viewpoints  when  developing  Departmental  policies, 
programs,  regulations,  and  legislation. 

The  Department  will  initiate  a  comprehensive  system  for 
responding  to  and  analyzing  consumer  Inquiries,  comments, 
and  complaints  received  by  all  elements  of  the  Department. 
Periodic  reports  of  these  analyses  will  be  distributed  through¬ 
out  the  Department.  These  reports  will  be  given  careful  con¬ 
sideration  during  Departmental  decisionmaking  and  policy¬ 
making  and  will  also  be  publicizg d. 

In  addition,  each  element  in  the  Department  will  explore 
ways  to  make  the  b^t  use  of  the  consumer  mail.  Examples 
of  such  internal  use  are:  the  National  Highway  ’Traffic  Safety 
Administration’s  system  for  computerizing  consumer  com¬ 
plaints  about  auto  safety  defects  and  the  Coast  Guard’s  sys¬ 
tem  for  reports  of  boat  defects.  This  data  is  used  to  initiate 
defect  Investigations  and  to  develop  and  check  compliance 
with  automobile  safety  standards  and  boating  safety  rules. 


FEDERAL  REGISTER,  VOL.  41,  NO,  189— TUESDAY,  SEPTEMBER  28,  1976 


42824 


NOTICES 


(4)  HOW  CONSUMERS  CAN  PARTICIPATE  IN  DOT’S  RULEMAKING, 
POLICYMAKING,  AND  PROGRAM  DEVELOPMENT 

DOT’S  full  commitment  to  consumer  participation  in  trans¬ 
portation  decisionmaking  was  reaffirmed  by  Uie  Secretary  of 
Transportation  in  “A  Statement  of  National  Transportation 
Policy”  (September  17,  1975)  which  declared:  “Government 
must .  .  .  promote  consumer  participation  in  public  decision¬ 
making.  . . .  The  consumer  should  be  an  active  participant  in 
the  formulation  of  transportation  policy." 

To  implement  this  policy,  all  elements  of  DOT  will  review 
and  strengthen  responsiveness  to  consumer  concerns  and  will 
more  actively  solicit  consumers’  views  in  rulemaking  and 
policy  development. 

A.  Rulemaking 

Like  all  Federal  agencies,  DOT’S  rulemaking  procedures  fol¬ 
low  the  notice-and-comment  requirements  of  the  Adminis¬ 
trative  Procedures  Act.  DOT,  however,  has  also  adopted  in¬ 
ternal  procedures  that  enhance  the  opportunities  for  con¬ 
sumer  participation  in  rulemaking.  These  efforts  stem  from 
two  separate  actions.  One  was  a  study  begun  in  1972;  the 
other  was  a  policy  statement  published  in  April  1976. 

(1)  1972-1975.  In  1972,  at  the  direction  of  Secretary  Volpe, 
the  Department’s  Office  of  Consumer  Affairs  began  an  ex¬ 
amination  of  current  rulemaking  procedures  at  DOT.  During 
this  study,  the  Office  of  Consumer  Affairs  convened  a  work¬ 
shop  of  consumers  and  specialists  to  explore  and  suggest  ways 
to  improve  DOT’S  rulemaking  procedures. 

As  a  result  of  its  study,  the  (5ffice  of  Consumer  Affairs  pub¬ 
lished  in  1974  “Consumer  Involvement  in  Rulemaking.” '  This 
report  made  five  recommendations  to  the  Secretary:  it  also 
included  the  consumer  workshop’s  informal  suggestions  con¬ 
cerning  ways  to  involve  consumers.  The  recommendations 
were  endorsed  by  Secretary  Brinegar  in  August  1974,  and  in 
May  1975  Secretary  Coleman  directed  their  implementation. 

Three  of  the  five  recommendations  created  new  procedures 
designed  to  broaden  opportunities  for  consumer  comment. 
They  are  summarized  here: 

•  'That  DOT  operating  administrations  follow  the  notice-and- 
comment  procedures  for  rules  that  relate  to  public  property, 
loans,  grants,  benefits,  or  contracts,  and  have  a  substantial 
public  interest  even  though  these  rules  are  exempt  from 
notice-and-comment  procedures. 

•  That  Advance  Notices  of  Proposed  Rulemaking  ( ANPRMsl 
be  used  to  the  fullest  practical  extent. 

•  That  at  least  45  days  be  allowed  for  public  comment  on 
proposed  rules. 

liie  other  two  recommendations  were  administrative  and 
provided  for  (1)  compilation  and  publication  of  periodic 
reports  on  changes  in  policies  and/or  procedures  and  on  spe¬ 
cial  activities  and  techniques  for  consumer  involvement  in 
rulemaking  and  (2)  designation  by  each  DOT  element  of  a 
liaison  i>erson  knowledgeable  in  rulemaking  procedures  to 
work  with  the  Office  of  Consumer  Affairs  to  stimulate  con¬ 
sumer  participation  in  rulemaking. 

(2)  1976.  On  April  16,  1976,  DOT  published  a  notice  in  the 
Federal  Register  announcing  three  Internal  Departmental 
policies  designed  to  improve  the  analysis  and  review  of  De¬ 
partmental  regulations.  Under  these  policies,  consumers  are 
assured  of:  (1)  an  evaluation  of  likely  impacts  (including 
costs,  benefits,  and  other  data)  for  consideration  in  com¬ 
menting  on  DOT  proposed  rulemaking;  and  (2)  a  role  in 
the  systematic  review  of  existing  regulations. 

The  three  Departmental  policies  are  summarized  here: 
Policy  I.  Before  issuing  a  Notice  of  Proposed  Rulemaking, 
each  Dei>artmental  element  will  evaluate  the  probable  im¬ 
pacts  of  the  proposal.  This  evaluation  will  be  used  in  decid¬ 
ing  whether  to  i&sue  the  proposal  and  will  be  summarized  in 
the  notice  of  proposed  rulemaking.  The  evaluation  will  in¬ 
clude  estimates  of  cost  and  benefits  and  other  impacts  on 
industry,  on  consumers,  and  on  the  Federal,  State,  and  local 
governments  resulting  from  the  proposal.  Before  Issuing  a 
final  regulation,  the  Departmental  element  will  repeat  the 
same  procedure. 

Each  Departmental  element  will  evaluate  and  document 
the  probable  impacts  before  adopting  administrative  require¬ 
ments  for  grant  programs  if  the  requirements  involve  impor¬ 
tant  policy  changes  or  if  they  will  probably  create  significant 
costs  to  Federal,  State,  and  local  governments,  to  industry. 


1  Consumers  who  want  a  single  free  copy  of  this  study  may  write 
to  the  Director,  OfiOce  of  Consumer  Affairs,  Department  of  Trans¬ 
portation,  Washington,  D.C.  20590. 


or  to  consumers.  Each  evaluation  will  include  estimates  of 
costs  and  benefits  and  other  impacts  resulting  from  the 
changed  requirement. 

An  evaluation  is  not  needed  if  the  grant  program  require¬ 
ment  or  publication  of  the  proposed  regulation  is  required  by 
law,  or  if  the  head  of  the  Departmental  element  decides  that 
the  expected  impact  is  minimal.  In  each  case  of  minimal  im¬ 
pact,  the  head  of  the  element  will  notify  the  Secretary  in 
writing. 

Policy  II.  For  regulations  that  may  be  costly  or  controver¬ 
sial,  the  head  of  the  Departmental  element  will  notify  the 
Secretary  at  least  30  days  before  issuing  a  Notice  of  Proposed 
Rulemaking.  The  Secretary  will  be  told  ( 1 )  the  need  for  the 
regulation:  (2)  the  substance  of  the  regulation;  (3)  alterna¬ 
tives  considered;  (4)  results  of  the  evaluation:  (5)  antici¬ 
pated  positions  of  interested  parties;  (6)  assessment  of  con¬ 
sumers’  interests;  (7)  technological  feasibility,  if  appropri¬ 
ate:  (8)  other  pertinent  data  concerning  the  probable  impact. 

At  least  30  days  before  a  final  regulation  of  this  type  is  is¬ 
sued,  the  head  of  the  Departmental  element  uill  notify  the 
Secretary  in  writing. 

Policy  III.  Each  Departmental  element  will  establish  a 
structured  system  to  provide  regular  opportunities  for  the  af¬ 
fected  public  to  comment  on  its  regulations  and  significant 
grant  program  requirements.  The  purpose  of  this  process  is 
to  judge  whether  present  regulations  and  grant  requirements 
are  effective  or  necessary,  or  whether  they  should  be  revised 
to  suit  new  situations. 

B.  Policymaking  and  Program  Development 

As  often  as  is  practical,  elements  of  the  Department  will 
request  consumers’  suggestions  concerning  policies  and  pro¬ 
grams  which  DOT  plans  to  develop  on  subjects  that  signifi¬ 
cantly  affect  consumers.  Such  a  request  for  consumer  com¬ 
ment  will  be  published  in  the  Federal  Register  at  the  earliest 
stage  of  the  planning  process  through  the  use  of  an  Advance 
Notice  of  Policy  Development  or  similar  techniques.  In  this 
way,  consumers  will  be  brought  into  the  planning  process  be¬ 
fore  the  Department’s  position  is  established.  Such  DOT  re¬ 
quests  for  consumer  comment  on  policy  and  program  devel¬ 
opment  will  be  publicized  through  press  releases,  consumer 
mailing  lists,  and  Departmental  newsletters. 

In  addition,  consumers  can  influence  DOT  policy  and  pro¬ 
gram  development  through  public  hearings,  conferences  with 
DOT  officials,.  Departmental  advisory  committees,  and  other 
techniques  described  in  Section  (3) .  New  participatory  tech¬ 
niques  will  be  develop)ed,  for  it  is  Departmental  policy  to  ex¬ 
periment  with  opportunities  for  consumer  involvement  and 
to  be  receptive  to  consumers’  suggestions  in  this  regard. 

In  line  with  this  policy,  DOT  is  planning  to  focus  on  a  par¬ 
ticular  aspect  of  citizen  participation  that  was  requested  by 
consumers.  Among  the  comments  on  DOT’S  Proposed  Con¬ 
sumer  Representation  Plan,  there  were  suggestions  that  DOT 
support  increased  consumer  participation  in  local  transporta¬ 
tion  planning.  In  response,  DOT  will  explore  and  develop  new 
participatory  techniques  for  ways  to:  (1)  increase  the  re¬ 
sponsiveness  shown  by  DOT  field  office  staffs  to  local  con¬ 
sumers’  concerns;  and  (2)  expand  opportunities  for  citizen 
participation  in  local  transportation  planning. 

Recommendations  based  on  this  effort  will  be  developed  by 
the  Office  of  Consumer  Affairs,  in  consultation  with  the  op¬ 
erating  administrations  and  consumer  organizations.  As  the 
recommendations  are  being  formulated,  proposed  plans  will 
be  published  in  the  Federal  Register,  with  requests  for 
comment. 

(5)  HOW  THE  DEPARTMENT  INFORMS  CONSUMERS 

DOT  staff  members  are  now  placing  special  emphasis  on 
using  clear,  concise  language  and  non-technical  terms  when 
preparing  materials  for  publication.  This  approach  will  be 
followed  in  press  releases,  in  publications  written  for  the 
general  public,  and  in  notices  published  in  the  Federal 
Register.  When  DOT  decisions  and  policies  are  described  in 
these  publications,  effort  will  be  made  to  explain  clearly  what 
result  is  expected  from  each  proposed  or  final  action. 

When  a  press  release  reports  on  a  DOT  proposed  regulation, 
it  is  conspicuously  labeled  “Request  for  Public  Comment.” 
When  a  press  release  announces  news  of  special  interest  to 
consumers,  the  release  is  labeled  “Consumer  Advisory.” 

Major  DOT  decisions  will  be  explained  to  the  public  in  De¬ 
partmental  reports  or  statements.  These  statements  will  de¬ 
scribe  the  opinions  that  consumers  expressed  on  the  issue  and 
will  also  explain  why  various  consumer  preferences  did  or  did 
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not  prevail.  These  statements  will  be  summarized  and  pub¬ 
licized  in  Departmental  press  releases. 

The  consumer  mailing  lists  being  developed  by  all  elements 
In  the  Department  will  be  used  to  inform  consumers  of  sig¬ 
nificant  DOT  actions  and  issues. 

For  urgent  safety  announcements,  the  Department  uses 
radio  and  television  public  service  announcements,  pre-re¬ 
corded  messages  to  the  media,  safety  bulletins,  and  press 
releases. 

In  addition  to  publishing  booklets,  fact  sheets,  and  news¬ 
letters  to  Inform  consumers  about  transportation  issues,  the 
Department  conducts  consvimer  education  programs.  These 
range  from  presentation  of  boating  safety  classes  to  develop¬ 
ment  of  instructional  materials  for  use  in  schools  at  all  grade 
levels.  Consumers  who  have  questions  about  DOT  publications 
or  about  education  and  information  programs  may  write 
to  the  consumer  affairs  officers  in  the  Office  of  the  Secretary 
or  the  operating  administrations. 

(6)  HOW  DOT  WILL  MONITOR  CONSUMER  REPRESENTATION 

Each  element  of  the  Department  will  have  the  responsi¬ 
bility  for  implementing  this  Consumer  Representation  Plan 
and  for  developing  its  own  consiuner  representation  program. 
Each  element  will  report  quarterly  to  the  Office  of  Consumer 
Affairs  concerning  implementation  of  the  Consumer  Repre¬ 
sentation  Plan. 

The  quarterly  report  submitted  by  each  DOT  element  will 
Include  such  Information  as:  (1)  Consumer  Participation  in 
Rulemaking  (Were  Advance  Notices  of  Proposed  Rulemak¬ 
ing  published  in  the  Federal  Register  on  matters  of  substan¬ 
tial  Interest  to  consumers?  On  what  subjects?  How  much 
comment  time  allowed?  How  many  replies  from  consumers? 
What  consumer  viewpoints  were  stated?  How  many  Notices 
of  Proposed  Rulemaking  were  published  in  the  Federal 
Register  on  matters  of  substantial  interest  to  consumers? 
On  what  subjects?  How  much  comment  time  allowed?  How 
many  replies  from  consumers?  What  consumer  viewpoints 
were  stated?)  (2)  Consumer  Participation  in  Policy  and 
Program  Development  (Were  requests  for  comment  on  pohcy 
and  programs  published  in  the  Federal  Register  through  ^e 
use  of  the  Advance  Notice  of  Proposed  Rulemaking  or  similar 
techniques?  On  what  subjects?  How  much  comment  time  al¬ 
lowed?  How  many  replies  from  consumers?  What  consumer 
viewpoints  were  stated?  How  many  public  hearings  were 
held?  On  what  subjects  and  where?  How  many  meetings  and 
conferences  were  held?  On  what  subjects  and  where?  How 
many  public  opinion  polls  were  conducted,  and  on  what  sub¬ 
jects?  What  oilier  techniques  were  used  to  solicit  consumers’ 
views?)  (3)  Communications  (What  consumer  publications 
were  produced?  What  press  releases  were  sent  out  with  the 
“Consumer  Advisory”  label  and  the  “Request  for  Public  Com¬ 
ment”  label?  What  radio  broadcast  items  were  produced? 
What  television  public  service  announcements  were  pro¬ 
duced?)  (4)  Consumer  Education  Programs  (What  exhibits 
were  designed  and  where  were  they  displayed?  What  instruc¬ 
tional  materials  were  prepared  and  how  were  they  dis¬ 
seminated?) 

The  Office  of  Consumer  Affairs  will  provide  oversight  of  all 
elements’  Implementation  of  the  Consumer  Representation 
Plan.  The  Office  of  Consumer  Affairs  will  publish  in  the 
Federal  Register  an  Annual  Report  to  Consumers,  describing 
how  each  element  of  the  Department  offered  opportunities 
for  consumer  representation  during  the  the  fiscal  year.  Con¬ 
sumer  comments  will  be  encouraged  in  order  to  Increase  the 
Department’s  responsiveness. 

The  Office  of  Consumer  Affairs  will  work  with  all  elements 
of  the  Department,  through  the  Consumer  Affairs  Coordinat¬ 
ing  Committee  (see  Appendix  A)  to  Increase  opportunities  for 
consumer  participation  and  to  advance  the  interests  of  con¬ 
sumers. 

Appendix  A. — Consumer  Responsibilities  and  Functions  in  DOT 

OFFICE  OF  THE  SECRETART 

The  Assistant  Secretary  for  Environment.  Safety,  and  Consumer 
Affairs  Is  appointed  by  the  President,  confirmed  by  the  Senate,  and 
reports  to  the  Secretary.  One  of  the  six  offices  at  the  Assistant  Secre¬ 
tary  level  in  DOT,  this  individual  is  responsible  for  coordinating 
departmentwide  programs  concerning  the  consumer,  transporta¬ 
tion  safety,  security  of  passengers  and  cargo,  the  Impact  of  trans¬ 
portation  on  the  environment,  and  facilitation  of  the  movement  of 
goods  and  people  throughout  the  transportation  system.  This  As¬ 
sistant  Secretaryship  was  established  in  1971  and  Its  presence  un¬ 


derscores  the  Department’s  commitment  to  developing  significant 
consumer  prog:rams.  The  Assistant  Secretary’s  staff  Includes  three 
offices  which  have  a  direct  Impact  on  the  consumer — the  Office  of 
Environmental  Affairs,  the  Office  of  Safety  Affairs,  and  the  Office  of 
Consumer  Affairs,  with  its  specific  consumer  responsibility. 

The  Office  of  Consumer  Affairs  is  headed  by  a  director  who  re¬ 
ports  to  the  Assistant  Secretary  for  Environment,  Safety,  and  Con¬ 
sumer  Affairs. 

The  Office  of  Consumer  Affairs  encourages  two-way  communica¬ 
tion  between  DOT  and  consumers.  Toward  that  goal,  the  office 
undertakes  two  kinds  of  activities:  first,  identifying  consumers’ 
needs  and  preferences,  and  presenting  these  views  to  the  Depart¬ 
ment’s  policymakers  and  decisionmakers;  and  second,  producing 
and  distributing  Information  to  help  consumers  become  more 
knowledgeable  about  transportation  goods  and  services.  In  addition, 
the  Office  of  Consumer  Affairs  advances  the  development  of  con¬ 
sumer  projects  and  programs  throughout  DOT  by  working  with 
the  Department’s  six  operating  administrations  that  impact  on 
consumers — the  Federal  Aviation  Administration,  the  Federal  High¬ 
way  Administration,  the  Federal  Railroad  Administration,  the  Na¬ 
tional  Highway  Traffic  Safety  Administration,  the  Urban  Mass 
Transportation  Administration,  and  the  U.S.  Coast  Guard. 

The  DOT  Consumer  Affairs  Coordinating  Committee  is  chaired 
by  the  Director  of  the  Office  of  Consumer  Affairs.  ’The  Committee  is 
made  up  of  representatives  from  each  operating  administration, 
each  assistant  secretary’s  office,  the  Office  of  the  General  Counsel, 
and  the  Office  of  Public  Affairs.  The  Comiiilttee  develops  and  co¬ 
ordinates  departmentwide  approaches  and  programs  to  advance 
consumer  participation  in  DOT  programs  and  policies,  and  to 
stimulate  consumer  awareness  and  education. 

OPERATING  ADMINISTRATIONS 

Consumer  responsibilities  and  functions  are  described  here  for 
six  of  DOTS  operating  administrations.  The  Department’s  seventh 
operating  administration,  which  does  not  have  a  direct  consumer 
mandate,  is  the  St.  Lawrence  Seaway  Development  Corporation,  a 
self-sustaining  Federal  corporation  that  develops  and  maintains 
the  U.S.  portion  of  the  Seaway.  ’The  Corporation  is  encouraged  by 
statute  to  hold  hearings  and  to  solicit  comments  when  making  rules 
and  setting  tolls  or  charges. 

'The  head  of  each  operating  administration  is  appointed  by  the 
President,  confirmed  by  the  Senate,  and  reports  to  the  Secretary 
of  ’Transportation.  ’The  heads  of  the  operating  administrations  are 
called  “Administrators,”  except  for  the  Coast  Guard  which  is 
headed  by  a  Commandant. 

FEDERAL  AVIATION  ADMINISTRATION  (FAA) 

’The  Federal  Aviation  Administration  is  responsible  for  promoting 
and  regulating  aviation  safety;  developing  and  operating  a  national 
airspace  system  to  ensure  the  safe  and  efficient  use  of  U.S.  air¬ 
space  by  civil  and  millt€U7  aircraft;  protecting  the  environment 
from  aircraft  noise,  sonic  boom,  and  emissions;  fostering  the  de¬ 
velopment  of  civil  aviation;  and  promoting,  especially  through 
airport  development  grants,  a  national  system  of  public  airports. 
To  carry  out  its  resixinsibilities,  the  FAA  Issues  and  enforces 
regulations  for  the  certification  of  aircraft,  airmen,  airports,  and 
air  agencies;  for  the  use  of  the  U.S.  airspace;  and  for  air  operations. 

Organization  for  Consumers 

The  Chief  of  the  Community  and  Consumer  Liaison  Division  in 
the  Office  of  the  Assistant  Administrator  for  Public  Affairs  is  the 
consumer  affairs  officer  for  FAA.  The  Assistant  Administrator  re¬ 
ports  directly  to  the  Administrator. 

The  Community  and  Consumer  Liaison  Division  monitors  FAA 
activities  relating  to  consumers  and  advises  the  Assistant  Ad¬ 
ministrator  for  Public  Affairs  on  ways  to  Improve  responsiveness  to 
consumers.  The  division  fosters  consumer  Involvement  in  FAA 
rulemaking  by  special  efforts  to'  Inform  consumers  of  proposed  rules 
and  to  encourage  their  attendance  at  hearings  and  conferences. 
’ITie  Community  and  Consumer  Liaison  Division  also  responds  to 
consiuner  complaints  and  Inquirlee  and  prepares  Information 
materials  for  distribution  to  oonsoimers  and  the  news  media 

FEDERAL  HIGHWAY  ADMINISTRATION  (FHWA) 

The  FHWA  Improves  highway  transpcnrtatlon  systems  and  their 
operation  in  cooperation  with  the  States,  and  grants  financial  aid 
to  States  for  highway  construction  and  safety  Improvements.  It 
is  responsible  for  a  national  regulatory  and  enforcement  program 
covering  safety  of  commercial  motor  carriers  engaged  in  Interstate 
and  foreign  commerce  and  motor  carriers  transporting  hazardous 
materials.  It  also  administers  the  Highway  Beautification  program 
and  with  NHTSA  promotes  State  and  local  highway  safety. 
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Organization  for  Consumert 

The  Associate  Administrator  for  Planning  Is  the  consumer  affairs 
(^cer  In  FHWA.  He  reports  directly  to  the  Administrator,  and  Is  the 
principal  advisor  to  the  Administrator  on  aU  FHWA  planning 
and  p<^lcymahlng.  He  participates  fully  in  FHWA  policy  deter¬ 
minations  and  program  formulation  and  directs  the  activities  of 
the  Office  of  Program  and  Policy  Planning  and  the  Office  of  High¬ 
way  Planning.  His  office  has  responsibility  for  coordinating  con¬ 
sumer  representation  In  FHWA. 

FEDERAl.  RAUnOAD  ADMINISTRATION  (FRA) 

FRA  promotes  rail  safety,  establishes  safety  standards  for  rail 
operations,  conducts  research  Into  rail  safety  and  Improved  tech¬ 
nology  and  operations,  and  investigates  train  accidents.  FRA  Is* 
also  Involved  In  railroad  reorganizations,  disbursal  of  public  funds, 
testing,  and  In  operating  the  Alaska  Railroad. 

Organization  for  Consumers 

Consumer  representation  In  FRA  is  the  responsibility  of  the 
Consumer  Affairs  Officer  In  the  Office  of  the  Administrator.  The 
Consumer  Affairs  Officer  maintains  contact  with  consumers  and 
consumer  organizations  and  other  government  agencies,  and  ad¬ 
vises  the  Administrator,  through  the  Public  Affairs  Officer,  of  the 
Impact  of  present  and  proposed  FRA  policies,  programs  and  legis¬ 
lation  on  consumers  and  other  railroad  users. 

The  Consumer  Affairs  Officer  Is  responsible  for  broadening  con¬ 
sumer  participation  In  rulemaking,  and  for  conducting  a  nation¬ 
wide  consumer  Information  program  concerning  safety  defects,  rail¬ 
road  accident  advisories,  and  (x>nsumer  Information  passenger  serv¬ 
ice  and  protection  bulletins. 

NATIONAL  HIGHWAY  TRAFFIC  SAFETY  ADMINISTRATION  (NHTSA) 

NHTSA  reduces  deaths,  injuries,  and  property  losses  caused  by 
highway  accidents  In  the  United  States  through  enforcement  of 
Federal  motor  vehicle  and  equipment  performance  standards.  In¬ 
vestigation  of  reported  safety-related  motor  vehicle  defects,  en¬ 
forcement  of  laws  requiring  the  recall  and  free  remedy  of  such  de¬ 
fects,  and  development  of  various  highway  safety  standards. 

Organization  for  Consumers 

The  Chief  of  the  Office  of  Consumer  Services  is  the  consumer 
affairs  officer  In  NHSTA.  He  reports  to  the  Administrator  through 
the  Director  of  the  Office  of  Public  Affairs  and  Consumer  Services. 

The  Office  of  Consumer  Services  analyzes,  appraises,  and  evaluates 
the  responsiveness,  scope,  and  relevance  of  NHTSA’s .  consumer 
services  effort,  provides  guidelines  or  evaluates  means  by  which 
other  divisions  of  NHTSA  may  Improve  their  (»nsumer-orlented 
efforts,  and  recommends  changes,  innovations,  or  procedural  im¬ 
provements  to  make  NHTSA’s  programs  more  responsive  to  con¬ 
sumers’  needs  and  views.  It  also  provides  advice,  assistance,  and 
measurement  of  the  Impact  of  present  and  proposed  policies  and 
programs  on  consumers. 

’The  Office  informs  consumers  through  the  news  media  and  by 
disseminating  safety  literature  on  special  hazards,  monthly  re¬ 
ports  of  investigations,  and  through  consumer  fact  sheets. 


UNITED  STATES  COAST  GUARD  (USCXi) 

The  nSCO  Is  a  multimission  agency  charged  with  primary  respon¬ 
sibilities  in  the  areas  of  maritime  safety,  law  enforcement,  and 
the  facilitation  of  transportation  in  the  marine  mode.  The  doast 
Guard  is  one  of  the  Armed  Forces  of  the  United  States. 

The  specific  program  directly  affected  with  consumer  involve¬ 
ment  is  that  of  Recreational  Boating  Safety,  and  it  is,  therefore, 
the  program  subject  to  the  Consumer  Representation  Plan.  This 
program  makes,  enforces,  and  supervises  Federal  standards  for  the 
manufacture  and  operation  of  recreational  boats.  The  Coast  Guard 
Auxiliary,  an  organization  of  48,000  volunteers,  provides  courtesy 
examination  of  boats  for  compliance  with  standards  and  require¬ 
ments;  offers  courses  in  small  boating,  basic  seamanship,  and  motor- 
boat  handling;  and  disseminates  general  boating  safety  Informa¬ 
tion. 

Organization  for  Consumers 

The  Chief  of  the  Information  and  Administrative  Staff  Is  the 
Consumer  Affairs  Officer  In  the  Coast  Guard.  He  reports  to  the 
Commandant  through  the  Chief  of  the  Office  of  Boating  Safety 
and  Is  responsible  for  coordinating  the  activities  of  the  National 
Boating  Safety  Advisory  Council  which  advises  the  Coast  Guard 
on  boating  s^ety  rulemaking  and  other  major  boating  safety 
matters,  administering  a  boating  safety  InformatUm  program  which 
utilizes  national  mass  media,  overseeing  the  preparation  of  regula¬ 
tions  within  the  Office  of  Boating  Safety,  and  responding  to  con¬ 
sumer  Inquiries.  \ 

URBAN  MASS  TRANSPORTATION  ADMINISTRATION  (UMTA) 

.  UMTA  administers  grant  programs  to  benefit  consumers  by  pro¬ 
viding  Improved  transit  service.  These  Include;  grants  to  aid 
States  and  other  pubic  bodies  In  financing  mass  transit  facilities, 
operations,  and  equipment  in  urban  areas;  grants  for  researifii, 
development,  and  demonstrations  to  improve  mass  transp<»tation 
service;  and  grants  for  technical  studies  for  planning,  en^neerlng, 
and  design  of  urban  mass  transportation  projects. 

UMTA  also  provides  grants  to  public  agencies  and  private  non¬ 
profit  organizations  for  the  transportation  needs  of  the  elderly 
and  the  handicapped.  In  addition,  UMTA  f<x;uses  on  providing 
adequate  mobility  for  other  groups  of  the  transportation  disad¬ 
vantaged,  and  provides  grants  for  mass  transit  needs  to  nnaller 
communities,  including  rural  areas. 

'  Organization  for  Consumers 

The  Director  of  Public  Affairs  In  the  Office  of  the  Administrator 
Is  the  consumer  affairs  officer  for  UMTA.  ’The  Director  advises 
UMTA  management  on  ways  to  increase  agency  responsiveness  to 
consumer  concerns,  responds  to  consumer  complaints,  directs 
UMTA’s  public  affairs  programs  providing  Information  to  con¬ 
sumers,  conducts  public  hearings  on  matters  of  concern  to  con¬ 
sumers,  and  monitors  UMTA’s  effectiveness  In  providing  other 
opportunities  tar  consumer  partlclpatloh  In  rulemaking,  policy  and 
program  development. 
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Appendix  C. — ^Announcement  of  Consumes  Mailing  Lists, 
U.S.  Depabtment  op  Transportation 

You  may  use  this  coupon  if  you  wish  to  have  your  name  added 
to  one  or  more  of  the  Department  of  TranspOTtat  ion’s  consumer 
mailing  lists.  The  lists  will  be  used  as  described  in  Section  (3)  A 
of  the  DOT  Consumer  Representation  Plan. 

Check  the  boxes  to  show  which  DOT  elements  interest  you  and 
mall  the  coupon  to:  Office  of  Consumer  Affairs,  Office  of  the  Secre¬ 
tary,  DOT,  Washington,  D.C.  30690. 


Please  place  my  name 

on  the  following  DOT  consumer 

mailing  lists: 

.—NHTSA 

_ FAA 

....UMTA 

_ FHWA 

_ USCG 

_ FRA 

- 

...OST/OCA 

Organization  _ 

City,  State,  ZIP  Code . . . . . . . 

FAA — Federal  Aviation  Administration. 

FHWA — Federal  Highway  Administration. 

FRA — ^Federal  Railroad  Administration. 

NHTSA — National  Highway  Traffic  Safety  Administration. 

UMTA — Urban  Mass  Transportation  Administration, 
used — U.S.  Coast  Guard. 

OST/OCA — Office  of  the  Secretary — Office  of  Consumer  Affairs. 

Appendix  D. — Public  Comments  on  the  Proposed  Consumer 

Representation  Plan,  U.S.  Department  of  Transportation 

(JANUARY  THROUGH  MAY  1976) 

In  respon.se  to  the  publication  of  the  Department’s  proposed 
Consumer  Representation  Plan  in  the  Federal  Register  op  Novem¬ 
ber  26,  1975,  the  Department  received  nearly  one  hundred  responses 
from  individuals,  consumer  groups,  trade  associations,  charitable 
organizations,  associations  representing  State  government  and  local 
officials,  community  action  agencies,  corporations,  and  unions.  A 
substantial  number  of  comments  were  directed  at  specific  programs 
of  the  Department  rather  than  at  the  proposed  Consumer  Represen¬ 
tation  Plan.  Approximately  half  of  the  comments  were  submitted 
in  writing.  The  others  were  presented  at  public  meetings  and  at 
workshops  held  in  conjunction  with  White  House  Conferences  on 
Consumer  Representation  Plans. 

A  significant  number  of  the  comments«.pn  the  Plan  related  to 
methods  for  improving  communications  with  the  public.  It  was  sug¬ 
gested  that  the  Federal  Register,  which  is  the  publishing  medium 
for  many  Government  rules  and  notices,  is  not  read  regularly  by 
consumers,  and  explanations  in  lay  terms  of  the  effect  of  official 
notices  are  often  necessary  but  lacking. 

The  Department  is  responding  to  these  comments  in  several  ways. 
First,  since  official  actions  will  continue  to  be  published  in  the 
Federal  Register,  the  Department  is  striving  to  make  its  Issuance 
more  readable  to  the  lay  person  and  to  provide  materials  that  will 
allow  consumers  to  comprehend  the  basic  Impact  of  matters  pub¬ 
lished  in  the  Register. 

The  Plan  proposes  better  communication  with  the  public  through 
more  effective  use  of  consumer  mailing  lists,  iftespondents  agreed 
with  this  idea  and  asked  that  Uielr  names  be  placed  on  particular 
mailing  lists.  Such  lists  permit  information  to  be  disseminated 
quickly  to  persons  or  groups  likely  to  be  directly  Interested  In  the 
subject.  Appendix  C  in  the  Plan  includes  a  coupon  allowing  con¬ 
sumers  to  request  inclusion  on  any  Departmental  list. 

The  National  Newspaper  As3(x;iation  suggested  that  advertise¬ 
ments  in  local  newspapers  at  times  when  decisions  affecting  the 
locality  are  being  made  would  be  an  effective  way  to  notify  con¬ 
sumers  of  important  matters.  By  Federal  law,  the  Government’s  pur¬ 
chase  of  newspaper  advertising  Is  subject  to  specific  administrative 
procedures.  In  certain  specified  cases,  however,  such  notices  may  be 
a  useful  and  permissible  tool  to  expand  public  awareness,  and  con¬ 
sideration  will  be  given  to  it  In  situations  Involving  substantial 
consumer  concern. 

The  Center  for  Auto  Safety  suggested  that  the  public  service 
advertising  sponsored  by  the  Department  is  of  Interest  to  con¬ 
sumers,  and  recommended  more  public  Involvement  in  the  choice 
of  subjects  and  approval  for  the  advertising.  The  Georgia  Easter  Seal 


Society  also  advised  greater  use  of  public  service  advertising  on  the 
electronic  media. 

The  Department’s  public  service  advertisements  are  either  pre¬ 
pared  In  c<x>peratlon  with  The  Advertising  Council,  Inc.  or  have 
Its  approval.  The  Council  Is  composed  of  advertising  agencies  that 
volunteer  their  services  to  assist  government  in  producing  public 
service  messages.  All  major  programs  of  the  Council  must  be  ap¬ 
proved  by  a  representative  advisory  committee  before  they  are 
accepted  for  sponsorship  by  the  Council.  In  addition,  the  Depart¬ 
ment  has  sought  advice  from  Its  citizens’  advisory  committees  on 
publicity  techniques  to  obtain  greater  public  compliance  with 
transportation  energy  conservation  efforts.  Individual  departmental 
administrations  routinely  consult  with  their  appropriate  advisory 
groups,  other  government  agencies,  and  private  sector  organizations 
concerning  advertising  content  and  approaches.  These  methods  will 
continue  to  be  explored  and  used  when  appropriate. 

There  was  favorable  comment  on  the  use  of  the  labels  “Consumer 
Advisory’’  and  “Request  for  Public  Comment’’  on  news  releases  and 
other  information  of  particular  Interest  to  consumers.  ’The  Depart¬ 
ment  is  widening  the  use  of  this  tool  to  enable  consumers  and  the 
media  to  distinguish  Important  matters  of  public  Interest  from 
routine  informational  releases. 

There  were  a  number  of  recommendations  on  the  ways  in  which 
consumer  views  may  be  presented  to  the  Department,  Including 
emphasis  on  the  responsiveness  of  regional  offices  of  Federal  Gov¬ 
ernment  agencies. 

Consistent  with  the  advice  given,  the  Department  has  committed 
Itself  to  increasing  field  office  responsiveness  to  consumers’  con¬ 
cerns  and  also  to  expanding  opportunities  for  citizen  participation 
in  local  transportation  planning.  ’The  Department’s  intentions  in 
this  regard  are  described  in  Section  (4)  B  of  the  Plan. 

The  South  East  Commimlty  Organization  of  Baltimore  suggested 
that  regulations  be  issued  ^eclfylng  how  much  weight  should  be 
given  to  consumer  views  expressed  at  hearings  on  highway  plans. 
Current  departmental  procedures  require  that  comments  must  be 
identified  and  responded  to,  especially  in  environmental  impact 
statements.  The  legitimate  Interests  of  many  parties  and  the  range 
of  views  expressed  would  make  it  difficult  to  generalize  as  to  which 
points  of  view  should  receive  the  greatest  weight  in  the  final 
decision.  ’The  South  East  Community  Organization  also  suggested 
the  creation  of  a  DOT  •’ombudsman."  The  Office  of  Consumer 
Affairs  in  the  Office  of  the  Secretary  has  the  responsibility  for  ad¬ 
vancing  the  interest  of  consumers  in  DOT. 

The  Maryland  Citizens  Consumer  Council  advised  against  the 
use  of  public  opinion  polls  to  determine  consumer  attitudes.  ’Hie 
Department  understands  the  limitations  inherent  in  such  polls  , 
and  will  participate  in  them  only  after  Judicious  review  of  the  need 
and  circumstances.  In  selected  instances,  market  research  tech¬ 
niques  may  be  a  useful  supplement  to  consumer  views  gathered 
by  direct  communication  with  consumers  and  consumer  advocate 
organizations. 

The  Public  Interest  Economics  Fovmdatlon  urged  greater  reliance 
by  agehcles  on  public  interest  economic  research.  The  suggestion  la 
particularly  relevant  to  the  Department’s  statement  In  Its  Pro¬ 
posed  Plan  that  the  public’s  views  will  be  sought  regarding  the 
costs  of  possible  Government  action  in  Advance  Notices  of  Proposed 
Rulemaking.  The  Foundation’s  Judgments  and  those  of  other  so¬ 
cial  scientists  will  be  valuable  at  that  and  at  other  stages  in  the 
regulatory  process. 

’The  Center  for  Auto  Safety  suggested  that  coriisumers  be  involved 
-  in  the  prepartlon  of  both  legislative  and  budgetary  proposals.  The 
Department  continually  considers  consumers’  views;  however,  the 
most  direct  way  for  <x)nsumers  to  affect  these  proposals  is  to  pro¬ 
vide  the  Congress  with  testimony  and  written  views  during  its 
proceedings. 

The  Center  for  Auto  Safety  also  suggested  that  Department 
officials  maintain  logs  of  telephone  conversations  with  outside 
parties.  When  such  conversations  relate  to  pending  regulatory  dock¬ 
ets,  DOT  officials  are  obliged  to  record  the  contact  and  submit  the 
information  presented  to  the  docket.  In  other  cases,  however,  the 
requirement  would  be  extremely  burdensome  from  the  administra¬ 
tive  standpoint,  and  cannot  be  imposed  as  a  general  proposition. 

Congress  Watch  and  the  Center  for  Auto  Safety  urged  support 
for  bills  now  pending  in  Congress  to  allow  agencies  to  reimburse 
consumers  for  costs  incurred  while  participating  in  agency  pro¬ 
ceedings.  ’The  Department  is  considering  this  matter  and  the  pos¬ 
sible  alternatives  to  the  approaches  presently  before  the  Congress. 

The  proposed  Plan  stated  that  information  would  be  sought 
through  the  Advance  Notice  of  Proposed  Rulemaking  on  potential 
costs  and  benefit  of  rulemaking  actions  that  have  a  substantial 
Impact  on  consumers.  Following  implementation  of  such  types  of 
relations,  an  analysis  of  the  <x>sts  and  benefits  will  be  made. 
Congress  Watch  suggested  that  these  analyses  are  Inappropriate 
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since  so  many  ol  the  Department’s  rules  concern  safety  rather 
than  economic  Issues.  Standard  Oil  of  Indiana  and  the  National 
Association  of  State  Aviation  Officials  recommended  that  detailed 
cost'heneflt  analyses  be  prepared  for  the  Advance  Notice  and  re¬ 
fined  at  each  stage  of  the  rulemaking  process. 

We  have  given  serious  thought  to  both  these  comments  and 
have  chosen  not  to  adopt  them.  Although  It  Is  true  that  a  safety 
regulation  will  often  not  lend  Itself  to  formal  analyses  of  costs  and 
■benefits,  this  does  not  automatically  mean  tha/t  no  useful  informa¬ 
tion  exists  on  its  costs/benefits  to  consumers.  However,  the  De¬ 
partment  will  not  belabor  such  analyses  by  attempting  to  do  them 
on  rules  that  have  a  negligible  Impact  on  consumers  or  for  which 
we  know  beforehand  that  the  evidence  will  not  be  relevant  to  the 
final  decision.  The  Department  will  take  the  time  to  seek  the 
specific  Information  It  needs  to  make  the  analysis  a  valuable 
effort. 

The  suggestion  that  comprehensive  analyses  of  costs  and  benefits 
be  prepared  at  the  Advance  Notice  stage  Ls  considered  impractical. 
Often  such  Advance  Notices  are  general  in  content,  and  indicate 
an  uncertainty  by  the  Government  as  to  the  best  way  to  proceed 
Into  nilemaklng.  To  impose  a  requirement  for  a  formal  analysis 
at  that  state  Is  unrealistic.  A  more  useful  step,  as  outlined  in  the 
Consumer  Representation  Plan,  Is  to  ask  consumers  who  offer  com¬ 
ments  in  response  to  an  Advance  Notice  also  to  assess  the  costs  and 
benefits  of  their  suggestions.  The  Information  submitted  at  that 
point  would  be  useful  to  the  Department  in  assessing  the  impact 
of  its  regulations  at  later  stages  of  the  rulemaking  process. 

The  Department  was  criticized  for  not  having  published  as  DOT 
Orders  the  recommendations  contained  in  the  DOT  Office  of  Con¬ 
sumer  Affairs  report  to  the  Secretary  entitled  "Consumer  Involve¬ 
ment  in  Rulemaking."  The  recommendations,  endorsed  by  Secre¬ 
tary  Brlnegar  and  directed  to  be  implemented  by  Secretary  Cole¬ 
man,  are  now  part  of  the  DOT  Consiimer  Representation  Plan. 

Several  comments  were  received  relating  to  complaint  handling 
by  the  Department.  One  proposed  that  the  Hotline  concept  now 
used  by  the  National  Highway  Traffic  Safety  Administration 
(NHTSA)  be  adopted  by  other  agencies  as  well.  As  provided  in  the 
Plan,  other  administrations  in  DOT  may  decide  to  adopt  the  tech¬ 
nique  if  the  NHTSA  experiment  is  successful. 

Congress  Watch  expressed  concern  that  the  study  recommenda¬ 
tions  of  the  Technical  Assistance  Research  Programs,  Inc.,  pre¬ 
pared  for  the  Office  of  Consumer  Affairs  In  HEW,  had  not  been 
adopted  by  the  National  Highway  Traffic  Safety  Administration. 
The  two  recommendations  Involved  use  of  form  letters  and  logging 
of  telephone  conversations.  Both  of '  these  were  Implemented 
within  four  to  six  weeks  after  the  recommendations  were  received 
by  NHTSA. 

Regarding  the  Proposed  Plan’s  designation  ot  consumer  focal 
points,  several  commenters  lurged  that  the  Individuals  chosen 
have  sufficient  standing  In  the  organization  to  be  able  to  present 
consumer  views  to  the  highest  levels  In  the  Department. 


Congress  Watch  asked  that  consumer  representatives  be  subject 
to  Senate  approval  and  responsible  to  the  Congress.  The  Depart¬ 
ment’s  highest  ranking  consiuner  representative,  the  Assistant 
Secretary  for  Environment,  Safety,  and  Consumer  Affairs,  is  a 
Presidential  appointee  subject  to  Senate  confirmation.  Providing 
for  such  approvals  at  each  lower  level  within  the  Department 
having  consiuner  involvement  is  an  unnecessary  burden,  and  would 
not  significantly  affect  the  overall  accountability  of  the  Depart¬ 
ment’s  program  to  the  Congress  or  consvuners. 

Another  comment  asked  for  more  specificity  In  the  description 
of  the  consumer  affairs  officers’  duties.  ’These  descriptions  have 
been  included  in  Appendix  A  of  the  Plan. 

In  another  area,  the  Chicago  Model  Cities  group  recommended 
that  a  percentage  of  DOT  advisory  committee  members  come  from 
economically  disadvantaged  communities.  The  membership  of  many 
of  these  committees  Is  often  specified  by  statute.  The  setting  of  a 
fixed  percentage  from  any  group,  however.  Is  an  unnecessary  con¬ 
straint  on  the  Department’s  ability  to  create  a  balanced  advisory 
committee.  Where  the  Department  does  have  discretion,  it  will 
renew  its  efforts  to  attain  broader  representation. 

Several  comments  were  received  urging  that  an  evaluation  of 
the  administrations’  efforts  to  implement  the  Plan  be  published 
and  consumer  views  sought.  Because  of  the  Importance  of  the 
Plan,  the  Department  will  publish,  in  l^e  media  (including  the 
Federal  Register)  ,  an  Annual  Report  to  Consumers  describing  how 
each  element  of  the  Department  offered  opportunities  for  consumer 
representation  during  the  fiscal  year.  Consumer  comments  will  be 
encouraged  in  order  to  Increase  the  Department’s  responsiveness. 

Two  other  sets  of  comments  on  DOT’S  Consumer  Representation 
Plan  should  be  noted: 

(1)  Following  the  close  of  the  comment  period  on  the  proposed 
Plan,  a  statement  summarizing  the  proposed  Plan  was  submitted 
to  the  House  Government  Operations  Subcommittee  on  Commerce, 
Consumer,  and  Monetary  Affairs.  ’The  statement  was  presented  by 
DOT  Assistant  Secretary  for  Environment,  Safety,  and  Consumer 
Affairs,  Judith  T.  Connor,  who  had  been  Invited  to  testify  by  the 
Subcommittee’s  Chalnnan,  Benjamin  8.  Rosenthal.  Mrs.  Connor’s 
summary  of  the  proposed  Han  also  described  the  consumer  pro¬ 
grams  that  already  existed  in  the  Department  prkNr  to  the  Presi¬ 
dent’s  directive  that  Executive  Departments  develi^  Consiuner  Rep-  . 
resentation  Plans.  Mr.  Rosenthal  questioned  whether  the  staff  of 
seven  In  the  Office  of  Consumer  Affairs  could  adequately  represent 
consumers’  Interests  in  the  Department,  which  employs  110,000 
persons. 

(2)  In  the  course  of  developing  a  final  Consumer  Representation 
Plan,  a  draft  of  the  final  Plan  was  submitted  to  the  President’s 
Consumer  Advisory  Council  for  review.  The  Council  commented 
favorably  on  the  clear  and  simple  style  in  which  the  Plan  was 
written,  on  its  listing  of  phone  numbers  as  w^  as  names  and 
addresses  of  DOT’S  emisumer  affairs  idBcers,  and  on  DOT’S  Inten¬ 
tion  to  Issue  an  Annual  Report  to  Consumers. 


KDERAL  REGISTER,  VOL.  41,  NO.  189— TUESDAY,  SEPTEMBER  28,  1976 


42830 


NOTICES 


VETERANS  ADMINISTRATION 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

Consumer  Affairs  Coordinator,  Veterans  Administration, 
810  Vermont  Avenue,  N.W.,  Washington,  D.C.  20420 
(202) 389-2641. 


Table  of  Contents 
I,  Purpose  of  the  Plan. 

II.  Executive  Summary. 

III.  How  the  VA  and  Its  Consumers  Interact. 

A.  Department  of  Medicine  and  Surgery. 

B.  Department  of  Veterans  Benefits. 

1 .  Compensation  and  Pension  Service. 

2.  Education  and  Rehabilitation  Service. 

3.  Loan  Guaranty  Service. 

4.  Insurance  Service. 

C.  National  Cemetery  System. 

D.  Supporting  Staffs. 

1.  Information  Service. 

2.  General  Counsel. 

3.  Board  of  Veterans  Appeals. 

E.  Independent  Advisors. 

1.  Veterans’  Organizations. 

2.  Advisory  Committees. 

rv.  Planned  Actions  To  Improve  Consumer  Participation. 

V.  Where  To  Go  for  Assistance. 

Appendix 

I.  Purpose  of  the  Plan 

The  purpose  of  this  Plan  is  to  identify  areas  where  con¬ 
sumer  representation  and  participation  in  the  decision-mak¬ 
ing  process  can  be  enhanced.  TTie  Consmner  Representation 
Plan  expands  upon  present  channels  of  communication  and 
sets  forth  formal  guidelines  for  seeking  and  using  consumer 
input.  These  views  will  be  channeled  to  oflScials  in  a  position 
to  take  action.  They  will  be  given  appropriate  consideration 
in  VA  decision-making. 

The  Veterans  Administration’s  major  objective  is  to  pro¬ 
vide  service  to  veterans  and  their  dependents.  To  fulfill  this 
mission,  the  VA  admiifisters  a  variety  of  programs,  including 
compensation,  pension,  education,  vocational  rehabilitation, 
insurance,  home  loans,  burial,  and  health  care  and  hos¬ 
pitalization.  A  careful  analysis  has  been  made  of  the  major 
operating  elements  to  determine  the  extent  of  present  con¬ 
sumer  involvement.  Regulations  and  procedures  were  reviewed 
to  determine  how  they  can  be  made  more  responsive  to 
consumers’  needs. 

One  way  in  which  consumer  representation  has  been  ac¬ 
complished  is  through  the  VA’s  close  working  relationship 
with  veterans’  organizations.  Veterans’  programs  and  benefits 
which  are  administrated  by  the  VA  are  prescribed  by  law: 
many  organizations  and  individuals  were  contacted  to  see 
how  the  current  system  responds  to  the  needs  of  veterans 
and  their  beneficiaries  and  how  it  can  be  improved.  It  has 
been  a  policy  of  the  VA  to  keep  these  groups  informed  of 
upcoming  decision  points  and  invite  them  to  offer  their  sug¬ 
gestions  and  criticisms;  in  this  way  they  often  have  effected 
substantive  changes  in  policies  or  regulations. 

The  earlier  Proposed  Consumer  Representation  Plan  gen¬ 
erated  numerous  letters  and  participation  by  many  indi¬ 
viduals  in  the  White  House  Regional  Conferences  and  the 
Washington  Hearings.  Comments  and  questions  from  these 
sources  centered  on  the  various  programs  and  were  sum¬ 
marized  and  reviewed  carefully  by  program  officials  before 
drafting  this  final  Plan.  ’The  data  revealed  a  general  accept¬ 
ance  of  the  proposed  Plan  and  approval  of  continued  efforts 
to  be  responsive  to  consumers.  Also,  prior  to  the  publication 
of  the  final  Plan,  officials  of  the  VA  met  with  veterans’ 
organizations’  representatives  to  review  and  solicit  additional 
comments  or  suggestions  regarding  the  Plan.  Those  sugges¬ 
tions  which  could  strengthen  and  improve  the  existing  system 
are  included  in  the  new  Planned  Actions. 

n.  Executive  Summary 

The  VA  has  three  major  operating  organizations;  the  E>e- 
partment  of  Medicine  and  Surgery,  the  Department  of  Vet¬ 


erans  Benefits,  and  the  National  Cemetery  System.  Although 
each  of  them  is  involved  in  providing  benefits  to  veterans  and 
their  dependents,  their  functions  are  distinct  and  therefore 
are  treated  in  separate  plans,  which  together  constitute  the 
overall  VA  Plan.  Although  every  staff  element  contributes 
to  the  service  rendered,  the  three  staff  offices  with  the  great¬ 
est  consumer  interaction  are  discussed.  ’These  are  Informa¬ 
tion  Service,  General  Counsel,  and  Board  of  Veteran  Appeals. 

To  maintain  continuing  responsiveness  to  consumer  needs, 
the  VA  has  designated  the  Associate  Deputy  Administrator 
as  Consumer  Affairs  Coordinator.  Direct  responsibility  for 
consumer  affairs  has  been  vested  in  Veterans  Assistance 
Service  which,  through  its  Veterans  Service  Divisions  located 
in  50  states,  serves  as  a  single  point  of  entry  for  all  veterans 
with  questions  or  problems.  It  is  able  to  cross  organizational 
lines  to  handle  any  inquiry.  In  addition  to  resolving  com¬ 
plaints.  Veterans  Assistance  Service  is  active  in  outreach 
efforts  and  coordinates  the  dissemination  of  information  to 
grass-roots  veterans.  ’This  is  accomplished  through  Veterans 
Benefits  Counselors,  Veterans  Representatives  on  Campus, 
a  toll-free  telephone  network,  mobile  vans,  and  the  solicita¬ 
tion  of  veterans’  opinions  of  service  through  mailings. 

Consumer  input  is  received  from  six  major  sources:  inter¬ 
ested  individuals;  the  veteran;  the  veterans’  organizations: 
data  gathered  in  ongoing  evaluations  and  surveys  conducted 
internally  and  by  independent  advLsors;  Advisory  Commit¬ 
tees;  and  community  organizations.  To  be  responsive  to 
almost  30  million  veterans  and  an  even  larger  number  of 
dependents  is  a  significant  challenge.  There  is  an  active 
outreach  effort  to  keep  veterans  informed  of  their  entitle¬ 
ment,  rather  than  letting  them  seek  out  the  VA  on  their  own. 
'The  VA  encourages  dialogue  with  its  consumers  and, 
although  every  problem  has  not  been  averted,  an  effort  is 
made  to  limit  It  to  a  one-time-only  occurrence.  The  Adminis¬ 
trator  of  Veterans  Affairs  takes  a  personal  interest  in  finding 
out  the  problems  and  concerns  of  veterans,  their  dependents 
and  survivors.  Meetings  with  veterans’  organizations  are  fos¬ 
tered.  To  insure  adequate  representation  of  the  Vietnam  Era 
veteran,  ‘two  Vietnam  veterans  serve  as  staff  assistants  to 
the  Administrator  and  his  Deputy.  These  individuals  main¬ 
tain  open  dialogue  with  the  youngest  of  our  veterans  and 
their  various  groups. 

Consumer  involvement  is  particularly  visible  at  the  hos¬ 
pitals  and  Regional  Offices.  ’The  main  functions  of  facilities 
at  the  local  level  are  to  provide  service  and  to  disseminate 
information.  Hospitals,  outpatient  clinics,  domiciliaries,  and 
nursing  homes  furnish  a  full  spectrum  of  health  care:  Re¬ 
gional  Offices  are  the  contact  points  for  veterans  wishing  to 
obtain  information  about  their  benefits,  and  serve  also  as 
administration  points  for  all  non-medical  programs.  To  make 
it  easier  for  the  veteran  to  get  information  about  benefits, 
mobile  vans  travel  to  remote  commimities  throughout  the 
country.  The  VA  also  provides  veterans  with  toll-free  tele¬ 
phone  numbers  to  Regional  Offices  in  most  states.  A  group  of 
veteran  specialists  knowledgeable  in  VA  programs  answers  the 
phones,  records  any  problems,  and  relays  them  to  the  proper 
official  for  action.  Another  method  of  reaching  the  consumer 
is  the  Veteran  Representative  on  Campus. 

Because  of  the  vast  number  of  veterans  served,  the  field 
stations  are  active  in  providing  Information  to  consumers 
regarding  their  veterans’  benefits.  They  maintain  close  ties 
with  the  local  media  which  disseminate  press  releases  and 
informational  material  and  cover  newsworthy  activities,  thus 
enhancing  consumer  Involvement.  Veterans’  organizations  are 
given  office  space  in  hospitals  and  Regional  Offices,  which  pro¬ 
motes  communication  with  VA  management  on  an  Informal 
and  continuing  basis.  Additionally,  field  station  directors  hold 
monthly  meetings  with  veterans’  groups  to  advise  them  for¬ 
mally  of  VA  activities  and  to  receive  their  responses.  Since 
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hospitals  and  Regional  OflSces  are  veterans’  first  points  of 
contact  with  the  VA,  their  interests  generally  are  limited 
to  specific  situations.  However,  nonconsumers,  such  as  lend¬ 
ing  institutions  and  schools,  contribute  constructive  sugges¬ 
tions  which  aid  consumer  service  by  streamlining  procedures. 

It  Is  the  policy  of  all  hospitals  and  Regional  OfiBcts  to  re¬ 
spond  to  aU  coniplaints  in  an  expeditious  manner.  When  a 
station  discerns  a  pattern  Indicating  a  problem  more  than 
local  in  scope,  contact  is  made  with  the  appropriate  Central 
Office  officials.  Complaints  received  at  Central  Office  are  ac¬ 
corded  the  same  priority  handling. 

Veterans  often  influence  changes  in  procedures  through 
their  complaints  and  suggestions.  For  example,  when  Central 
Office  receives  the  same  complaint  from  a  number  of  hospi¬ 
tals  (as  when  a  badly  designed  form  was  causing  long  queues) 
they  will  change  procedures  systemwide.  Direct  correlation 
between  these  changes  and  the  demands  of  the  Vietnam 
veterans  can  be  shown  for;  the  elimination  of  much  of  the 
military  jargon  from  VA  hospitals,  the  establishment  of 
Drug  Dependence  Treatment  Centers,  and  the  creation  of  a 
Vietnam  veterans’  committee  at  each  hospital. 

The  VA  has  launched  a  new  program  evaluation  system  in 
which  consmner  impact  will  be  a  major  consideration.  Cur¬ 
rently,  two  major  areas  are  xmder  evaluation:  the  educa¬ 
tion  and  Nursing  Home  Care  programs.  After  the  two  pilots 
have  been  completed,  the  evaluation  system  will  be  expanded 
to  other  programs  and  used  as  a  continuing  self -check  mech¬ 
anism. 

HI.  How  THE  VA  AND  ITS  CONSUMERS  INTERACT 
A.  DEPARTMENT  OF  MEDICINE  AND  SURGERY 

’The  primary  objective  of  the  Department  of  Medicine  and 
Surgery  (DM&S)  is  the  delivery  of  health  care  to  veterans. 
To  fulfill  this  mission,  the  VA  operates  171  hospitals  consist¬ 
ing  of  over  95,000  hospital  beds.  In  addition  to  a  full  spectrum 
of  services  for  hospitalized  patients,  DM&S  offers  a  variety  of 
programs  aimed  at  keeping  veterans  as  functioning  members 
of  their  environments.  Hospital  based  home  care  is  a  special 
medical  service,  administered  by  a  hospital,  which  provides 
individual  medical,  nursing,  social,,  and  rehabilitative  care 
to  patients  within  their  family  setting.  Outpatient  care  is 
available  at  VA  medical  facilities  to  veterans  for  all  service- 
related  disabilities.  It  is  available  also  for  any  condition  if  the 
veteran  has  a  service-connected  disability  of  80%  or  more  and 
for  other  veterans  to  obviate  the  need  for  hospitalization.  Vet¬ 
erans  determined  eligible  by  the  VA  and  who  are  not  within 
easy  distance  of  VA  facilities  can  avail  themselves  of  fee- 
basis  medical  visits,  with  the  VA  paying  the  cost.  ’The  VA 
provides  a  full  range  of  psychiatric  care  including  therapy 
for  family  members  if  this  would  facilitate  the  treatment  of 
the  veteran.  ’The  domiciliary  care  program  is  designed  to 
motivate  the  veteran  to  return  to  the  community  in  a  self- 
sustaining  and  Independent  living  situation  or  to  assist  him/ 
her  to  reach  optimal  usefulness  in  a  protective  environment. 
Nursing  home  care  is  provided  to  eligible  veterans  as  needed. 

An  individual’s  health  and  medical  care  frequently  take 
precedence  over  all  other  interests.  Although  the  patient  and 
the  family  are  concerned  deeply  with  the  treatment  program, 
the  scientific  nature  of  medical  treatment  often  prevents  di¬ 
rect  consumer  contribution.  Yet,  DM&S  actively  seeks  con¬ 
sumer  input  and  the  patient’s  interests  always  are  accord¬ 
ed  primary  consideration  in  the  areas  of  service.  ’There  are 
a  number  of  well-developed  systems  to  assure  the  patient’s 
views  are  obtained  in  a  timely  and  constructive  manner. 
These  are  utilized  to  determine  the  quality  of  service  and  the 
responsiveness  of  the  health  care  facility  to  the  patient’s 
ne^. 

1.  Policy  Advisory  and  Program  Planning.  Unquestionably, 
the  most  significant  consumer  participation  in  policy  and 
program  planning  is  through  the  recipients  of  medical  care. 
There  are  mechanisms,  both  formal  and  Informal,  whereby 
Information  is  channeled  to  the  appropriate  management 
level.  The  VA  organization  for  providing  health  care  is  highly 
decentralized,  with  broad  authority  delegated  to  the  director 
and  management  staff  of  the  hospital  or  other  medical  facili¬ 
ty.  There  is  extensive  personal  contact  Involved  in  medical 
care  and  the  concerns  of  the  patient  (consumer)  are  relayed 
rapidly  to  local  management  through  normal  organizational 
clmnnels.  This  input  is  reflected  also  in  planning  and  policy 
decisions.  ’The  hospital  and  clinic  staff  members  providing 
treatment  are  perhaps  the  most  effective  advocate  of  the 
consumer  on  the  local  level. 


More  formal  mechanisms  for  consumer  participaticm  at 
the  local  level  Include  veterans  CM*ganizatlons,  Veterans  Ad¬ 
ministration  Voluntary  Service,  patiait  satisfaction  survesrs, 
and  local  advisory  conunlttees.  The  close  relaticmship  between 
the  VA  and  veterans’  w^nizations  has  been  especially  help¬ 
ful.  Service  officers  of  major  veterans’  organizations  are  pro¬ 
vided  office  space  in  VA  hospitals  and  serve  as  effective  con¬ 
sumer  representatives  for  both  individuals  and  consumer 
groups.  Top  officials  of  the  hospital  meet  r^uUarly  with  these 
representatives  with  the  objective  of  obtaining  their  advice 
relating  to  planning  and  policy  decisions.  The  major  organi¬ 
zations  also  employ  National  Service  Officers  who  conduct  sur¬ 
veys  of  hospitals  and  make  formal  reports  with  recwnmenda- 
tions  for  action  at  both  local  and  national  levels.  Further, 
these  organizations  are  a  major  source  of  consumer  repre¬ 
sentation  in  policy  and  planning  decisions  at  the  Central 
Office  level.  As  a  routine  practice,  all  proposed  changes  in 
regulations  and  other  administrative  issues  having  significant 
impact  on  the  VA  medical  program  are  furnished  the  veterans’ 
organizations  in  advance,  and  their  cwnments  and  recom¬ 
mendations  always  are  given  full  consideration.  Some  orga¬ 
nizations,  such  as  the  Paralyzed  Veterans  of  America,  repre¬ 
sent  specific  groups  with  common  problems  and  maintain  close 
contact  with  appropriate  prc^ram  officials  in  the  VA  Central 
Office. 

All  VA  hospitals  are  supported  by  large  numbers  of  in¬ 
dividual  volunteers  spcaisored  by  veterans’  and  other  local 
organizations.  These  volimteers  primarily  perform  duties 
which  place  them  in  personal  contact  with  patients  at  the 
hospitsd.  They  provide  a  vital  link  between  the  hospitalized 
patient  and  the  community,  ard  also  serve  as  a  channel  of 
communication  between  patients  and  hospital  management. 
Representatives  of  these  volunteer  groups  meet  with  top 
hospital  officials  monthly  to  exchange  views  on  means  of 
improving  service  to  patients.  They  also  are  kept  informed, 
and  consulted  when  appropriate,  of  plans  and  policy  decisions 
that  will  affect  the  hospital  community. 

Local  advisory  committees  are  used  in  hospitals  as  a  means 
of  determining  needs  and  obtaining  recommendations  for  ac¬ 
tion  to  improve  services.  As  a  typical  example,  most  hospitals 
have  established  a  Vietnam  Era  Veterans  Committee  to  in¬ 
crease  responsiveness  to  these  veterans.  Although  local  ad¬ 
visory  committees  are  composed  primarily  of  members  of  the 
hospital  staff,  long-term  patients  frequently  are  included, 
and  in  all  cases,'  committee  members  have  close  ccxnmunica- 
tion  with  both  patients  and  veterans’  organizations.  At  the 
national  level,  a  number  of  advisory  bodies  have  been  con¬ 
stituted  with  membership  from  both  government  agencies 
and  nongovernment  institutions.  'Wherever  appropriate, 
leaders  of  organizations  having  special  interests  in  veterans’ 
affairs  and  related  fields  are  included  in  the  member^lp  of 
these  groups.  As  a  matter  of  policy,  advisory  committee  mem¬ 
bers  are  chosen  to  provide  wide  representation  frwn  the 
various  groups  who  work  with  or  are  served  by  the  VA.  They 
are  chartered  and  function  to  provide  advice  and  assistance 
to  the  VA  in  specific  subject  areas,  and  they  contribute  sig¬ 
nificantly  in  policy  and  program  planning  decisions.  Standing 
committees  on  veterans’  affairs  have  been  established  In  both 
the  House  of  Representatives  and  the  Senate.  These  commit¬ 
tees  have  the  responsibility  for  reviewing  VA  activities  and 
both  have  established  subcmnmittees  on  hospitals  and  health 
which  are  concerned  more  directly  with  the  activities  of 
DM&S.  These  subcommittees  hold  hearings  in  Washington, 
D.C.,  and  in  various  locations  throughout  the  country,  and 
obtain  testimony  from  Individuals  and  organizations  regard¬ 
ing  the  VA  medical  program.  As  a -result,  these  committees 
frequently  suggest  changes  in  policies  and  regulations.  DM&S 
often  enters  into  contracts  with  universities  and  private  re¬ 
search  institutions  as  well  as  consulting  firms  to  perform  in¬ 
dependent  studies  of  present  and  future  veterans’  needs  oti  a 
scientific  basis.  Wh6n  ccmsidered  appropriate  these  studies 
Include  direct  consumer  contact  of  a  marketing  survey  nature 
to  determine  their  desires  and  preferences.  These  have  been 
helpful  in  planning  medical  care  facilities. 

2.  Evaluation.  Within  DM&S,  there  is  an  extensive  program 
designed  to  assme  that  the  quality  of  health  care  is  main¬ 
tained  at  a  high  level.  This  program  is  known  as  Health 
Services  Review  (Organization  (HSRO)  and  consists  at  two 
parts.  The  first  is  a  systematic  internal  review  requirement 
which  is  applied  to  all  health  care  facilities.  This  is  an  on¬ 
going  review  process,  carefully  structured  to  cover  all 
nificant  elements  of  health  care  and  to  Identify  opportiml- 
ties  for  improvement.  Consumer  Involvement  is  Included 
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through  the  patient  satisfaction  questionnaire.  The  second 
part  of  the  HSRO  Program  Involves  systematic  external  re¬ 
views.  These  are  external  in  the  sense  that  they  are  con¬ 
ducted  by  teams  made  up  of  members  that  are  not  asso¬ 
ciated  with  the  health  care  facility  imder  review.  These  teams 
evaluate  the  quality  of  care  and  service  being  provided.  The 
procedures  they  use  include  interviews  with  patients  and 
veterans’  organization  representatives.  The  reaction  of  con¬ 
sumers  is  evaluated  carefully  by  the  review  teams,  and  sig¬ 
nificant  findings  are  included  in  the  report  and  are  con¬ 
sidered  in  making  recommendations.  Action  to  correct  any 
identified  deficiencies  is  controlled  and  monitored  at  the  Cen¬ 
tral  Office  level  and  special  follow-up  reviews  are  made  as 
necessary.  For  example,  if  patient  reaction  were  critical  of 
the  food  service  at  a  particular  hospital,  representatives  of 
the  Central  Office  Dietetic  Service  would  survey  that  function 
at  the  hospital  with  the  objective  of  eliminating  the  cause 
of  such  complaints. 

Another  form  of  internal  evaluation  regularly  employed  by 
DM&S  utilizes  the  ad  hoc  committee  or  task  force  technique 
to  review  existing  policies,  proposals,  and  plans  pertaining  to 
systemwide  programs.  Usually,  these  groups  are  made  up  of 
officials  from  DM&S  and  other  VA  staff  offices  who  have  spe¬ 
cial  qualifications  in  the  subject  area.  Committees  of  hospital 
directors  frequently  have  been  utilized  for  this  purpose.  It  is 
customary  for  such  groups  to  solicit  the  views  and  recom¬ 
mendations  of  consumers  of  health  services  and  these  nor¬ 
mally  are  included  in  the  reports  and  considered  in  the  rec¬ 
ommendations  made  to  the  Chief  Medical  Director.  In  addi¬ 
tion  to  those  reviews  controlled  and  carried  out  within 
DM&S,  the  medical  care  programs  are  subject  to  evaluation 
by  other  elements  of  the  VA  and  also  outside  soimces.  Inter¬ 
nal  audits  of  programs  and  op>erations  relating  to  medical 
care  normally  Involve  surveys  of  medical  installations  or 
studies  of  major  medical  programs.  Management  engineer¬ 
ing  studies  relating  to  medical  care  usually  encompass  evalu¬ 
ation  of  the  nonprofessional  aspects  of  the  health  care  de¬ 
livery  system  with  the  objective  of  recommending  adminis¬ 
trative  improvements.  Review  of  health  care  facilities  is  made 
also  by  accreditation  surveys  of  national  organizations  for 
the  purpose  of  determining  whether  or  not  a  hospital,  or  a 
portion  thereof,  meets  national  standards  for  accreditation. 
The  General  Accoimting  Office,  representing  the  legislative 
branch  of  government,  reviews  medical  care  programs  to 
determine  their  effectiveness  in  relation  to  the  intent  of  the 
authorizing  legislation.  All  of  these  audits,  studies,  surveys, 
and  reviews  involve  contact  with  individual  consiuners  or 
consiuner  groups  as  may  be  appropriate.  These  activities  are 
well-publicized  and  consumers  have  an  opportunity  to  make 
their  views  known  to  the  groups  conducting  the  evaluation. 
In  addition,  evaluations  of  medical  care  programs  and  fa¬ 
cilities  are  conducted  by  groups  directly  representing  the 
consumer.  As  indicated  earlier,  major  veterans’  organiza¬ 
tions  routinely  conduct  surveys  of  VA  hospitals  with  the  full 
cooperation  of  the  VA.  They  make  formal  reports  including, 
recommendations  to  local  management  officials  and  to  the 
VA  at  the  national  level.  The  VA  makes  a  formal  response 
to  these  reports  after  full  consideration  is  given  to  the  find¬ 
ings  and  recommendations. 

3.  Communication.  Tlie  main  channel  for  communication 
with  the  consumer  is  via  the  veterans’  organizations.  Each 
veterans’  organization  has  a  newsletter  which  is  distributed 
to  keep  its  membership  Informed  about  matters  of  concern  to 
them  and,  therefore,  of  concern  to  the  VA.  Information  from 
the  grass-roots  levels  is  transmited  to  state  and  national 
headquarters  through  conventions  and  other  meetings  of  the 
various  veterans  o’rganizatlons.  The  VA  Central  Office  and 
field  facilities  maintain  close  liaison  with  these  groups  by 
attending  the  conferences  and  conventions.  Information  re¬ 
ceived  at  these  conferences  and  at  other  formal  and  informal 
meetings  are  funneled  back  through  the  VA  system  to  the 
heads  of  the  appropriate  services  and  to  the  Administrator. 
Feedback  of  consumer-iifitlated  suggestions,  criticisms,  or 
complaints  are  handled  through  similar  information  channels 
when  appropriate  or  by  direct  contact  with  the  consiuner. 

In  addition,  there  are  scheduled  monthly  meetings  between 
hospital  staff  and  veterans’  representatives.  Other  meetings. 
In  the  field  or  at  Central  Office,  are  arranged  as  needed.  All 
services  are  Involved  to  some  extent,  but  Voluntary  Service 
and  Medlcfd  Administration  Service  are  particularly  active 
In  thi.«8  function,  and  in  communicating  to  consumers  major 
issues  and  decisions  that  affect  them. 


In  VA  hospitals  and  other  medical  facilities,  agency-pre¬ 
scribed  policies  and  procedures  are  followed  in  processing  and 
controlling  complaints  received  by  mail.  Such  mail  is  routed 
immediately  to  the  field  station  head  who  is  required  to 
maintain  control  to  assure  that  prompt  and  appropriate  ac¬ 
tion  is  taken.  Allegations  of  a  very  serious  nature  are  referred 
to  Central  Office  where  they  are  processed  in  accordance  with 
Central  Office  operating  instructions.  Written  guidelines  are 
used  as  an  aid  in  analyzing  complaints  and  in  taking  cor¬ 
rective  action.  VA  directives  require  that  necessary  action  be 
initiated  as  soon  as  possible.  In  addition  to  expeditious  and 
considerate  response  to  all  complaints  received  in  written 
form,  it  is  policy  and  practice  that  VA  medical  facility  di¬ 
rectors  and  key  staff  officials  be  available  for  personal  dis¬ 
cussions  with  complainants.  Complaints  assist  program 
officials  in  identifying  areas  where  improvements  can  be 
made.  In  conjunction  with  other  information,  this  has  been 
instrumental  in  effecting  changes  to  policies,  procedures, 
regulations,  and  proposed  legislation. 

A  large  amount  of  information  disseminated  by  the  VA  is 
directly  or  indirectly  consumer  oriented.  Consumer  education 
is  accomplished  through  a  variety  of  mass  media  mechanisms, 
through  veterans’  organizations,  and  via  person-to-person 
contacts  in  hospitals  and  clinics.  There  are  Veterans  Benefits 
Counselors  in  every  hospital  who  assist  and  talk  with  veter¬ 
ans.  Educational  and  informative  pamphlets  are  distributed 
on  the  initiative  of  the  VA  or  in  response  to  a  request  from 
the  consumer.  In  addition  to  the  relatively  formal  methods 
described  above.  Medical  Administration  Specialists  have 
daily  contact  with  veterans  in  admission  offices  or  when  the 
veteran  makes  an  outpatient  visit.  Throughout  the  course  of 
a  veteran’s  medical  care,  hospital  staff  and  volunteers  have 
formal  and  Informal  contacts  relaying  information  or  edu¬ 
cating  the  veteran  in  reference  to  the  services  or  treatment 
he/she  is  receiving. 

B."  DEPARTMENT  OF  VETERANS  BENEFITS 

The  Department  of  Veterans  Benefits  (DVB)  administers 
an  integrated  program  of  benefits  and  services  established 
by  law  for  veterans,  service  personnel,  and  their  dependents 
or  beneficiaries.  Administration  is  decentralized  to  a  network 
of  field  stations  with  at  least  one  office  located  in  each  state. 
Benefits  and  services  are  grouped  in  four  program  categories: 
Compensation  and  Pension,  Education  and  Rehabilitation, 
Loan  Guaranty,  and  Insurance.  Separate  Central  Office  Serv¬ 
ices  formulate  policy  and  provide  program  management  staff 
support. 

1.  Compensation  and  Pension  Service 

Compensation  and  Pension  (C&P)  Service  adjudicates 
claims  and  makes  awards  for  disability  and  death,  compensa¬ 
tion  and  pension,  taking  into  account  related  income,  de¬ 
pendency,  appealed  claims,  independent  reviews,  and  corres¬ 
pondence  action. 

a.  Policy  Advisory  and  Program  Planning.  Substantive  rule- 
making  in  C&P  Service  involves  changes  in  the  Schedule  for 
Rating  Disabilities  and  in  the  general  regulations.  The  rating 
schedule  is  updated  periodically  to  conform  to  advances  in 
medical  sciences,  modem  surgical  practices,  and  new  drugs ; 
also,  to  refiect  changes  in  legislation,  rating  practices,  and 
procedures.  Changes  in  general  regulations,  other  than  those 
implementing  legislation,  may  be  initiated  by  recommenda¬ 
tions  from  vet^ns’  organizations,  members  of  Congress, 
and  other  individuals  when  study  of  the  recommendations 
indicates  they  are  valid  and  meritorious.  Some  changes  result 
from  suggestions  submitted  by  field  station  employees  who 
are  Involved  with  and  are  responsible  for  the  adjudication 
of  individual  claims.  Other  changes  come  about  when  a 
Central  Office  review  of  an  individual  case  indicates  the 
existing  regulation  may  result  in  inequities.  After  approval 
by  the  Administrator,  the  proposed  regulatory  changes  are 
published  in  the  Federal  Register  and  public  comment  is 
invited. 

b.  Evaluation.  Two  major  sources  of  consumer  input  help 
to  evaluate  the  C&P  program:  Contact  with  individual  vet¬ 
erans  and  consultation  with  veterans’  organizations.  They 
provide  critical  analyses  of  the  programs  under  C&P  jurisdic¬ 
tion.  Veterans’  organizations  are  consulted  concerning  pro¬ 
mulgation  of  propiosed  rules;  their  recommendations,  as  well 
as  those  of  claimants,  are  followed  where  possible. 

To  insure  the  protection  of  the  consumer  and  the  con¬ 
tinuing  evaluation  of  C&P  programs,  ongoing  reviews  are 
undertaken,  ffhese  Include  statistical  quality  control,  regular 
station  audits,  and  administrative  review  of  specific  cases. 
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c.  Communication.  Information  for  consumers  regarding 
C&P  benefits  is  disseminated  through  pamphlets  explaining 
VA  programs  and  through  the  use  of  the  media  to  call  to  the 
attention  of  the  veteran  population  recent  changes  to  the  law, 
regulations,  or  procedures. 

Complaint  mail  from  consumers  and  Congress  is  reviewed 
at  the  highest  levels  of  authority  and  assists  the  VA  in  helping 
Congress  to  keep  abreast  of  and  be  responsive  to  the  needs  of 
veterans  and  their  dependents.  Consumers  who  are  dissatis¬ 
fied  with  the  determination  regarding  a  claim  for  benefits 
have  the  right  to  be  heard.  This  gives  the  claimants  an 
opportunity  to  have  their  views  considered  in  the  decision¬ 
making  process  directiy  affecting  their  own  well-being.  They 
also  are  granted  appellate  rights  to  intermediate  reviews  and 
a  hearing  before  the  Board  of  Veterans  Appeals. 

2.  Education  and  Rehabilitation  Service 

The  Education  and  Rehabilitation  (E&R)  Service  deter¬ 
mines  entitlement,  provides  counseling,  and  makes  awards 
for  educational  benefits  including  related  dependency  and 
training  changes.  It  also  aids,  guides,  and  prescribes  voca¬ 
tional  rehabilitation  for  service-disabled  veterans  including 
counseling  and  supervision  of  trainees. 

a.  Policy  Advisory  and  Program  Planning.  E&R  Service 
receives  consumer  newsletters  from  veterans’  organizations, 
branches  of  the  military,  and  other  groups  concerned  with 
veterans’  training.  Recommendations  from  these  sources  and 
the  Vietnam  Veteran  Civic  Councils  are  used  in  planning  new 
programs,  developing  guidelines  for  area  field  stations,  and 
reviewing  the  E&R  Program.  The  Service  uses  suggestions 
from  the  President’s  Committee  on  the  Employment  of  the 
Handicapped  and  the  Rehabilitation  Services  Administra¬ 
tion’s  Veterans’  Rehabilitation  Coordination  Committee.  For 
example,  an  expression  of  consumer  dissatisfaction  with  the 
termination  date  for  vocational  rehabilitation  benefits  for 
certain  seriously  disabled  veterans  was  a  factor  in  the  pro¬ 
posal  of  legislation  to  provide  an  extension  of  these  benefits. 

b.  Evaluation.  The  Federal  Interagency  Committee  on  Edu¬ 
cation  represents  thirty  agencies  and  departments  adminis¬ 
tering  educational  support  programs.  The  Subcommittee  on 
Educational  Consumer  Protection  reviews  the  efforts  of  Fed¬ 
eral  agencies  in  the  emerging  field  of  educational  consumer 
protection  and  promotes  cooperation  with  non-Federal  or¬ 
ganizations.  E&R  Service  has  participated  in  major  recom¬ 
mendations  concerning  a  federally  coordinated  educational 
consumer  complaint  system  and  full  disclosure  of  consumer 
rights  and  responsibilities. 

Tlie  Administrator’s  Education  and  Rehabilitation  Advi¬ 
sory  Committee  assists  in  the  evaluation  of  existing  programs 
and  service,  recommends  needed  new  projects,  and  partici¬ 
pates  in  long-range  planning  and  development.  Members  are 
persons  eminent  in  the  fields  of  education,  labor  and  man¬ 
agement,  and  representatives  of  the  institutions  furnishing 
vocational  rehabilitation  or  education.  Veterans  of  each  era 
and  representatives  of  the  Department  of  Health,  Education 
and  Welfare,  and  the  Department  of  Labor  also  serve  on  the 
Board.  The  Committee’s  recommendations  may  Involve  regu¬ 
latory  and  administrative  changes  as  well  as  legislative  pro¬ 
posals.  The  purpose  of  the  Central  Office  Education  and 
Training  Review  Panel  is  to  protect  the  consumer  from  fraud¬ 
ulent  practices  and  waste  of  fimds.  The  Panel  holds  public 
hearings  which  offer  opportunities  for  testimony  by  con¬ 
sumers  regarding  matters  previously  considered  by  the  field 
station  Committee  on  Educational  Allowances. 

The  Compliance  Survey  Program  was  designed  assure 
the  VA  that  veterans  or  other  eligible  persons  enrolled  In 
education  or  training  receive  the  best  education  and  train¬ 
ing  available.  It  Is  an  effective  program  evaluation  tool. 
Schools  and  beneficiaries  are  given  opportunities  to  offer  sug¬ 
gestions  for  Improving  service  to  consiuners  during  liaison 
visits  and  compliance  surveys.  Feedback  is  obtMned  from 
beneficiaries,  station  personnel,  and  training  establishments; 
suggestions  that  have  merit  may  alter  policy  affecting  the 
consumer. 

E&R  Service  reviews.  In  compliance  with  the  law,  approval 
notices  of  state  approving  agencies  concerning  home  stu^ 
courses.  If  defects  in  the  school’s  enrollment  contracts,  proce¬ 
dures,  and  advertising  are  discovered,  they  are  broufi^t  to  the 
attention  of  the  appropriate  state  approving  agency.  When 
accreditation  Is  Involved,  E&R  Service  notifies  the  National 
Home  Study  Council.  The  VA  has  entered  Into  an  agreement 
with  the  F^eral  Trade  Commission  to  utilize  Its  resources  to 


investigate  an  institution’s  advertising,  sales,  or  enrollment 
practices. 

The  quality  control  program  provides  information  as  to  the 
quality  level  of  operations  and  enables  the  VA  to  identify 
problems.  Effective  quality  control  Includes  the  quality  re¬ 
view  itself,  analysis  of  the  findings,  and  determination  of  the 
action  required  to  eliminate  the  causes  of  errors. 

c.  Communication.  The  management  of  E&R  Service  par¬ 
ticipates  in  many  consumer-oriented  meetings  to  establish 
rapport  with  consumers  and  technical  groups,  to  keep  abreast 
of  ciurrent  trends,  and  to  solicit  suggestions.  They  also  at¬ 
tend  meetings  concerning  counseling  and  training  of  the 
disabled.  Regional  meetings  with  VA  personnel  to  introduce 
revised  or  new  techniques  in  data  processing  ai*e  an  ongoing 
program.  This  allows  experts  to  elucidate  fully  a  particular 
phase  of  computer  processing  and  improve  service  to  con¬ 
sumers.  Meetings  with  state  approving  agencies  are  held  each 
year.  Suggestions  for  legislation,  program  Improvements, 
changes  in  regulations  and  directives,  and  long-range  plan¬ 
ning  are  welcomed.  Planning  for  the  forthcoming  fiscal  year’s 
state  reimbursement  contracts  is  discussed.  A  critique  and 
evaluation  of  existing  programs  are  part  of  the  agenda  of  the 
working  committees.  This  is  one  way  of  obtaining  consumer 
input,  disseminating  information,  and  testing  consumer  reac¬ 
tion  to  proposed  changes.  Also,  the  expertise  of  educational 
authorities  is  especially  helpful. 

Prior  to  their  effective  date,  proposed  regulations  are  pub¬ 
lished  in  the  Federal  Register  for  public  review  and  com¬ 
ment.  The  VA  maintains  mailing  lists  to  insure  proper  distri¬ 
bution  of  approved  amendments  to  regulations,  changes  in 
the  Agency’s  procedures,  and  general  information.  They  are 
distributed  to  state  approving  agencies,  schools,  and  inter¬ 
ested  parties.  Additions  to  the  list  may  be  made  by  Individuals 
seeking  to  keep  informed  of  current  programs.  Periodically, 
the  VA  publishes  a  Veterans  Education  Newsletter  which  is 
sent  to  approximately  25,000  institutions,  organizations,  agen¬ 
cies,  and  individuals  concerned  with  veterans’  educational 
affairs. 

Consumer  correspondence  is  evaluated  carefully  to  detect 
developing  patterns  so  future  problems  in  these  areas  can  be 
avoided.  Central  Office  receives  correspondence  from  con¬ 
sumers  with  comments  concerning  proposed  regulations.  Re¬ 
cently,  communications  from  Individuals  and  state  approv¬ 
ing  agencies  concerning  standards  of  satisfactory  progress  in 
degree-granting  institutions  have  resulted  in  amendments  to 
regulations  to  insure  student  progress  and  the  elimination  of 
abuses. 

E&R  Service  considers  the  complaints  it  has  received  when 
making  submissions  to  Congress  for  new  legislation.  All  com¬ 
plaints  are  acted  upon  immediately,  with  particular  attention 
paid  to  issuing  duplicate  checks  when  money  has  not  been 
received.  When  a  beneficiary  has  not  received  adequate  as¬ 
sistance  from  a  Regional  Office  or  has  been  given  wrong  in¬ 
formation,  every  effort  Is  made  to  correct  the  condition  and 
to  Identify  the  reasons  for  the  release  of  inaccurate  informa¬ 
tion  so  tliis  will  not  be  repeated.  Consiuners  who  disagree  with 
a  decision  regarding  a  claim  for  benefits  have  the  right  to 
appeal  a  determination  to  the  Board  of  Veterans  Appeals. 
When  benefits  have  been  withheld  due  to  admlnlsti-ative 
error  or  when  anyone  has  suffered  a  loss  by  relying  on  an 
erroneous  VA  determination  of  eligibility,  the  case  is  consid¬ 
ered  for  equitable  relief. 

3.  Loan  Guaranty  Service 

The  Loan  Guaranty  Program  makes  possible  the  guaranty 
of  low-  or  no-downpayment  loans  for  veterans.  The  Service 
determines  eligibility;  establishes  reasonable  value  of  prop¬ 
erties;  Issues  guaranty  or  insurance  for  home,  mobile  home, 
and  refinancing  loans;  services  loans  and  settles  claims  by 
holders  of  outstanding  QI  loans;  and  acquires,  manages,  and 
sells  a  portfolio  of  VA-owned  loans  and  properties. 

a.  Policy  Advisory  and  Program  Planning.  The  Loan  Guar¬ 
anty  Program  traditionally  has  utilized  the  indirect  consumer 
advocacy  of  housing  Industry  groups  as  aids  in  policy  formu¬ 
lation.  National  organizations  such  as  the  Mortgage  Bankers 
Association,  NationtJ  Association  of  Home  Builders,  Manu¬ 
factured  Housing  Institute,  and  the  National  Association  of 
Real  Estate  Brokers  assist  in  policy-making  through  their 
reviews  of  proposed  policy  statements  of  major  significance 
and  ad  hoc  consultations  and  committee  memberships.  Such 
input  provides  for  consideration  of  the  legal,  technical,  finan¬ 
cial,  and  sales  practices  prevalent  in  the  housing  industry 
which  are  important  to  the  program’s  operation  and  mission. 
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Much  reliance  is  placed  on  the  recommendations  of  Re¬ 
gional  Office  personnel  as  to  veterans’  needs  and  concerns 
since  direct  veteran-consumer  input  Is  limited  by  the  in¬ 
frequent  nature  of  homebujdng.  Equally  valuable  participa¬ 
tion  in  the  policy  and  program  planning  phase  is  gained 
from  Central  Office  review  of  precedent,  hardship,  and  com¬ 
plaint  cases;  the  reports  of  twenty-two  counseling  centers 
which  advise  minority  homebuyers;  Loan  Guaranty  Officers’ 
conferences;  and  quality  "control  ^dsits  to  Regional  Offices. 
Major  changes  or  new  policies  are  published  in  the  Federal 
Register  and  public  responses  are  evaluated  carefully  in 
finalizing  new  policies  or  procedures. 

b.  Evaluation.  Ongoing  evaluation  functions  are  operated 
through  a  statistical  quality  control  system  and  a  systematic 
analysis  program.  Regional  Offices  randomly  select  loan  cases 
for  detailed  review  as  to  timeliness,  accuracy,  and  adequacy 
of  actions  taken,  and  for  conformity  with  VA  policies  and 
procedures.  The  results  of  each  review  and  the  associated 
case  are  forwarded  to  Central  Office  on  a  periodic  basis  for 
validation  of  the  findings.  The  system  thus  alerts  Regional 
Offices  immediately  to  any  areas  needing  attention  on  a 
technical  basis  and  serves  to  inform  Central  Office  of  par¬ 
ticular  recurring  problems  at  local  facilities.  The  system  also 
acts  as  an  Indicator  for  possible  policy  or  procedural  changes 
or  other  corrective  actions  when  Central  Office  reviews  reveal 
trends  through  the  identification  of  similar  problems  at  a 
number  of  Regional  Offices.  Such  trends  often  have  pointed 
up  the  need  for  clarification  of  manual  instructions  or  a 
change  in  the  requirements  applicable  to  caseload  processing. 

TTie  systematic  analysis  of  Loan  Guaranty  operations  at 
Regional  Offices  provides  an  ongoing  review  of  all  program 
areas  for  those  aspects  of  management  which  cannot  be 
evaluated  through  single-case  reviews.  Such  subjects  as 
st£^  utilization,  review  of  complaints,  the  balance  of  produc¬ 
tivity  between  functional  activities,  and  comparisons  of  work¬ 
load  to  the  fiscal  plan  are  covered  in  this  analysis.  Also 
Included  are  staffing  and  trainlng*plans  and  an  overall  com- 
par^on  of  accompli'^hments  in  relation  to  program  objec¬ 
tives  at  the  local  level. 

c.  Communication.  Communication  with  veterans  falls  into 
four  major  categories;  education,  such  as  distributing  gen¬ 
eral  program  and  homebuying  information;  complaints 
against  builders  or  other  program  participants;  assistance  to 
veterans  who  are  having  trouble  meeting  mortgage  payments; 
and  action  in  connection  with  the  subsequent  sale  of  the 
veteran’s  home.  In  most  cases,  the  lending  institution  mak¬ 
ing  the  loan  will  have  all  the  necessary  contacts  with  the 
veteran  from  loan  application  through  closing.  Therefore, 
once  they  obtain  home  loans,  most  veterans  have  no  further 
need  to  contact  Loan  Guaranty  personnel  unless  they  have 
complaints,  fail  to  meet  mortgage  payments,  or  elect  to  sell 
the  property. 

The  VA  furnishes  veterans  with  preliminary  guides  useful 
in  the  homebuying  process.  PampUets,  such  as  “Questions 
and  Answers  on  Guaranteed  and  Direct  Loans  to  Veterans,’’ 
“Tb  the  Homebuying  Veteran,’’  and  “Questions  and  Answers 
on  Mobile  Home  Loans  for  Veterans,’’  provide  Information 
cm  eligibility  for  loans,  typical  financing  requirements,  and 
tips  on  selecting  a  home.  These  pamphlets  also  are  made 
available  routinely  to  military  bases,  libraries,  schools,  and 
community  information  centers. 

Construction  complaints  constitute  the  major  category  of 
complaint  correspondence.  New  homes  inspected  by  the  VA 
or  FHA  during  construction  are  subject  to  a  one-year 
warranty  which  the  seller  must  furnish  to  the  veteran. 
Normally,  builders  readily  rectify  defects  when  contacted  by 
veteran  purchasers.  Should  builders  fail  to  remedy  defects 
for  which  they  are  responsible.  Regional  Offices  will  assist 
veterans  in  securing  correction.  A  pami^et  sent  to  the  vet¬ 
eran  after  loan  closing  Includes  Instructions  on  how  to  pro¬ 
ceed  with  complaints,  and  internal  operating  instructions 
provide  for  control  of  complaint  mail  with  inspections  at 
Govemment  expense  and  appropriate  follow-up  action  within 
specified  time  limits.  Continued  failure  on  the  part  of  builders 
to  correct  deficiencies  can  result  in  sanctions  such  as  refusal 
to  appraise  other  housing  which  the  builder  has  imder 
c<mstructlon  or  ready  for  sale.  Builders  may  be  suspended 
from  further  participation  if  they  repeatedly  fail  to  make 
neoessaty  corrections.  Veterans  also  report  problems  with 
lenders  and  brokers.  Svich  correspondence  normally  is  given 
prompt  attention  and  repeated  acticms  determined  prejudicial 
to  veterans  can  result  in  the  suspension  of  the  offending  party 
from  participation  in  the  program. 


When  lenders  notify  the  VA  that  veterans  have  defaulted 
on  loans,  the  local  Regional  Office  contacts  the  veterans,  re¬ 
views  their  financial  status,  and  provides  counseling  to  assist 
them  in  making  arrangements  with  the  lenders  to  cure  the 
delinquency.  It  Is  the  VA’s  policy  to  seek  forbearance  for 
veterans  in  all  worUiy  cases,  when  it  is  probable  that  they 
can  bring  the  payments  current  within  a  reasonable  period. 

The  Agency  and  veterans  have  benefited  significantly  in  this 
respect  through  the  cooperation  with  lenders  which  Regional 
Offices  have  fostered. 

Contacts  with  veterans  also  occur  at  the  time  they  seek  to 
obtain  a  release  of  liability  in  ccoinection  with  a  sale  of  theii‘ 
home,  for  restoration  of  entitlement  when  their  loans  have 
been  paid  in  full  and  the  property  is  sold,  or  when  they  seek 
restoration  of  entitlement  based  on  the  proposed  sale  of  their 
homes  to  veterans  who  will  substitute  entitlement  for  that  of 
the  veteran-seller. 

4.  Insurance  Service 

Life  insurance  protection  for  military  personnel  and  vet¬ 
erans  is  provided  under  five  separate  programs  administered 
by  the  VA  and  three  programs  which  Eire  supervised  by  the 
VA  through  a  contractual  relationship  with  private  com¬ 
panies.  Insurance  Service  maintains  accounts  and  autoorizes 
changes  to  existing  GI  insurEince  policies,  determines  accept¬ 
ability  of  applications  for  new  insurance,  adjudicates  dis¬ 
ability  Eind  death  claims,  sind  makes  awards  for  benefits  or 
policy  proceeds. 

a.  Policy  Advisory  and  Program  Planning.  In  order  to  meet 
the  needs  of  the  veteran  population.  Insurance  Service  is 
receptive  to  suid  seeks  out  their  viewpoint.  Veterans’  organi¬ 
zations  are  consulted  regarding  changes  in  regulations  and 
procedures.  Generally,  changes  to  the  Insurance  Program 
come  about  as  responses  to  consiuner  needs.  An  exeimple  is 
the  amendment  of  Servicemen’s  Group  Life  Insurance  which 
extended  coverage  to  certain  Reservists,  increased  the  amount 
of  coverage,  and  established  a  new  program,  Veterans’  Group 
Life  Insmance. 

b.  Evaluation.  The  primary  consideration  of  the  Insimance 
ProgrEun  Is  to  serve  veterans  in  a  timely  fashion  while  main¬ 
taining  strict  quality  control.  The  quEdity  control  program 
makes  random  checks  daily  to  assure  that  the  processing  of 
veterans’  inquiries  weis  correct  and  was  with  prescribed  time 
limits.  Syst^atic  analyses,  els  scheduled  by  management, 
provide  critical  overEtU  review  of  insurance  operations.  'They 
furnish  the  means  for  determining  the  accuracy  of  the  opera¬ 
tions,  the  quality  of  service  rendered,  and  whether  present 
operating  techniques  are  practical  and  economical. 

To  make  certain  the  insureds  are  receiving  the  highest 
quEdity  service,  periodic  visits  are  msuie  to  the  Office  of  Serv¬ 
icemen’s  Group  Life  InsurEUice.  Procedures  are  checked  Euid 
whenever  discrepancies  are  detected,  Uiey  EU'e  discussed  with 
responsible  officiEds.  Recommendations  for  improvements  in 
operations  are  made. 

c.  Communication.  Matters  of  concern  to  veterans  are  re¬ 
layed  to  the  VA  at  biennial  training  semiimrs  which  answer 
questions  ndsed  by  vetersms’  representatives  and  inform  them 
of  insurance  activities.  The  VA  distributes  pamphlets  about 
govemment  life  insurance  to  key  groups  throughout  the 
country,  including  VA  installations,  veteians’  organizations, 
and  the  Armed  Forces. 

The  VA  tEikes  a  positive  attitude  in  explaining  kinds  of  in¬ 
surance  to  veterEins,  alwEiys  Edlowlng  them  to  determine  which 
t3rpe  is  best  for  their  personEd  needs.  There  Eire  operating  pro¬ 
cedures  to  safeguard  the  interests  of  veteriuis.  For  example, 
applications  for  cE«h  surrender  of  policies  are  not  processed 
until  it  is  evident  that  policyholders  are  aware  of  the  perti¬ 
nent  facts  regarding  the  change.  A  special  effort  is  made  to 
Inform  all  insimeds  whenever  new  legislation  involving  in- 
siuance  is  passed.  This  is  accomplished  through  the  news 
media,  television,  radio.  speciEd  meetings,  etc. 

The  Insurance  Centers  at  Philadelphia  Emd  St.  Paul  have 
established  procedures  to  control  complaint  mail  to  Insure  \ 
a  prompt  reply.  This  mail  is  arudyzed  regularly  to  determine 
if  changes  in  procediues  or  other  corrective  action  is  weu*- 
riuited.  Since  an  indlviduEd  has  the  right  to  have  a  case  heEud 
by  the  Bosurd  of  Veterans  Appeals,  there  are  formal  proce¬ 
dures  for  handling  appeals.  Reports  of  contact  are  prepared 
for  all  telephone  and  personal  inquiries  from  Insureds  or  their 
representatives  Edx>ut  govenunent  life  InsurEuice.  These 
forwEirded  to  the  proper  operating  element  and  are  processed 
on  a  priority  basis. 
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C.  NATIONAL  CEMETERY  SYSTEM 

The  National  Cemetery  System  (NCS)  Is  responsible  for 
providing  a  gravesite  for  the  burial  of  veterans,  active  duty 
military  personnel,  and  their  ^gible  d^ndents,  and  for 
furnishing  a  headstone  or  marker  for  the  grave.  Headstones 
and  markers  also  are  provided  for  the  unmarked  graves  of 
veterans  buried  in  private  cemeteries. 

1.  Policy  Advisory  and  Program  Planning.  In  1973,  Congress 
transferred  the  National  Cemetery  System  from  the  Depart¬ 
ment  of  the  Army  to  the  VA.  Two  of  the  most  important  en¬ 
deavors  at  present  are  the  establishment  of  new  cemeteries 
and  the  development  and  expansion  of  existing  ones. 

Consumer  expressions  received  through  Congressional  in¬ 
terests,  veterans’  groups,  and  the  printed  media  are  reviewed 
on  a  regular  basis.  Public  Law  93-43  directed  the  establish¬ 
ment  of  an  advisory  committee  to  represent  the  desires  of 
the  consumer  and  to  make  recommendaticms  to  the  Admin¬ 
istrator.  There  is  a  Congressional  Inquiry  Secti<m  within  the 
Planning  and  Evaluation  Staff  to  receive  and  give  full  con¬ 
sideration  to  all  inquiries  about  cemetery  matters  from  Con¬ 
gress  and  the  White  House.  Professicmal  organizations  such 
as  the  Natlcmal  Funeral  Directors’  Association  axe  encouraged 
to  report  on  consumer  problems.  Consumer  input  is  received 
fr(nn  local  architectural  engineers  and  veterans’  groups. 
Cemetery  master  plans  are  prepared  for  review  by  interested 
locsd  and  Congressional  officials.  Consumer  views  on  the  head¬ 
stone/marker  program  are  received  through  county  and  state 
service  officers,  cemetery  officials,  and  funeral  directors  who 
serve  veterans  and  their  families  at  the  time  of  burial. 

2.  Evaluation.  Within  NCS,  field  supervising  offices  give 
direct  supervision  and  guidance  to  the  national  cemeteries. 
’They  make  periodic  on-site  evaluations  to  judge  the  service 
provided  and  to  solicit  expressions  of  satisfaction  from  the 
families  of  the  deceased.  Consumer  demands  that  cannot  be 
resolved  locally  are  transmitted  to  Central  Office  for 
consideration. 

New  concepts  are  submitted  to  Congressional  Committees, 
veterans’  organizations,  fimeral  directors  and  cemetery  as¬ 
sociations,  and  national  cemetery  superintendents’  confer¬ 
ences  for  evaluation.  ’The  Advisory  Committee  on  Cemeteries 
and  Memorials  is  a  relatively  new  mechanism  for  the  evalua¬ 
tion  of  cemetery  policies  and  planning.  It  is  composed  of  a 
cross-section  of  veterans  representing  many  veterans’  groups. 

3.  Communication.  The  VA  Regional  Offices  work  wlUi 
funeral  directors,  finmlshlng  them  forms,  burial  flags,  and 
necessary  information  to  assist  the  next  of  kin  at  the  time 
of  the  veteran’s  death.  The  best  source  of  information  for 
consumers  is  the  local  funeral  director  who  comes  to  their 
assistance  at  .the  time  of  a  death.  ’The  Armed  Forces  and 
Retired  Associations  and  veterans’  organizations  make  known 
to  their  membeis  the  kinds  of  bmdal  benefits  that  are  avail¬ 
able.  NCS  provides  information  for  publications  the  associa¬ 
tions  issue.  National  cemetery  superintendents  appear  before 
local  groups  to  discuss  the  cemeteries  and  the  benefits 
available. 

A  number  of  helpful  aids  have  been  developed  to  facilitate 
the  dissemination  of  pertinent  information.  These  Include  a 
list  of  national  cemeteries  with  addresses  and  telephone  num¬ 
bers,  and  a  leaflet,  “Interments  in  National  Cemeteries,** 
which  describes  eli^bility  for  burial  in  a  national  cemetery 
and  the  procedure  to  follow. 

Complaints  received  at  VA  national , cemeteries  are  resolved 
locally  whenever  possible.  Significant  complaint  tr^ds  are 
broiight  to  the  attention  of  key  officials  at  weekly  staff  meet¬ 
ings.  A  complaint  reporting  system  has  been  instituted 
whereby  national  cemetery  superintendents  are  required  to 
report  all  complaints  to  the  Director  National  Cemetery 
Service. 

D.  SUPPORTING  STAFFS 

1.  Information  Service.  The  major  function  of  Information 
Service  is  consumer  education  regarding  available  benefits. 
Through  the  public  service  cooperation  of  the  media,  the  of¬ 
fice  reminds  the  public  of  continuing  VA  benefits,  new  benefit 
laws,  important  deadlines,  and  changes  in  policies  and  regula¬ 
tions.  Veterans  and  their  dependents  are  urged  to  contact  the 
VA  for  assistance. 

Approximately  6,000  local  and  national  news  releases  are 
distributed  each  year  to  11,000  daily  and  weekly  newspapers, 
wire  services,  and  veteran  and  military  publication;  radio  and 
TV  material  is  released  weekly  to  the  nation’s  electronic 
media.  In  addition,  two  weekly  recorded  radio  programs  are 
distributed  to  about  3,400  radio  stati<ms  and  to  the  Armed 


Forces  Radio  Network;  question-and-answer  features,  beneflt 
flUer  facts,  and  ceirtoon  features  are  sent  to  the  print  media; 
magazine  articles  and  information  are  prepsu'ed;  and  the  of- 
flee  publishes  a  comprehensive  booklet,  “Federal  Beneflts  for 
Veterans  and  Dependents,’’  which  is  disseminated  to  the 
media  and  the  public  through  all  VA  facilities,  and  is  sold 
in  volume  by  the  Government  Printing  Office. 

The  Service  also  publishes  a  biweekly  Public  Opinion  Di¬ 
gest  for  distribution  to  agency  officials  and  fleld  stations.  This 
c(nidensation  of  critical  and  favorable  comment  on  VA  pro¬ 
grams  and  activities  serves  to  alert  all  stations  to  new  trends, 
as  well  as  potential  problem  areas  that  might  impede  service 
to  consumers. 

2.  General  Counsel.  The  General  Counsel  serves  as  the 
chief  officer  of  the  VA  in  all  matters  of  law  and  legislation.  He 
directs  and  is  responsible  for  all  litigation  involving  the  VA, 
interpretative  advice  on  matters  of  law,  and  preparation  of 
the  VA  legislative  program  based  upon  the  recommendations 
of  the  operating  units.  The  General  Counsel,  including  the 
field  and  Central  Office,  has  limited  direct  contact  with  the 
public.  He  and  his  staff  answer  letters  from  the  general  public 
which  deal  with  legislative  or  legal  probl^ns.  Correspondence 
which  indicates  a  possible  need  for  regulatory  changes  or  new 
legislation  is  segregated  and  reviewed  with  the  program  offi¬ 
cials  who  are  responsible  for  recommending  changes.  There 
also  is  contact  with  the  public  in  conjunction  with  claims  filed 
under  the  Federal  Tort  Claims  Act  and  in  matters  concerning 
the  Medical  Care  Recovery  Act  and  the  Loan  Guaranty  Pro¬ 
gram. 

3.  Board  of  Veterans  Appeals.  The  Board  of  Veterans  Ap¬ 
peals  is  the  final  authority  whenever  the  veteran  is  dissatis¬ 
fied  with  a  previous  determination  regarding  a  claim  for 
benefits.  ’The  policy  of  the  BVA  is  to  act  in  favor  of  the  vet¬ 
eran  when  it  has  the  power  to  do  so.  By  regulation  all  reason¬ 
able  doubt  is  resolved  in  the  appellant’s  behalf.  A  veteran  can 
make  a  personal  appearance  and  be  represented  by  an  at¬ 
torney  or  give  one  of  the  veterans’  organizations  power  of  at¬ 
torney  to  r^resent  him/her  at  no  charge. 

As  the  semi-autonomous  appellate  body  of  the  VA,  the 
Board  does  not  formulate  or  routinely  comment  on  agency 
regiilations  or  policy  pertaining  to  substantive  entitlement  to 
benefits.  However,  when  areas  of  regulatory  ambiguity  are 
Identified  in  connection  with  its  day-to-day  activities,  the 
Hom'd  notifies  appropriate  elements  of  the  agency  and  makes 
suggestions  for  changes  in  policy.  The  Board  of  Veterans  Ap¬ 
peals  is  in  touch  with  Central  Office  and  the  field  stations  in 
its  efforts  to  resolve  problems  which  have  been  Identified  or 
c(Hnplaints  which  have  been  presented  by  those  outside  the 
agency. 

E.  INDEPENDENT  ADVISORS 

1.  Veterans’  Organizations.  Before  the  consmner  advocacy 
movement  became  p<g}ular,  veterems  formed  numerous  effec¬ 
tive  organizations  to  represent  their  Interests.  VA  representa¬ 
tives  attend  conventions  and  conferences  held  by  veterans’ 
organizations  at  the  local,  state,  and  national  levels  to  dis¬ 
cuss  VA  matters.  ’These  organizations  have  been  and  are  well- 
informed  on  VA  benefits.  Since  memberf^p  is  not  requisite 
for  receiving  a  veterans’  organization’s  assistanee,  the  niun- 
ber  of  veterans  represented  by  these  groups  exceeds  their  ac¬ 
tual  membership  rolls. 

Interaction  with  veterans’  organizations  takes  many  forms. 
Prior  notice  of  major  changes  is  sent  to  the  largest  groups 
and  their  comments  are  reviewed,  along  with  all  those  who  re¬ 
spond  to  P^ERAL  Register  publication  of  impending  revisions 
to  VA  policies.  Annual  soninars,  usually  coinciding  with  their 
national  conventions,  provide  a  forum  for  discussion  between 
VA  representatives  and  veteran  leaders.  ’There  are  frequent 
meetings  between  veterans’  groups  and  top  staff  in  Central 
Office  and  at  hospitals  and  R^ional  Offices.  The  VA  pro¬ 
vides  the  veterans’  organizations  with  a  supply  of  its  infor¬ 
mational  publications  and  claims  forms  to  facilitate  their 
work.  Some  of  the  groups  make  on-site  evaluations  of  hos¬ 
pitals  and  Regional  Offices,  submitting  their  findings  to  the 
Administrator.  Occasionally,  they  draft  new  legislative  pro¬ 
posals  and  attempt  to  have  them  Introduced  in  Congress 
when  this  is  the  most  effective  way  to  achieve  a  desired  end. 

’These  organizations  communicate  with  their  constituents 
through  a  network  of  national  headquarters,  depcu'tments  at 
the  state  level,  districts,  and  nearly  30.000  local  posts  or  chap¬ 
ters.  ’Ihe  VA  conducte  training  courses  for  local  service 
officers  of  veterans’  organizations  to  familiarize  new  appoint¬ 
ees  with  veterans’  benefits  and  the  procediures  for  obtaining 
them.  The  veterans’  organizations  and  the  VA  have  many 
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shared  goals;  the  maintenance  of  open  relations  with  all  of 
them  benefits  the  veteran  consumer. 

2.  Advisory  Committees.  Advisory  Committees  are  an  lm> 
portant  resource  tool  of  the  VA.  Twenty-eight  committees 
provide  professional  expertise  in  evaluating  both  new  and 
existing  programs. 

The  charters  of  all  the  Advisory  Committees  have  drawn 
on  consumer  and  professional  Involvement,  In  order  to  provide 
balanced  advice  to  the  Administrator.  Professional  mem¬ 
bers  of  the  committees  are  eminent  In  the  field  of  education, 
labor,  medicine,  public  health,  and  other  disciplines  affected 
by  VA  activities.  Veterans  are  highly  visible  board  members 
with  considerable  imjjact  on  regulations  and  E>olicy.  In  fact, 
all  veterans  serving  on  the  Chief  Medical  Director’s  Advisory 
Committee  on  Spinal  Cord  Injuries  have  personal  experience 
with  the  unique  needs  of  this  segment  of  the  veteran  popula¬ 
tion. 

When  an  institution  has  been  disaw>roved  for  further 
education  benefits  by  a  Regional  Office,  it  can  appeal  to  the 
Central  Office  Eductaion  and  Training  Review  Panel.  The 
Panel  protects  consumers  from  fraudulent  practices  and  the 
waste  of  funds.  The  VA  wants  to  insure  that  any  benefits 
derived  through  third  parties  are  of  high  quality  and  are  in 
the  b^  interests  of  the  veteran'or  beneficiary. 

rV.  Planned  Actions  to  Improve  Consumer  Participation 

PLANNED  ACTION  1 

Prior  to  publication  in  the  Federal  Register,  advance  no¬ 
tice  of  new  proEU'ams,  policies,  changes  in  relations,  and 
other  VA  activities  is  sent  to  the  major  veterans’  organiza¬ 
tions.  This  mailing  list  will  be  expanded  to  included  all  na¬ 
tionally  recogxdzed  veterans’  organizations  and  other  select 
veterans’  groups  representating  special  interests. 

Schedule  of  Events.  This  action  was  initiated  in  conjunc¬ 
tion  with  the  release  of  the  Proposed  Consumer  Representa¬ 
tion  Plan  in  November  1975.  To  date,  the  list  of  veterans’  or¬ 
ganizations  has  been  expanded  to  thirty-three,  an  increase  of 
twenty-seven.  This  more  extensive  list  is  being  used  for  a 
one-year  trial  period,  after  which  it  will  be  modified  accord¬ 
ing  to  the  response  and  interest  shown  by  these  organizations. 

PLANNED  ACTION  2 

The  VA  has  initiated  a  new  system  of  in-depth  program 
evaluations  which  will  be  considerably  more  far-reaching 
than  any  previous  appraisal  efforts.  Program  evaluations  will 
assess  on  a  continuing  basis  the  impact  of  all  programs  ad¬ 
ministered  by  the  VA  in  order  to  determine  their  effectiveness 
in  achieving  stated  goals,  and  evaluate  their  achievements  in 
relation  to  cost,  impact  on  related  programs,  and  structure 
for  delivery  of  services.  Input  from  veterans  will  be  a  major 
consideration  in  these  evaluations.  The  information  devel¬ 
oped  will  be  made  available  to  the  public  and  provided  on  a 
regular  basis  to  the  appropriate  Congressional  Committees. 

Schedide  of  Events.  In  September  1975,  a  test  of  program 
evaluation  methodology  began  in  two  programs.  Comple¬ 
tion  of  the  pilot  is  scheduled  for  September  1976,  at  which 
time  ten  to  fifteen  additional  programs  will  be  selected  for 
evali^ation  imder  the  refined  meth^ology  resulting  from  the 
initial  test.  September  1977  is  the  target  date  for  the  addition 
of  fifteen  to  twenty  more  programs  to  the  system;  the  re¬ 
mainder  will  be  imdertaken  by  September  1978. 

PLANNED  ACTION  3 

The  VA  has  prided  itself  on  maintaining  good  relations 
with  the  vetorans’  organizations.  Following  publication  of  the 
proposed  Plan,  five  working  meetings  were  held  with  the  vet¬ 
erans’  groups.  Because  of  this  success,  the  VA  plans  to  con¬ 
tinue  holding  such  meetings,  while  expanding  the  list  of  in¬ 
vitees  to  include  all  organizations  on  the  new  mailing  list.  ’The 
agenda  will  be  revised  to  promote  greater  participation  by 
the  veterans’  organizations 

Schedule  of  Events.  A  series  of  meetings  with  veterans’  or¬ 
ganizations  has  been  initiated  and  will  be  completed  by  mid- 
December,  following  the  election  of  new  commanders  of  the 
respective  organizations. 

PLANNED  ACTION  4 

Vietnam  Veterans  Civic  Councils  (WCC)  have  been  estab¬ 
lished  at  the  R^onal  Offices  in  every  state.  Council  member¬ 
ship  is  not  limited  to  Vietnam  veterans,  but  includes  other 
veterans'  groups,  local  community  members,  or  other  inter¬ 
ested  parties.  Minutes  of  the  meetings  are  sent  to  the  Chief 


Benefits  Director,  Deputy  Administrator,  and  department  or 
staff  offices  for  appri^riate  action,  when  the  subject  matter 
is  pertinent.  Since  these  have  been  effective  at  the  local  level, 
added  emphasis  will  be  giv^  to  the  councils  by  including  1) 
a  r^resentative  (designated  by  the  Chief  Medical  Director) 
of  a  VA  hospital  near  the  Regnal  Office,  and  2)  a  repre¬ 
sentative  of  the  National  Cemetery  System  where  appro¬ 
priate. 

Schedule  of  Events.  Policies  .will  be  amended  and  personnel 
will  be  designated  to  attend  the  scheduled  meetings  of  the 
WCC. 

PLANNED  ACTION  5 

The  Health  Service  Review  Organization  Program  will  be 
improved  as  hospitals  and  other  health  care  facilities  become 
increasingly  proficient  in  systematic  internal  review  tech¬ 
niques,  including  the  use  and  analysis  of  patient  satisfaction 
data.  An  increase  in  the  number  of  systematic  external  re¬ 
views  conducted  each  year  also  is  planned. 

Schedule  of  Events.  Implementation  of  the  Health  Service 
Review  Organization  Program  is  taking  place  on  a  continu¬ 
ing  basis  in  order  to  improve  constantly  the  delivery  of  health 
care. 

PLANED  ACTION  6 

Loan  Guaranty  Service  will  establish  an  Issues  Review 
Group  to  consist  of  selected  representatives  of  major  housing 
industry  organizations  and  veterans’  groups,  who  routinely 
will  receive  copies  of  all  published  materials,  as  well  as  pre¬ 
liminary  copies  of  policy  statements  for  review  and  comment 
prior  to  publication.  Members  of  the  groups  may  be  requested 
from  time-to-time  to  meet  on  an  ad  hoc  voluntary  basis. 

Schedule  of  Events.  Implementation  of  this  action  will 
occur  at  the  same  time  as  publication  of  the  final  Plan. 

PLANNED  ACTION  7 

Loan  Guaranty  Service  will  issue  instructions  to  Regional 
Offices  to  stimulate  wider  release  of  information  on  VA  home 
loans  to  veteran  consumer  groups  at  the  local  level. 

Schedule  of  Events.  Instructions  are  being  prepared  and 
will  be  released  before  the  end  of  the  calendar  year. 

PLANNED  ACTION  8 

Loan  Guaranty  Service  is  developing  a  list  of  housing  in¬ 
dustry  officials  and  veterans’  organizations  who  receive  pre¬ 
liminary  policy  statements  of  major  import.  Comments  are 
considered  in  finalizing  such  policies. 

Schedule  of  Events.  The  action  was  initiated  in  conjunc¬ 
tion  with  the  release  of  the  proposed  Plan. 

PLANNED  ACTION  9 

A  consumer  guide  will  be  prepared  to  promote  a  better 
understanding  of  GI  term  insurance  for  the  approximately 
two  million  veterans  holding  this  type  of  policy.  This  pam¬ 
phlet  will  call  attention  to  the  steep  premium  increases  at 
older  ages  and  point  out  the  advantages  of  converting  to  a 
•  permanent  plan  of  insurance  before  the  term  premium  be¬ 
comes  prohibitive. 

Schedule  of  Events.  Action  has  been  Initiated  to  prepare 
the  pamphlet  which  was  distributed  July  1,  1976. 

PLANNED  ACTION  10 

When  major  insurance  legislation  is  enacted,  special  semi¬ 
nars  will  be  conducted  with  representatives  of  veterans’  or¬ 
ganizations  and  Veterans  Benefit  Counselors  to  explain  the 
legislation  and  its  impact  on  veterans. 

Schedule  of  Events.  This  policy  is  effective  immediately; 
the  special  seminars  will  be  held  whenever  Congressional 
action  requires  them. 

PLANNED  ACTION  11, 

The  Associate  Deputy  Administrator  has  been  designated 
Consumer  Affairs  Coordinator  wIUi  responsibility  for  full  im¬ 
plementation  of  this  Plan.  The  position  will  seek  new  initia¬ 
tives  and  Insure  that  consumer  interests  are  considered  in 
the  formulation  of  future  policies  and  procedures. 

Schedule  of  Events.  This  action  became  effective  on  July 
14,  1976.  \ 

V.  Where  To  Go  for  Assistance 

For  information  or  assistance  write,  call,  or  visit  a  Veterans 
Benefits  Counselor  at  your  nearest  VA  Regional  Office,  VA 
office  or  VA  Hospital  listed  on  the  following  pages.  Applica¬ 
tion  for  medical  b^efits  may  be  made  at  any  VA  station  with 
medical  facilities. 


\ 
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If  telephoning,  many  states  have  toll-free  service  to  the  VA 
from  communities  in  the  state.  Consult  yoiu:  kx^  directory 
or  information  assistance  operator  for  the  latest  listing  <rf 
these  numbers.  All  other  telephone  numbers  may  be  found 
in  local  telephone  directories  or  obtained  from  the  operator 
without  charge. 

GI  Ufe  insurance  is  administered  at  the  VA  Center  in  St. 
Paul  or  Philadelphia.  For  any  information  concerning  a  policy, 
write  directly  to  the  VA  Center  administering  it,  giving  the 
insured’s  policy  nvimber,  if  known,  nie  insult’s  full  name, 
date  of  birth,  and  service  number  should  be  given  if  the  policy 
number  is  not  known. 

VA  installations  are  listed  below  by  state.  Information  on 
VA  benefits  may  be  obtained  from  the  following  installations: 

Regional  Ofllces  (RO); 

Other  offices  (O); 

Centers  (Regional  Offices  and  Insurance)  (C); 

Hospitals  (H) ; 

Domiciliary  (D);  .  * 

Outpatient  Clinic  (independent)  (OC); 

Outpatient  Clinic  (physically  separated  from' hospital)  (OCH); 

Outpatient  Clinic  Substation  (OCS) . 


ixoama 

Bay  Pines  (H,D,&OCH)  33604. 

OalnesvUle  (H)  32602,  Archer  Rd. 

JacksonvlUe  (O&OCS)  32201,  Post  Office  &  Courthouse  Bldg.,  311 
W,  Monroe  St. 

Lake  City  (H)  32055. 

Miami  (H)  33125, 1201  N.W.  16th  St. 

Miami  (O)  33130,  Federal  Building  Rm.  100  51  S.W.  1st  Ave. 
Orlando  (OCS)  32806,  83  W.  Coliunbla  St. 

St.  Petersburg  (OCH)  33731,  P.O.  Box  13594. 

St.  Petersburg  (RO)  33731,  P.O.  Box  1437.  144  Ist  Ave.  S. 

Tampa  (H)  33612, 13000  N.  30th  St. 

CEOBGIA 

Atlanta  (RO)  30308, 730  Peachtree,  St.  N.E. 

Augusta  (H)  30904. 

Decatur  (H)  30033, 1670  Clalrmont  Rd.  N.E. 

Dublin  (H&D)  31021. 

HAWAII 


Honolulu  (RO)  96801,  P.O.  Box  3198  (Air  Mall),  680  Ala  Moana 
Blvd. 


IDAHO 


AUlBAMa 

Birmingham  (H)  35233,  700  S.  19th  St. 

Mobile  (OCS)  36617,  2451  Pllllnglm  St. 

Montgomery  (H)  36109,  215  Perry  Hill  Rd. 

Montgomery  (RO)  36104,  474  S.  Court  St. 

Tuscaloosa  (H)  35401. 

Tuskegee  (H)  36083. 

ALASKA 

Juneau  (RO)  99801,  Federal  Bldg.,  U.S.  Post  Office  &  Courthouse, 
P.O.  Box  1288,  709  W.  9th  St. 

Anchorage  (O)  99501,  Rm.  214,  Loussac-Sogn  Bldg.,  429  D  St 

ARIZONA 

Phoenix  (H)  85012,  7th  St.  &  Indian  School  Rd. 

Phoenix  (RO)  85012,  3225  N.  Central  Ave. 

Prescott  (H&D)  86313. 

Tucson  (H)  85723. 

ARKANSAS 

Fayetteville  (H)  72701. 

Little  Rock  (RO)  72201,  Federal  Bldg.,  700  W.  Capitol  Ava. 

Little  Rock  (H)  72206,  300  W.  Roosevelt  Rd. 

CALIFORNIA 

Fresno  (H)  93703,  2615  E.  Clinton  Ave. 

Livermore  (H)  94550. 

Long  Beach  (H)  90801,  5901  E.  7th  St. 

Los  Angeles  (RO)  90024,  Federal  Building,  11000  Wllshlre  Blvd, 
West  Los  Angeles. 

Los  Angeles  (H&D)  90073,  Sawtelle  &  Wllshlre  Blvd. 

Los  Angeles  (OC)  90013,  425  S.  Hill  St. 

Martinez  (H)  94553, 150  Muir  Rd. 

Oakland  (OCS)  94612,  1515  Clay  St.,  Oakland,  Phone:  893-0405. 
Palo  Alto  (H)  94304,  3801  Miranda  Ave. 

San  Diego  (RO)  92108,  2022  Camlno  Del  Rio  North. 

San  Diego  (H)  92161,  3350  LaJolla  Village  Dr. 

San  Diego  (OCH)  92108,  Palomar  Building,  2022  Camlno  Del  Rio 
North. 

San  Francisco  (RO). 94105, 211  Main  St. 

San  Francisco  (H)  94121, 4150  Clement  St. 

Sepulveda  (H)  91343. 

COLORADO 

Denver  (RO)  80225,  Building  20,  Denver  Federal  Center, 

Denver  (H)  80220, 1055  Clermont  St. 

Fort  Lyon  (H)  81038. 

Grand  Junction  (H)  81501. 

CONNECTICUT 

Hartford  (RO)  06103, 450  Main  St. 

New  London,  Phone:  447-0377. 

New  Haven,  Phone:  563-2113. 

Newington  (H)  06111, 565  Willard  Ave. 

West  Haven  (H)  06516,  W.  Spring  St. 

DELAWARE 

Wilmington  (RO&H)  19805, 1601  Kirkwood  Highway. 

DISTRICT  OP  COLUMBIA 

Washington  (RO)  20421, 941  N.  Capitol  St.,  NK. 

Washington  (H)  20422,  50  Irving  St.,  N.W. 


Boise  (ROD  83724,  Federal  Bldg,  and  U.S.  Courthouse,  560  W.  Fort 
St.  Box  044. 

Boise  (H)  83702,  5th  and  Fort  St. 

ILLINOIS 

Chicago  (H)  60611,  333  E.  Huron  St.  (Lakeside). 

Chicago  (H)  60680,  (West  Side)  P.O.  Box  8195,  820  3.  Damen  Ave. 
Chicago  (RO)  60606,  536  S.  Clark  St. 

Danville  (H)  61832. 

Downey  (H)  60064. 

Marlon  (H)  62959. 

Hines  (H)  60141. 

INDIANA 

Evansville,  Phone:  426-1403. 

Fort  Wayne  (H)  46805, 1600  RandaUa  Dr. 

Gary,  Phone:  886-9184. 

Indianapolis  (RO)  46204, 575  N.  Pennsylvania  St. 

Indianapolis  (H)  46202, 1481  W.  10th  St. 

Marion  (H)  46962. 

IOWA 

Des  Moines  (RO)  50309, 210  Walnut  St. 

Des  Moines  (H)  50310,  30th  &  Euclid  Ave. 

Iowa  City  (H)  52240. 

Knoxville  (H)  50138. 

KANSAS 

Leavenworth  (H&D)  66048. 

Topeka  (H)  66622,  2200  Gage  Blvd. 

Wichita  (RO&H)  67218,  6500  E.  Kellogg. 

KENTUCKY 

Lexington  (H)  40607. 

LoulsvUle  (RO)  40202,  600  Federal  Place. 

Louisville  (H)  40202,  800  Zorn  Ave. 

LOUISIANA 

Alexandria  (H)  71301. 

New  Orleans  (RO)  70113, 701  Loyola  Ave. 

New  Orleans  (H)  70146, 1601  Perdido  St. 

Shreveport  (H&O)  71130,  610  E.  Stoner  Ave. 

MAi$rE 

Togus  (RO&H)  04330. 

Portland  (O)  04111, 76  Pearl  St. 

MARYLAND 

Baltimore  (RO&OCH)  21201,  31  Hopkins  Plaza  Federal  Bldg.  , 
Baltimore  (H)  21218, 3900  Loch  Raven  Blvd. 

Fort  Howard  (H)  21052. 

Perry  Point  (H)  21902. 

MASSAC  HUSEITR 

Bedford  (H)  01730,  200  Spring  Rd. 

Boston  (H)  02130, 150  S.  Huntington  Ave. 

Boston  (RO)  02203,  John  Fitzgerald  Kennedy  Federtd  Bldg. 

ernment  Center. 

Boston  (OC)  02108, 17  Court  St. 

Brockton  (H)  02401, 

Lowell  (OCS)  01852,  Old  Post  Office  Bldg, 

New  Bedford  (OCS)  02740, 749  Purchase  St. 

Northampton  (H)  01060. 
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Springfield  (O&OCS)  01103. 1200  Main  St. 

West  Roxbury  (H)  02132, 1400  V7W  Parkway. 

Worcester  (OCS)  01601,  696  Main  St. 

XaCHIOAW 

Allen  Park  (H)  48101. 

Ann  Arbor  (H)  48106. 2216  Fuller  Rd. 

Battle  Creek  (H)  49016. 

Detroit  (RO)  48226,  P.O.  Box  1117A,  Patrick  ▼.  McNamara  Bldg., 
477  W.  Michigan  Ave. 

Grand  Rapids  (OCS)  49602, 260  Jefferson  St.  N.S. 

Iron  Mountain  (H)  49801. 

Saginaw  (H)  48602, 1600  Weiss  St. 

MINNESOTA 

Minneapolis  (H)  66417, 54tb  St.  tc  48tb  Ave.  South. 

St.  Cloud  (H)  66301. 

St.  Paul  (C)  66111. 

St.  Paul  (C)  66111,  Federal  Bldg.,  Fort  Shelling. 

St.  Paul  (OCR)  65111,  Fort  SnelUng. 

MISSISSIPPI 

Biloxi  (H&D)  39531. 

Jackson  (RO&H)  39216, 1600  E.  Woodrow  Wilson  Ave. 

MISSOUBI 

Columbia  (H)  65201, 800  Stadium  Road. 

Kansas  City  (O)  64106,  260  Federal  Offiee  Bldg.,  601  E.  12th  St. 
Kansas  City  (H)  64128, 4801  Linwood  Blvd. 

Poplar  Bluff  (H)  63001. 

St.  Louis  (RO)  63103,  Rm.  4705,  Federal  Bldg.,  1520  Market  St. 
St.  Louis  (H)  63126,  916  N.  Grand  Blvd. 

'MONTANA 

Fort  Harrison  (RO&H)  59636. 

Miles  City  (H)  69301. 

NEBRASKA 

Grand  Island  (H)  68801. 

Lincoln  (RO)  68508, 100  Centennial  Mall  North. 

Lincoln  (H)  68610,  600  S.  70th  St. 

Omaha  (H)  68105, 4101  Woolwortb  Ave. 

NEVADA 

Henderson  (OCS)  89015, 102  Lake  Mead  Dr. 

Reno  (H)  89602, 1000  Locust  St. 

Reno  (RO)  89502,  1201  Terminal  Way. 

NEW  HAMPSHIRE 

Manchester  (RO)  03103, 497  SUver  St. 

Manchester  (H)  03104,  718  Smyth  Rd. 

NEW  JERSET 

East  Orange  (H)  07019. 

Lyons  (H)  07039. 

Newark  (RO&OCH)  07102, 20  Washington  PI. 

Trenton,  Phone;  989-8116, 

NEW  MEXICO 

Albuquerque  (RO)  87101, 600  Gold  Ave.,  B.W. 

Albuquerque  (H)  87108,  2100  Ridgecrest  Dr.,  SB. 

NEW  YORK 

Albany  (H)  12208.  ‘ 

Albany  (O)  12201,  Executive  Park,  North  Stujrvesant  Plaza. 

Batavia  (H)  14020. 

Bath  (H&D)  14810. 

Bronx  (H)  10468, 130  W.  Klngsbrldge  Rd. 

Brooklyn  (H)  11209, 800  Poly  Place. 

Brooklyn  (OC)  11206, 36  Ryerson  St. 

Buffalo  (RO)  14202,  Federal  Bldg.,  Ill  W.  Huron  St. 

Buffalo  (H)  14216,  3495  Bailey  Ave. 

Canandaigua  (H)  14424. 

Castle  Point  (H)  12611. 

Montrose  (H)  10M8. 

New  York  City  (H)  10010, 1st  Ave.,  at  E.  24th  St. 

New  York  City  (RO&OCH)  10001, 252  7th  Ave.  at  24th  St. 

Northport  (H)  11768,  Lcmg  Island. 

Rochester  (O&OCS)  14614, 100  State  St. 

Syracuse  (O)  18202,  Gateway  Bldg.,  809  S.  Salina  St. 

Syracuse  (H)  13210,  Irving  Ave.  &  University  PI. 

NORTH  CAROLINA 

■  AshevUle  (H)  28806. 

Durham  (H)  27706,  608  Fulton  St. 


Fayetteville  (H)  28301,  2300  Ramsey  St. 

Salisbury  (H)  28144. 

Winston-Salem  (RO&OCH)  27102, 261  W.  Main  St. 

NORTH  DAKOTA 

Fargo  (RO&H)  68102,  21st  Ave.  &  Elm  St. 

omo 

Akron,  Phone:  636-3227. 

Brecksvllle  (H)  44141, 10000  Brecksvllle  Rd. 

Chlllicothe  (H)  45601. 

Cincinnati  (H)  46220,  3200  Vine  St. 

Cincinnati  (O)  46202,  Rm.  1024,  Federal  Off.  Bldg.,  650  Main  St. 
Cleveland  (H)  44106, 10701  E.  Boulevard. 

Cleveland  (RO)  44109,  Federal  Office  Bldg.,  1240  E.  9th  St. 

Columbus  (O&OCS)  43216,  360  S.  Third  St. 

Coltfinbus  (OC)  43210,  456  Clinic  Drive. 

Dayton  (H&D)  45428. 

Toledo,  Phone:  244-6887. 

OKLAHOMA 

Muskogee  (H)  74401,  Memorial  Station,  Honor  Heights  Dr. 

Muskogee  (RO)  74401, 126  S.  Main  St. 

Oklahoma  City  (O)  73102, 200  N.W.  4th  St. 

Oklahoma  Oty  (H)  73104,  021  N.E.  13th  St. 

Tulsa,  Phone;  583-6891.  -  _ 

OREGON 

Portland  (H)  97207,  Sam  Jackson  Park. 

Portland  (RO)  97204, 1220  S.W.  3rd  Avenue. 

Portland  (OCH)  97204,  426  S.W.  Stark  St. 

Roseburg  (H)  97470. 

White  City  (D)  97601. 

PENNSYLVANIA 

Altoona  (H)  16603. 

Butler  (H)  16001. 

CoatesviUe  (H)  19320. 

Erie  (H)  16601, 135  E.  38th  St.  Blvd. 

Harrisburg  (OCS)  17108,  Federal  Bldg.,  228  Walnut  St. 

Lebanon  (H)  17042. 

Philadelphia  (H)  19104,  University  &  Woodlawn  Aves. 

Philadelphia  (C)  19101,  P.O.  Box  8079,  6000  Wissahickon  Ave. 
Philadelphia  (OCH)  19102, 1421  Cherry  St. 

Pittsburgh  (RO&OCH)  16222, 1000  Liberty  Ave. 

Pittsburgh  (H)  16240,  University  Drive  C. 

Pittsburgh  (H)  16206,  Highland  Drive. 

WUkes-Barre  (O)  18711, 19-27  N.  Main  St. 

Wilkes-Barre  (H)  18703, 1111  E.  End  Blvd, 

PHILIPPINES 

Manila  (RO)  96528,  1131  Roxas  Blvd.,  APO  San  Francisco  (Air 
Mail). 

PUERTO  RICO 

Ponce  (OCS)  00731,  Calle  Isabel  #60. 

San  Juan  (RO&H)  00936,  Barrio  Monaclllos,  Rln  Piedras  GPO  Box 

RHODE  ISLAND 

Providence  (BO)  02903, 321  So.  Main  St, 

Providence  (H)  02908,  Davis  Park. 

SOVTB  CAROLINA 

Charleston  (H)  20403, 109  Bee  St. 

Columbia  (RO)  29201, 1801  Assembly  St. 

Columbia  (H)  29201,  Gamers  Ferry  Rd. 

Greenville  (OCS)  29607,  Piedmont  East  Bldg.,  37  Villa  Road. 

SOUTH  DAKOTA 

Fort  Meade  (H)  67741. 

Hot  Springs  (H&D)  67747. 

Sioux  Falls  (RO&H)  300  North  Dakota  Ave. 

TENNESSER 

Chattanooga  (OCS)  37411,  Bldg.  62tj0  East  Gate  Center. 

Knoxville  (OCS)  37920,  B^tlst  Prof.  Bldg.,  200  Blount  Av«. 
Memphis  (H)  38104, 1080  Jefferson  Ave. 

Mountain  Home  (H&D)  37684,  Johnson  City. 

Murfreesboro  (H)  37130. 

Nashville  (BO)  37203, 110  9th  Ave.,  S. 

Nashville  (H)  37203, 1310  24th  Ave.,  S. 

TEXAS 

Amarillo  (H)  79106,  6010  Amarillo  Blvd.,  W. 

Big  Spring  (H)  79720. 

Bonham  (H&D)  76418. 

Corpus  Cffiristl  (OCS)  78404, 1602  S.  Brownlee  Blvd. 
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Dallas  (O)  75202. 

U.S.  Courthouse  and  Federal  Office  Bldg.,  1100  Commerce  St. 
Dallas  (H)  75216, 4500  S.  Lancaster 
El  Paso  (OC)  79905, 4819  Alameda  Ave. 

Hoviston  (RO)  77064,  2516  Murworth  Drive. 

Houston  (H)  77211, 2002  Holcombe  Blvd. 

KerrviUe  (H)  78028. 

Lubbock  (O&OC)  79401,  Federal  Building,  1205  Texas  Ave.,  Boom 
814. 

Marlin  (H)  76661. 

McAllen  (OCS)  78501, 1220  Jackson  Ave. 

San  Antonio  (H)  78284,  7400  Merton  Minter  BlvtL 
San  Antonio  (O)  78285, 410  S.  Main  St. 

San  Antonio  (OC)  78285, 307  Dvryer  Ave. 

Temple  (H&D)  76501. 

Waco  (RO)  76710, 1400  N.  Valley  Mills  Dr. 

Waco  (H)  76703,  Memorial  Drive. 

Waco  (OCH)  76710, 1400  N.  Valley  MUls  Dr. 

-UTAH 

Salt  Lake  City  (RO)  84138, 125  S.  State  St. 

Salt  Lake  City  (H)  84113. 

VERMONT 

White  River  Junction  (RO&H)  05001. 

vntaiNiA 

Hampton  (H&D)  23667. 

Richmond  (H)  23249, 1201  Broad  RockBdL 


Roanoke  (RO)  24011,  210  Franklin  Rd.  S.W. 

Salem  (H)  24153. 

'  WASHINGTON 

Amadcan  Lake  (H)  98493,  Tacoma. 

Seattle  (RO)  98174,  Federal  Office  Building,  915  2nd  Ave. 
Seattle  (H)  98108, 4436  Beacon  Ave.,  S. 

Seattle  (OCH)  98104,  Smith  Tower,  2nd  &  Yesler. 
Spokane  (H)  99208,  N.  4815  Assembly  St. 

Vancouver  (H)  98661. 

Walla  Walla  (H)  99362,  77  Waimvrlght  Dr, 

WEST  VIRGINIA 

Beckley  (H)  25801,  200  Veterans  Ave. 

Clarksburg  (H)  26301. 

Huntington  (RO)  25701,  502  8th  St. 

Huntington  (H)  25701, 1540  Spring  Valley  Dr. 
Martinsburg  (H&D)  25401. 

Wheeling  (OCS)  26003, 11th  &  Chapllne  Sts. 

WISCONSIN 

Madison  (H)  53706,  2500  Overlook  Terrace. 

Milwaukee  (RO)  53202,  342  N.  Water  St. 

Tomah  (H)  54660. 

Wood  (H&D  63193,  600  W.  National  Ave. 

WTOaONQ 

Cheyenne  (RO&H)  82001,  2360  E.  Pershing  Blvd. 
Sheridan  (H)  82801. 
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DEPARTMENT  OF  AGRICULTURE 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

Special  Assistant  to  the  Secretary  of  Agricuiture  for  Con¬ 
sumer  Affairs,  U.S.  Department  of  Agriculture,  Room 
225-W,  Washington,  D.C.  20250  (202)  447-3165 


Table  of  Contents 

I.  Statement  of  Purpose. 
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Appendix — USDA  Organization  Chart. 

I.  Statement  of  Purpose 

The  United  States  Department  of  Agriculture  is  the  Federal 
Government’s  principal  policymaking  arm  with  respect  to 
the  nation’s  production,  distribution,  and  consumption  of 
agricultural  commodities,  foodstuffs,  and  forest  resources, 
and  related  activities  falling  within  the  purview  of  USDA. 
The  purpose  of  the  Depratment’s  adoption  of  this  Consumer 
Representation  Plan  is  to  inform  and  involve  consumers  in 
the  actions  of  the  Department  which  may  have  a  significant 
impact  on  them.  To  achieve  this  purpose,  existing  decision¬ 
making  processes  and  informational  and  educational  mech¬ 
anisms  within  the  Department  will  be  improved  and  ex¬ 
panded  in  order  to  afford  greater  opportunity  for  consumer 
input  in  decision-making  and  to  inform  consumers  generally 
of  important  aspects  of  Departmental  actions.  For  purposes 
of  this  Plan,  consumers  are  those  individuals  whose  economic 
or  social  interests  are  primarily  related  to  the  use  of  agri¬ 
cultural  commodities  or  services  for  personal  or  household 
purposes.  ' 

II.  Executive  Summary 

USDA’S  Consumer  Representation  Plan — 

Affords  better  consumer  input  and  information.  This  Plan 
affords  greater  opportunity  for  the  expression  and  considera¬ 
tion  of  consumer  viewpoints  in  connection  with  major  De¬ 
partmental  decision-making. 

Strengthensthe  Role  of  The  Special  Assistant  for  Consumer 
Affairs.  The  Plan  provides  a  charter  for  the  role  of  the 
Department’s  Special  Assistant  for  Consumer  Affairs  in  coor¬ 
dination  of  the  Department’s  efforts  to  consider  consumer 
viewpoints  on  major  issues  and  to  keep  consumers  and 
consumer  groups  informed  with  respect  to  major  Depart¬ 
mental  actions. 

Provides  for  consumer  coordinators  in  each  major  depart¬ 
ment  agency.  The  Plan  provides  for  the  appointment  of  a 
consumer  coordinator  In  each  major  Department  agency 
whowill  advise  the  Agency  Administrator  on  consumer  mat¬ 
ters  and  reflect  consumer  viewpoints  on  significant  agency 
issues. 

Establishes  two  committees  for  consideration  of  consumer 
matters.  This  Plan  provides  for  the  establishment  of  (1)  a 
Consumer  Responsiveness  Committee  comprised  of  high- 
ranking  Department  ofBcials  which  will  advise  the  Sec¬ 
retary  on  actions  and  activities  of  the  Department  as  they 
relate  to  consumer  interest  and  participation;  and  (2)  a 
National  Consumer  Advisory  Committee  which  will  meet 
regularly  and  advise  the  Secretary  and  Department  officials 
regarding  significant  policy  matters  of  interest  to  consumers 
as  well  as  the  overall  effectiveness  of  the  Department’s  con¬ 
sumer  effort. 

Includes  procedures  for  assuring  opportunity  for  con¬ 
sumer  input  and  information.  The  Plan  includes  procedures 
to  be  followed  by  Department  agencies  when  contemplating 
major  changes  in  policy  or  any  action  likely  to  have  a  sig¬ 
nificant  impact  on  consumers. 

Insures  prompt  responses  to  consumer  complaints.  The 
Plan  provides  that  consumer  complaints  addressed  to  the 
Department  on  any  issue  will  be  seriously  considered  and 
promptly  answered. 

Provides  for  coordination  by  the  Assistant  Secretary  for 
Marketing  and  Consumer  Services.  The  Plan  provides  that 
the  Assistant  Secretary  for  Marketing  and  Consumer  Services 


is  responsible  for  program  coordination,  and  that  the  Special 
Assistant  for  Consumer  Affairs  will  assist  Department  agen¬ 
cies  in  implementation  of  the  Plan. 

III.  Primary  Organizations  Involved 

A.  Special  Assistant  to  the  Secretary  for  Consumer  Af¬ 
fairs — coordinates  Department  actions  on  problems  and  is¬ 
sues  of  importance  to  consumers. 

B.  Agricultural  Marketing  Service — administers  a  broad 
program  of  standardization,  grading,  inspection,  market  news 
and  regulatory  functions  to  assist  in  the  orderly  marketing 
and  distribution  of  food  and  farm  products. 

C.  Agricultural  Research  Service — provides  the  necessary 
knowledge  and  technology  so  that  farmers  can  produce  effi¬ 
ciently,  conserve  the  environment,  and  meet  the  food  and 
fiber  needs  of  the  American  people.  The  agency  conducts  the 
Department’s  basic  research  in  human  nutrition  and  national 
dietary  levels. 

D.  Agricultural  Stabilization  and  Conservation  Service — 
administers  specified  commodity  and  related  land  use  pro¬ 
grams  designed  for  voluntary  production  adjustment,  re¬ 
source  protection,  and  price,  market,  and  farm  income 
stabilization. 

E.  Animal  and  Plant  Health  Inspection  Service — conducts 
regulatory  control  programs  to  protect  the  wholesomeness 
of  meat  and  poifitry  products  for  human  consumption;  in¬ 
cludes  meat  and  poultry  inspection,  animal  and  plant  quar¬ 
antine  and  disease  and  pest  control  programs. 

F.  Commodity  Credit  Corporation — its  objective  is  to  sta¬ 
bilize  and  protect  farm  income  and  prices,  to  assist  in  main¬ 
taining  balanced  and  adequate  supplies  of  agricultural  com¬ 
modities  and  their  products,  and  to  facilitate  the  orderly  dis¬ 
tribution  of  commodities. 

G.  Cooperative  State  Research  Service — administers  funds 
for  research  conducted  in  the  states  on  agriculture,  rural  de¬ 
velopment  and  human  nutrition,  primarily  through  land  grant 
colleges. 

H.  Economic  Research  Service — develops  and  carries  out  a 
program  of  research  to  provide  economic  intelligence  for 
agriculture-related  industries,  and  r^arding  all  aspects  of 
food  production,  consumption  and  prices. 

I.  Extension  Service — in  cooperation  with  state  and  county 
governments,  conducts  continuing  education  programs  for 
youth  and  adults  in  agricultural  production,  home  economics, 
family  life  and  related  subjects. 

J.  Farmer  Cooperative  Seruicc— conducts  studies  to  support 
coop>eratives  that  market  farm  products,  purchase  production 
supplies,  and  perform  related  business  services  . 

K.  Farmers  Home  Administration — provides  credit  for  those 
in  rural  America  who  are  unable  to  get  credit  from  other 
sources  at  reasonable  rates  and  terms. 

L.  Federal  Crop  Insurance  Corporation — promotes  the  gen¬ 
eral  welfare  by  providing  crop  insurance  against  loss  from 
unavoidable  causes  such  as  weather,  insects,  and  disease. 

M.  Food  and  Nutrition  Service — administers  the  Depart¬ 
ment’s  various  food  assistance  programs,  such  as  food  stamps 
and  child  nutrition  progpi^ms. 

N.  Foreign  Agricultural  Service — is  an  export  promotion 
and  service  agency  for  U.S.  agriculutre. 

O.  Forest  Service — promotes  conservation  and  wise  use  of 
the  nation’s  forests  and  land  resources,  including  recreational 
uses. 

P.  Office  of  Communications — provides  information  on  all 
consumer  programs  of  the  Department.  Publications,  slides, 
film  strips  and  exhibits  on  a  variety  of  subjects  of  interest  to 
consumers  are  available  free  or  for  a  minimal  charge. 

Q.  Packers  and  Stockyards  Administration — administers 
the  Packers  and  Stockyards  Act  of  1921.  The  principal  objec¬ 
tive  of  the  act  is  to  assist  in  the  maintenance  of  free  competi- 
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live  practices  in  the  marketing  of  livestock,  meat  and  poul¬ 
try,  as  well  as  meat  and  poultry  products. 

R.  Rural  Development  Service — coordinates  social  and  eco¬ 
nomic  development  programs  In  rural  areas  of  the  nation,  in¬ 
cluding  a  wide  range  of  assistance  measures  for  communities 
of  10,000  population  or  less. 

S.  Rural  Electrification  Administration — makes  and 
guarantees  loans  to  finance  electric  and  telephone  service  In 
rural  areas. 

T.  Soil  Conservation  Service — has  the  responsibility  for  de¬ 
veloping  and  carrying  out  a  national  soil  and  water  con¬ 
servation  program  in  cooperation  with  landowners  and  op¬ 
erators  and  other  land  users  and  developers,  with  community 
planning  agencies  and  regional  resource  groups,  and  with 
other  agencies  of  government — ^Federal,  State  and  local. 

U.  Statistical  Reporting  Service — prepares  estimates  and 
reports  of  agricultural  production,  supply,  price  and  otiier 
Items  necessary  to  the  orderly  operation  of  the  U.S.  agricul¬ 
tural  economy.  These  reports  Include  statistics  on  field  crops, 
fruits  and  vegetables,  cattle,  hogs,  poultry,  and  related  prod¬ 
ucts.  Other  estimates  concern  prices  received  by  farmers  for 
products  sold  and  prices  paid  by  them  for  commodities  and 
services. 

rv.  Departmental  Plan 

COMMITTEE  FOR  CONSUMER  RESPONSIVENESS 

Purpose:  The  Committee  for  Consumer  Responsiveness  Is 
established  for  the  purpose  of  coordinating  the  Departments 
Interests  and  responsibilities  as  they  affect  consumers  and 
consumer  groups,  and  assuring  that  relevant  Departmental 
decision-making  processes  are  open  to  effective  expression  of 
Informed  consumer  vlewpomts. 

Objectives:  The  objectives  of  the  Committee  are  (1)  to 
facilitate  an  appropriate  public  input  in  the  setting  of  the 
Department’s  priorities  and  goals;  (2)  to  promote  continuing 
awareness  among  consumers  and  consumer  groups  of  pro¬ 
posed  changes  in  policies  and  regulations  and  the  bases  there¬ 
for;  and  (3)  to  serve  as  a  focal  point  in  the  Department  where 
major  consumer  complaints  and  comments  can  be  reviewed 
and  appropriate  action  taken. 

Functions:  The  Cwnmittee  will  advise  the  Secretary  on 
Department-wide  activities  as  they  relate  to  consumer  par¬ 
ticipation,  and  will  seek  avenues  through  which  further  con¬ 
sumer  partlciE>ation  can  be  developed.  The  Committee  may 
also  consider  major  Departmental  issues  of  Interest  to  con¬ 
sumers.  On  occasion,  the  Committee  for  Consmner  Respon¬ 
siveness  may  meet  jointly  with  the  USDA  National  Consumer 
Advisory  Committee  or  with  other  appropriate  consumer 
representatives  for  any  of  these  purposes 

Memhef'ship:  The  Committee  will  consist  of  a  minimum  of 
ten  Agency  Administrators.  The  chairperson  for  the  Com¬ 
mittee  will  be  the  Assistant  Secretary  for  Marketing  and 
Consumer  Services.  The  vice-chairperson  will  be  the  Special 
Assistant  to  the  Secretary  for  Consumer  Affairs.  The  Com¬ 
mittee  will  meet  at  the  call  of  the  chair,  or  at  least  bi¬ 
monthly,  for  the  consideration  of  Departmental  activities  of 
Interest  and  importance  to  consumers. 

Staff  Support:  The  OflSce  of  the  Special  Assistant  will  pro¬ 
vide  necessary  staff  support  for  toe  Committee.  Depart¬ 
mental  agencies  may  be  called  upon  to  provide  further  staff 
support  and  assistance  as  needed. 

B.  USDA  NATIONAL  CONSUMER  ADVISORY  COMMITTEE 

A  USDA  National  Consumer  Advisory  Committee  will  be 
established  under  Federal  Advisory  Committee  Act  proce¬ 
dures  and  Departmental  regulations.  The  Committee  will  be 
comprised  of  consumer  representatives  knowledgeable  with 
respect  to  Departmental  programs  and  activities.  The  Com¬ 
mittee  will  meet  at  least  two  times  annually.  The  Committee 
will  advise  toe  Secretary  with  respect  to  (1)  policy  matters 
of  significant  interest  to  consumers;  (2)  toe  effectiveness  of 
the  Department’s  overall  efforts  with  respect  to  expression 
and  consideration  of  consumer  viewpoints;  (3)  problems  of 
primary  importance  to  consumers;  and  (4)  means  by  which 
unmet  consumer  needs  can  appropriately  be  met  by  the 
Department  and  its  agencies. 

C.  OTHER  USDA  NATIONAL  ADVISORY  COMMITTEES 

All  other  USDA  national  advisory  committees  whose  com¬ 
position  is  not  prescribed  by  law  and  which  deal  with  matters 
having  significant  impewit  on  consumers,  as  determined  by 
toe  Secretary,  will  have  consumer  representation  in  their 
memberships. 


D.  PROCEDURKS  TO  BE  FOLLOWED  ON  SIGNIFICAIlT  CONSUMES 
PROPOSALS 

Each  Agency  Administrator  will  use  the  following  proce¬ 
dures  when  contemi^ting  a  major  change  in  agency  policy, 
or  any  action  which  will  have  a  significant  impact  on  con¬ 
sumers.  These  internal  management  procedures  will  be  fol¬ 
lowed  to  assist  toe  Secretary  and  agency  heads  in  considering 
consumer  views  in  connection  with  toe  development  and  im¬ 
plementation  of  proposals  having  significant  topact  on  con¬ 
sumers. 

Notice 

Agency  administrators  will  seek  consumer  Input  at  an  early  stage 
In  connection  with  any  proposal  involving  a  major  change  in  agency 
policy,  when  the  Issues  are  likely  to  have  a  significant  impact  on 
consumers.  Depending  upon  the  degree  of  possllfie  impact  on  con- 
smners,  and  the  levd  of  consiimer  interest,  the  form  of  consumer 
Involvement  may  include  publication  of  a  Notice  of  Intent  to  pro¬ 
mulgate  proposed  regulations.  The  Notice  of  Intent  shall  be  a 
concise  statement  of  the  intent  to  develop  a  regulation,  Identifying 
the  Issues  Involved. 

Comment  Period 

When  proposals  are  published  in  the  Federal  Register,  and  such 
proposals  have  been  identified  as  having  significant  impact  on  con¬ 
sumers  (based  on  the  five  (6)  factors  listed  below),  an  extended 
comment  period  wUl  be  utilized  to  provide  an  adequate  opportunity 
for  consumer  input. 

Consumer  Summary 

When  any  such  proposal  is  published  in  the  Federal  Register,  it 
wiU  contain  a  "consumer  summary,’’  a  short  explanation  of  the 
proposal  in  easy-to-understand  language  spelUng  out  its  major 
points  and  its  possible  impact  on  consumers.  Likewise,  annovmce- 
ment  of  final  D^artmental  action  in  the  Federal  Register  on  such 
proposal  will  include  a  concise  statement  evaluating  the  viewpoints 
expressed  bv  consumers. 

Consumer  Viewpoints 

Consumer  viewpoints  received  on  any  proposal  by  the  Special 
Assistant  to  the  Secretary  for  Consumer  Affairs  will  be  expressed  to 
the  appropriate  decision-makers  for  their  consideration  before  a 
final  decision  is  reached  on  such  proposaL 

Impact  Criteria 

The  following  factors  will  be  considered  by  Agency  Administra¬ 
tors  in  determining  whether  an  issue  has  significant  impact  on 
consumers: 

1.  Is  there  a  history  of  consumer  interest  in  the  issue? 

2.  Are  there  adverse  social  and  economic  impacts? 

3.  Are  these  impacts  long-term  or  short-term? 

4.  Are  the  consequences  Irreversible  or  irretrievable? 

6.  Is  there  potential  for  widespread  controversy? 

Emergency  Situations 

Consideration  of  consiuner  interests  under  this  Plan  may  be  sus¬ 
pended  in  emergency  situations  which  involve  imminent  hazards  to 
human  health,  or  the  control  of  outbreaks  of  animal  or  plant  dis¬ 
eases  or  widespread  infestations  of  pests. 

E.  CONSUMER  COMPLAINTS 

Complaints  by  consumers,  consumer  groups,  or  other  mem¬ 
bers  of  toe  public  with  respect  to  any  Departmental  matter 
may  be  addressed  either  to  the  Agency  involved  or  to  the 
Special  Assistant  to  the  Secretary  for  Consumer  Affairs.  All 
such  ccffnplaints  will  be  seriously  considered  and  promptly 
answered.  'The  Special  Assistant  for  Consumer  Affairs  will 
have  access  to  all  complaints  filed  with  the  Department  and 
will  analyze  complaints  received  on  major  issues  and  render 
advice  with  respect  to  appropriate  changes  in  Department 
policies  and  programs. 

F.  COORDINATION 

The  Assistant  Secretary  for  Marketing  and  Consumer  Serv¬ 
ices  will  be  responsible  for  program  coordination,  and  the 
Special  Assistant  to  toe  Secretary  for  Consumer  Affairs  will 
be  responsible  for  assisting  Department  agencies  in  imple¬ 
menting  this  Consumer  Representation  Plan.  Each  agency 
will  provide  to  the  Special  Assistant  a  summary  of  con¬ 
sumer  issues  as  they  arise.  The  Special  Assistant  will  make 
periodic  written  reports  to  toe  Secretary  of  Agriculture  and 
to  Agency  Administrators  on  consumer  concerns  and  recom¬ 
mended  actions. 
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G.  THE  SPECIAL  ASSISTANT  TO  THE  SECRETARY  FOR 
CONSUMER  AFFAIRS 

The  Special  Assistant  to  the  Secretary  for  Consiuner  Affairs 
serves  as  a  focal  point  for  coordinating  Department  con¬ 
sideration  of  consumer  viewpoints;  acts  as  liaison  between 
the  Department  and  consumers,  including  consumer  orga¬ 
nizations,  consumer  specialists  in  Federal,  State,  and  local 
governments,  and  consumer  representatives  in  private  in¬ 
dustry;  and  expresses  consumer  viewpoints  to  Department 
officials  whenever  appropriate  in  connection  with  major  De¬ 
partment  proposals  having  significant  consumer  impact.  The 
Special  Assistant  also  serves  to  communicate  to  consumers 
and  consumer  groups  Departmental  action  on  issues  having 
significant  consumer  interest. 

Specifically,  the  Special  Assistant: 

Consults  with  and  advises  Department  officials,  including  the 
Secretary,  with  respect  to  issues  and  questions  of  importance  to 
consumers,  and  serves  as  a  liaison  between  the  Department  and 
consumer  organizations. 

Coordinates  responses  to  consumer  complaints  addressed  to  the 
Department. 

Serves  as  a  spokesperson  for  the  Department  and  for  the  Sec¬ 
retary  at  appropriate  events  which  focus  on  consumer  Issues,  In¬ 
cluding  conventions,  panels,  seminars,  and  other  events. 

Aids  in  developing  programs  for  informing  the  public  of  De¬ 
partment  services  to  consumers. 

Maintains  liaison  with  other  consumer  affairs  specialists  in  the 
Federal  Government,  State  and  local  governments,  and  private 
industry.  ' 

The  Special  Assistant  to  the  Secretary  for  Consumer  Affairs  is: 
Nancy  Harvey  Steorts,  U.S.  Department  of  Agriculture,  Boom  225-W, 
Washington,  D.C.  20250,  and  will  serve  as  Consumer  Contact  at  the 
Department. 

H.  AGENCY  CONSUMER  COORDINATORS 

The  Administrator  of  each  major  Department  agency  will 
appoint  a  consumer  coordinator  who,  in  this  capacity,  will 
report  directly  to  the  Administrator  of  that  agency  and  will 
work  with  the  Special  Assistant  to  the  Secretary  for  Consumer 
Affairs.  The  Individual  so  designated  will  assist  the  Admin¬ 
istrator  in  coordination  of  the  agency’s  activities  as  they  re¬ 
late  to  consumer  interests.  There  will  be  regularly  scheduled 
meetings  of  the  agency  consumer  coordinators  with  the  Spe¬ 
cial  Assistant.  The  agency  consumer  coordinator  will  recom¬ 
mend  programs  for  open  communication  with  consumer 
leaders  and  organizations,  reflect  consumer  viewpoints  in  the 
formulation  of  agency  policies  that  affect  consumers,  increase 
awareness  among  all  agency  personnel  of  their  responsibility 
to  serve  consumers,  and  act 'as  a  means  of  channeling  sig¬ 
nificant  agency  information  to  consumers  and  consumer 
groups.  The  following  will  serve  as  Agency  consumer  coor¬ 
dinators: 

Agricultural  Marketing  Service,  Mr.  Tom  Porter,  Director,  Federal- 

State  Marketing  Improvement  Program,  Agricultural  Marketing 

Service,  U.S.  Department  of  Agriculture,  Washington,  D.C.  20250 

(202  )  447-7691. 


Agricultural  Research  Service,  Mr.  Gene  Parkas,  Director  of  In¬ 
formation,  Agricultural  Research  Service,  U.S.  Department  of 
Agriculture.  Washington,  D.C.  20250  (202  )  447-5787. 

Agricultmal  Stabilization  and  Conservation  Service,  Mr.  William 
Cummings,  Director  of  Public  Information,  Agricultural  Stabili¬ 
zation  and  Conservation  Service,  U.S.  Department  of  Agricul¬ 
ture,  Washington.  D.C.  20250  (202  )  447-5237. 

Animal  and  Plant  Health  Inspection  Service,  Dr.  Harry  Mussman, 
Associate  Administrator,  Animal  and  Plant  Health  Inspection 
Service,  U.S.  Department  of  Agriculture,  Washington,  D.C.  20250 
(202  )  447-3861. 

Cooperative  State  Research  Service,  Dr.  Elizabeth  Davis,  Coordina¬ 
tor  of  Home  Economics  Research,  Cooperative  State  Research 
Service,  U.S.  Department  of  Agriculture,  Washington,  D.C.  20250 
(202)  447-4329. 

Economic  Research  Service,  Dr.  Alden  Manchester,  Program  Leader, 
Economic  Research  Service,  U.S.  Department  of  Agriculture, 
Washington,  D.C.  20250  (202  )  447-8707. 

Extension  Service,  Mrs.  Josephine  Lawyer,  Family  Resource  Man¬ 
agement  Specialist  ES-Home  Economics-USDA,  Extension  Service, 
U.S.  Department  of  Agriculture,  Washington,  D.C.  20250  (202) 
447-6079. 

Farmers  Home  Administration,  Mr.  Walter  Bunch,  Director  of  In¬ 
formation,  Farmers  Home  Administration,  U.S.  Department  of 
Agriculture,  Washington,  D.C.  20250  (202)  447-4323. 

Federal  Crop  Insurance  Corporation,  Mr,  Tom  Lodge,  Assistant  Di¬ 
rector  of  Information,  Federal  Crop  Insurance  Corporation,  U.S. 
Department  of  Agriculture,  Washington,  D.C.  20250  (202)  447- 
4006. 

Food  and  Nutrition  Service,  Mrs.  Bonnie  Whyte,  Deputy  Director, 
Information  Division,  Food  and  Nutrition  Service,  U.S.  Depart¬ 
ment  of  Agriculture,  Washington,  D.C.  20250  (  202  )  447-8138. 

Foreign  Agricultural  Service,  Mr.  Philip  Mackie,  Deputy  Assistant 
Administrator,  Foreign  Commodity  Analysis,  Foreign  Agricultural 
Service,  U.S.  Department  of  Agriculture,  Washington,  D.C.  20250 
(202)  447-3510. 

Forest  Service,  Mr.  Robert  Lake,  Director  of  Information,  Forest 
Service,  U.S.  Department  of  Agriculture,  Washington,  D.C.  20250 
(202)  447-3760. 

Office  of  Communications,  Mr.  Theodore  Crane,  Chief  of  Special 
Reports  Division,  Office  of  Communications,  U.S.  Department  of 
Agriculture,  Washington,  D.C.  20250  (202)  447-4335. 

Packers  and  Stockyards  Administration,  Mr.  Sebastian  Fllippone, 
Director  of  Information,  Packers  and  Stockyards  Administra¬ 
tion,  U.S.  Department  of  Agriculture,  Washington,  D.C.  20250, 
(202)  447-7415. 

Rural  Development  Service,  Mr.  Gary  Madson,  Deputy  Administra¬ 
tor,  Rural  Development  Service,  U.S.  Department  of  Agriculture, 
Washington,  D.C.  20260  (202)  447-7696. 

Rural  Qectriflcation  Administration,  Mr.  Dan  Jones,  Member  Sur¬ 
faces  Coordinator,  Rxiral  Electrification  Administration,  U.S.  De¬ 
partment  of  Agriculture,  Washington,  D.C.  20250  (202)  447-4246. 

Soil  Conservation  Service,  Mrs.  Anne  Zack,  Writer,  Sou  Conserva¬ 
tion  Service,  U.S.  Department  of  Agriculture,  Washington,  D.C. 
20250(202)  447-3875. 

Statistical  Reporting  Service,  Mr.  Kent  Miller,  Director  of  Informa¬ 
tion,  Statistical  Reporting  Service,  U.S.  Department  of  Agricul¬ 
ture,  Washington,  D.C.  20250  (202)  447-5455. 
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PRIMARY  CONSUMER  CONTACT 

Staff  Director,  Consumer  Affairs  Council  and  Director  of 
Consumer  Affairs,  Room  3800,  U.S.  Department  of 
Commerce,  Washington,  D.C.  20230  (202)  377-3176. 
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I.  Statement  of  Purpose 

The  U.S.  Department  of  Commerce  provides  a  wide  range 
of  services  to  the  general  public  and  to  business  in  discharg¬ 
ing  its  mission  of  encouraging  economic  growth.  The  De¬ 
partment  was  established  by  the  Congress  in  1903  to  “foster, 
promote,  and  develop  the  foreign  and  domestic  com¬ 
merce  ...  of  the  United  States.”  Because  commerce  by 
definition  Involves  an  interdependent  relationship  between 
buyer  and  seller,  the  Department  recognizes  its  role  in  being 
as  responsible  and  accountable  to  the  consumer  as  it  is  to 
business.  The  purpose  of  this  Consumer  Representation  Plan 
is  to  assure  that  consumers’  needs  and  opinions  are  solicited 
and  duly  considered  in  the  decision-making  processes  of  the 
Department  of  Commerce. 

II.  Executive  Summary 

The  Consumer  Representation  Plan  of  the  Department  of 
Commerce  describes  the  consumer-related  activities  of  the 
Department  and  the  primary  operating  units  responsible  for 
these  programs.  Current  procedures  for  consumer  participa¬ 
tion  and  public  disclosure  are  identified,  and  recommenda¬ 
tions  are  made  for  increasing  and  improving  consumer  in¬ 
volvement. 

Major  initiatives  are  outlined  for  influencing  and  coordi¬ 
nating  consumer  representation  activities  throughout  the  De¬ 
partment. 

Primary  Consumer-Related  Activities  and  Operating  Units 
Involved 

The  Department’s  primary  consumer-related  activities  in¬ 
clude  the  functions  of  product  information,  inspection,  and 
grading;  standards-maklng;  technical  assistance;  and  com¬ 
mercial  practices.  Other  activities  such  as  trade  policy  devel¬ 
opment  have  an  important,  but  Indirect  impact  on  con¬ 
sumers. 

The  organizational  units  regularly  involved  in  major  policy 
decisions  and  implementing  actions  that  have  a  direct  or 
significant  consumer  impact  are  as  follows: 

National  Marine  Fisheries  Service,  National  Oceanic  and  Atmos¬ 
pheric  Administration. 

National  Bureau  of  Standards. 

Domestic  and  International  Business  Administration. 

National  Fire  Prevention  and  Control  Administration. 

Highlights  of  programs  and  recommended  actions  for  these 
units  are  presented  below,  along  with  newly  initiated  coordi¬ 
nating  mechanisms  provided  for  other  operating  units  that 
have  less  direct  Impact  on  consumers. 

Initiatives  for  Influencing  and  Coordinating  Consumer 
Representation 

In  order  to  ensure  that  consumer  views  are  adequately 
considered  in  the  Department’s  decision-making  process,  the 


Consumer  Representation  Plan  includes  the  following  signif¬ 
icant  initiatives: 

1.  Department  of  Commerce  Consumer  Affairs  Council.  The 
Plan  establishes  an  intradepartmental  Cfmsumer  Affairs 
Council  as  a  primary  mechanism  for  assuring  effective  con¬ 
sumer  representation  throughout  the  Department.  In 
monthly  meetings,  the  Council  considers  consumer-related 
issues,  prepares  recommendations  for  policy  officials,  and 
submits  regular  reports  to  the  Secretary  of  Commerce.  The 
Council  is  chaired  by  the  Assistant  Secretary  for  Administra¬ 
tion,  imderscoring  the  Department’s  commitment  to  a^ure 
significant  programs  of  consumer  representation.  The  Direc¬ 
tor  of  toe  Consumer  Affairs  Division  serves  as  Staff  Director 
of  toe  Consumer  Affairs  Council,  providing  a  highly  visible 
liaison  between  toe  Division,  toe  Council,  and  the  top  man¬ 
agement  of  the  Department  of  Commerce. 

2.  Establishment  of  a  permanent  Consumer  Affairs  Division 
to  coordinate  the  Consumer  Representation  Plan.  The  Di¬ 
rector  of  the  Consumer  Affairs  Division  presents-  consumer 
views  to  policy  makers,  facilitates  consumer  involvement  in 
Department  activities,  and  is  toe  liolnt  of  contact  for  con¬ 
sumer  inquiries  and  complaints.  The  Director  serves  as 
the  consumer  advocate  within  toe  Department  in  reviewing 
programs  and  legislation  which  impact  on  the  consumer,  and 
recommends  actions  that  are  responsive  to  consumers’  needs. 
TTie  Consumer  Affairs  Division  maintains  contact  with  con¬ 
sumer  organizations  and  other  public  groups,  and  is  re¬ 
sponsible  for  Information  and  education  activities  for  both 
consumers  and  toe  business  community. 

3.  Consumer  Representation  on  Department  of  Commerce 
Advisory  Committees.  The  Secretary  of  Commerce  has  di¬ 
rected  that  one  or  more  well  qualified  consumer  representa¬ 
tives  be  included  in  the  membership  of  toe  Department’s  75 
advisory  committees,  except  where  there  are  statutory  or 
other  valid  constraints,  to  assure  the  broadest  possible  con¬ 
sumer  input  ftito  departmental  decisions.  Specific  procedures 
will  be  implemented  to  afford  consumers  timely  opportunity 
and  relevant  information  to  participate  in  open  meetings  of 
committees  for  which  it  is  not  feasible  to  add  consumer 
members. 

The  Consumer  Representation  Plan  has  resulted  in  the  de¬ 
velopment  of  other  special  programs  within  toe  Department. 
To  improve  communicati<ms  among  the  consumer,  business, 
and  Government,  and  to  encourage  an  affirmative  response 
by  business  to  consumer  expectations,  toe  Bureau  of  Domestic 
Commerce  has  initiated  a  series  of  business-consiuner  rela¬ 
tions  conferences  in  various  cities  during  the  coming  year. 
F\irther,  to  facilitate  public  discussion  of  national  economic 
issues,  toe  Department  has  established  a  public  hearings 
program  whereby  persons  can  make  their  views  known  di¬ 
rectly  to  policy  officials  without  toe  need  to  travel  to  Wash¬ 
ington,  D.C. 

Highlights  of  Selected  Programs  and  Recommended  Actions 

NATIONAL  MARINE  FISHERIES  SERVICE,  NATIONAL  OCEATHC  AND 
ATMOSPHERIC  ADMINISTRATION 

The  National  Marine  Fisheries  Service,  NOAA,  utilizes  sev¬ 
eral  consumer  representation  techniques  in  administering  the 
voluntary  seafood  inspection  and  standardization  programs. 
Consumer  views  are  solicited  whenever  changes  In  services, 
regulations,  or  rates  are  imder  consideration.  Methods  regu¬ 
larly  employed  include  notices  in  toe  Federal  Register,  the 
Consumer  Register,  and  Consumer  News:  newspaper  con¬ 
sumer  columns;  letters  to  consumer  organizations;  and  per¬ 
sonal  contacts.  The  use  of  radio  and  television  spot  annoimce ' 
ments  is  planned. 

The  National  Marine  Fisheries  Service  also  develops  vohm- 
tary  standards  of  quality,  condition,  and  grade  for  fish  and 
fishery  products:  provides  technical  assistance  In  elaborat¬ 
ing  international  standards  of  Identity  and  quality  for  fishery 
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products;  and  establishes  codes  of  hygienic  practice  for  proc> 
esslng  finery  products.  Consumer  and  trade  input  is  solicited 
when  considering  and  reviewing  standards.  As  an  Integral 
part  of  the  standard-making  process,  NMFS  places  prc^iosed 
nilemaking  notices  in  the  Federal  Rbcister,  holds  public 
hearings  if  deemed  necessary,  and  invites  comments  from 
consumer  interest  organizations.  NMFS  plans  to  Increase 
usage  of  radio,  television,  consumer  publications,  and  biisi- 
ness-consumer  seminars  to  solicit  consumer  opinions. 

NATIONAL  BUREAU  OF  STANDARDS 

The  National  Bureau  of  Standards  consumer-related  pro¬ 
grams  are  designed  to  maximize  benefits  to  the  consumer  of 
NBS-devel(^ed  technology  and  expertise  in  the  areas  of 
product  performance,  standardization,  economy,  and  safety. 
Its  activities  include  a  publications  program  to  make  avail¬ 
able  the  results  of  NBS  research  on  topics  of  consumer  in¬ 
terest,  to  develop  better  test  methods  for  measuring  product 
performance,  and  to  provide  product  performance  informa¬ 
tion  to  the  consiuner. 

The  National  Bureau  of  Standards  also  administers  the 
Department  of  Commerce  “Procedures  for  the  Development 
of  Voluntary  Product  Standards”.  These  standards  may  in¬ 
volve  the  health,  safety,  or  economic  characteristics  of  con¬ 
sumer  goods.  In  addition,  the  Department’s  responsibilities 
under  the  Fair  Packaging  and  Labeling  Act  are  assigned  to 
NBS. 

In  carrying  out  the  foregoing  activities,  NBS  utilizes  a 
variety  of  means  to  obtain  consumer  views.  In  some  cases, 
consumer  soimding  boards,  surveys,  and  representation  on 
evaluation  panels  are  used  to  supplement  official  notices  In 
rulemaking  notices  In  the  Federal  Register,  holds  public 
the  Federal  Register,  llie  Agency  is  also  contemplating  the 
use  of  consiuner  consultants  in  drafting  energy  conservation 
publications  for  home  buyers  and  owners. 

DOMESTIC  AND  INTERNATIONAL  BUSINESS  ADMINISTRATION 

The  Domestic  and  International  Business  Administration 
carries  out  a  number  of  programs  that  affect  consumers. 
Activities  of  primary  Interest  are  the  development  of  legisla¬ 
tive  recommendations,  participation  in  trade  negotiations, 
the  administration  of  short  supply  export  controls,  the  nego¬ 
tiation  of  International  textile  and  apparel  agreements,  and 
the  provision  of  information  and  assistance  in  response  to 
consumer  inquiries. 

In  the  case  of  the  legislative  program.  Internal  procedures 
have  been  established  to  ensure  that  Interested  Agencies, 
persons,  or  groups  are  asked  for  their  views  during  the  formu¬ 
lation  of  departmental  positions.  With  regard  to  trade 
negotiations,  there  are  statutory  requirements  for  consumer 
representation  on  an  advisory  committee  and  provision  for 
consumer  participation  in  public  hearings.  Department 
procedures  for  the  administration  of  the  Export  Administra¬ 
tion  Act  of  1969  require,  whenever  practicable,  full  public 
dteclosure  and  participation  In  decisions  to  establish,  modify 
or  terminate  short  supply  export  controls.  In  negotiating  and 
monitoring  international  agreements  to  limit  the  Importation 
of  textiles  and  apparel,  the  Domestic  and  International 
Business  Administration  is  advised  by  three  advisory  com¬ 
mittees,  one  of  which  will  Include  consumer  representation, 
effective  June  30,  1976.  Consumer  representatives  will  be 
added  to  the  other  two  committees  shortly  thereafter. 

The  capability  for  responding  to  consumer  inquiries  has 
been  upgraded  through  the  establishment  of  a  CoiLsumer 
Affairs  Division,  as  previously  described. 

NATIONAL  FIRE  PREVENTION  AND  CONTROL  ADMINISTRATION 

The  National  Fire  I^evention  and  Control  Administration, 
established  by  the  Federal  Fire  Prevention  and  Control 
Act  of  1974,  works  directly  with  the  public  In  both  Its  research 
and  educational  programs.  NFTCA  reviews  lire  codes,  ex¬ 
amines  the  causes  of  fires,  and  presents  Its  conclusions  to 
fire  departments  across  the  country.  Its  programs  are  targeted 
to  reduce  fire  loss,  thereby  also  lowering  premiums  for  Insur¬ 
ance  coverage.  The  Agency  will  use  surveys  as  one  of  the 
principal  tools  for  ascertaining  and  evaluating  consumer 
needs  in  the  area  of  fire  safety. 


ni.  Departmental  Plan 

Heads  of  all  departmental  operating  units  are  directed  to 
'  take  such  steps  as  are  necessary  to  ensure  that  a  balanced 
viewpoint  Is  obtained  when  considering  legislation,  regula¬ 
tions,  or  administrative  decisions  affecting  consumers.  In  the 
absence  of  voluntary  participation  by  an  affected  group, 
operating  units  should  make  a  positive  effort  to  elicit  the 
views  of  such  groups.  Where  the  Administrative  Procedure 
Act  applies  to  rulemaking  or  adjudicative  proceedings,  the 
operating  unit’s  consumer  representation  plan  will  supple¬ 
ment  the  statutory  requirements  for  public  disclosure  and 
public  participation;  for  activities  that  are  exempt  from  the 
Administrative  Procedure  Act,  the  consumer  representation 
plan  should  provide,  at  a  minimum,  comparable  opportuni¬ 
ties  for  public  Information  and  Input. 

A.  PRIMARY  CONSUMER-RELATED  ACTIVITIES  AND  OPERATING  UNITS 
INVOLVED 

Pursuant  to  its  various  statutory  responsibilities,  the  De¬ 
partment  of  Commerce  carries  out  several  programs  that 
affect  consumers  directly,  and,  as  an  agency  of  the  Executive 
Branch,  the  Departm^t  participates  in  the  policymaking 
process  as  it  relates  to  many  other  Federal  consumer  activi¬ 
ties.  In  terms  of  fimction,  the  Department’s  consmner -related 
activities  generally  fall  into  one  of  the  following  categories: 
(1)  inspection  and  grading,  (2)  standards-making,  (3)  tech¬ 
nical  assistance,  (4)  product  Information,  or  (5)  commercial 
practices.  Other  activities,  such  as  trade  policy  development, 
have  an  important,  but  indirect  impact  on  consumers. 

The  organizational  units  regularly  involved  in  major  policy 
decisions  and  implementing  actions  that  have  a  direct  or 
significant  consumer  impact  are  as  follows: 

National  Marine  Fisheries  Service,  National  Oceanic  and  Atmos¬ 
pheric  Administration. 

National  Btireau  of  Standards. 

Domestic  and  International  Business  Administration. 

National  Fire  Prevention  and  Control  Administration. 

Other  operating  units  that  have  a  less  direct  impact  on 
consumers  will  be  required  to  (1)  appoint  (or  maintain) 
consumer  representatives  as  members  of  advisory  committees, 
except  where  statutory  or  other  valid  constraints  clearly  pre¬ 
clude  such  appointments;  and  (2)  to  participate  In  Depart¬ 
mental  consumer  activities  as  Associate  Members  of  the  Con¬ 
sumer  Affairs  Council.  In  this  capacity,  the  units  will  be 
responsible  for  bringing  to  the  attention  of  the  Council  the 
development  of  any  programs,  policies,  or  Issues  within  their 
areas  of  operation  that  have  consumer  impact  or  Interest. 

B.  INITIATIVES  FOR  INFLUENCING  AND  COORDINATING 
CONSUMER  REPRESENTATION 

In  an  effort  to  provide  for  maximum  consiimer  representa¬ 
tion  in  decision-making  and  program  development  of  the 
Department,  the  following  major  initiatives  have  been 
established: 

1.  Department  of  Commerce  Consumer  Affairs  Council.  As 
a  coordinating  mechanism,  an  Intradepartmental  group  has 
been  established  to  consider  consumer-related  Issues  and  pre¬ 
pare  recommendations  for  policy  officials.  This  group  con¬ 
sists  of  Regular  and  Associate  Members,  representing  organi¬ 
zational  imlts  having  direct  and  Indirect  consumer -related 
responsibilities  and  programs,  respectively,  as  well  as  repre¬ 
sentatives  from  the  Office  of  the  General  Counsel,  Communi¬ 
cations,  and  Policy  Develoinnent  and  Coordination.  The  Con¬ 
sumer  Affairs  Council,  chaired  by  the  Assistant  Secretary  for 
Administration,  meets  monthly  and  submits  regular  reports 
on  consumer  matters  to  the  Secretary  of  Commerce.  The 
Director  of  the  Consumer  Affairs  Division  serves  as  Staff 
Director  of  the  Council,  providing  for  effective  communication 
and  a  highly  visible  liaison  between  the  Division,  the  Coun¬ 
cil.  and  the  top  management  of  the  Department  of  Commerce. 

2.  Consumer  Affairs  Division.  In  order  to  ensure  that  con¬ 
sumer  views  are  adequately  considered  In  the  administration 
of  departmental  programs,  a  permanent  Consumer  Affairs 
Division  has  been  established  In  the  Office  of  the  Ombudsman. 
The  Division  serves  as  the  point  of  contact  for  consumer 
Inquiries  and  complaints,  presents  consumer  views  to  policy 
makers,  and  facilitates  consumer  Involvement  in  Depart¬ 
ment  activities.  As  the  consumer  advocate  within  the  Depart¬ 
ment,  it  reviews  programs  and  legislation  which  Impact  on 
the  consumer,  and  recommends  actions  that  are  responsive 
to  consumers’  needs.  Functions  of  the  Division  Include: 
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a.  Response  to  Inquiries.  Respond  to  consumers’  questions 
about  business  or  the  Federal  Government  and  other  con¬ 
sumer-related  matters. 

b.  Registration  of  Complaints.  Endeavor  to  assist  consumers 
to  find  satisfactory  solutions  to  difficulties  they  have  had 
vpith  business  or  the  Federal  Government  and  identify  agen¬ 
cies  with  jurisdiction  at  the  Federal,  State  and  local  level, 
when  appropriate. 

c.  Identify  Trends.  Distill  out  of  consumer  complaints  and 
difficulties  their  recommendations,  suggestions  and  views  as 
related  to  Department  recommendations  and  positions  on 
policy,  legislation  and  programs. 

d.  Collect  Consumer  Opinion.  Conduct  studies  and  surveys 
of  consumer  views  on  various  issues,  using  the  Department’s 
43  Field  Offices  and  their  contacts  with  consumers  and  con¬ 
sumer  organizations  across  the  country  to  obtain  a  broad 
cross  section  of  consumer  opinion  on  Departmental  positions, 
policies,  and  programs;  making  such  views  known  to  policy 
officials,  including  the  Consumer  Affairs  Coimcil. 

e.  Business  Education.  Holding  business-consumer  relations 
seminars  and  prepare  publications,  articles,  speeches  and 
other  communications  to  Inform  business  people  of  problems 
consumers  are  having  with  business  practices,  highlighting 
adverse  impacts  such  practices  are  having  on  consumers  and 
business  Itself,  and  urging  corrective  actions. 

f.  Consumer  Information.  Prepare  publications,  news  re¬ 
leases,  public  service  annoimcements,  speeches,  and  other 
communications  to  inform  consumers  of  actual  statistics, 
facts,  and  results  of  studies  about  current  issues  to  increase 
their  understanding  and  responsiveness  to  Departmental  ac¬ 
tivities. 

3.  Consumer  Representation  on  Department  of  Commerce 
Advisory  Committees.  Operating  units  and  departmental  of¬ 
fices  which  utilize  advisory  committees,  boards,  councils  and 
similar  groups  as  a  source  of  expert  advice  and  opinion  are 
directed  to  appoint  one  or  more  consumer  representatives  to 
the  membership  of  such  groups  wherever  possible.  Specific 
target  dates  lor  implementation  of  this  directive  have  been 
assigned,  and,  where  appropriate,  consumer  representatives 
will  be  given  preference  in  filling  unanticipated  vacancies.  In 
cases  where  it  is  clearly  not  feasible  to  add  a  consmner  repre¬ 
sentative  as  a  member,  because  of  statutory  or  other  valid 
constraints,  the  responsible  officials  have  been  requested  to 
Identify  consumer  or  public  organizations  that  have  an  ob¬ 
vious  or  likely  Interest  in  the  committee’s  objectives.  Hence¬ 
forth,  whenever  a  notice  is  sent  to  the  Federal  Register  an¬ 
nouncing  an  open  or  partially  open  meeting  of  one  of  the 
committees  in  this  category,  a  copy  will  be  mailed  to  each 
such  organization. 

4.  Business -Consumer  Relations  Seminars.  ’The  Depart¬ 
ment’s  Bureau  of  Dixnestic  Commerce  has  scheduled  a  series 
of  business-consumer  relations  seminars  during  the  coming 
year.  ’These  sessions  are  patterned  after  a  pilot  seminar  held 
In  Chicago  on  September  24,  1975.  Their  purpose  is  to  en¬ 
courage  business  action  to  improve  consumer  relations  by 
acquainting  business  with  consumer  expectations,  business 
alternatives  for  positive  response  to  these  expectations,  and 
Government  effort  in  behalf  of  consumers  at  the  Federal, 
State,  and  local  levels.  Consumer  views  of  business-consumer 
relations  are  hn  important  feature  of  the  seminar  program. 

I  C.  ZKOmDUAL  AGENCY  PLANS 

Departmental  components  regularly  Involved  in  major  pol¬ 
icy  decisions  and  implementing  actions  that  affect  consumers 
significantly  have  developed  consumer  representation  plans 
appropriate  to  their  respective  missions  and  functions.  These 
inffividual  plans  are  set  forth  in  detail  below. 

1.  NATIONAL  MARINE  FISHERIES  SERVICE.  NOAA 

Two  major  programs  operate  within  the  National  Marine 
Fisheries  Service  (NMFS) : 

a.  Voluntary  Seafood  Inspection  Program.  The  purpose 

of  the  voluntary  fee-for-servlce  seafood  inflection  program. 
In  lieu  of  mandatory  Inspection  such  as  that  appllcaUe  to 
red  meat  and  poultry,  is  to  assure  consumers  of  a  uniformly 
nutritious  and  palatable  food.  Inspection  service  users  pay 
fees  for  inspectors  to  be  in  their  plants  during  opera¬ 

tions  to  evaluate  and  grade  their  raw  materials,  to  ensure 
the  hygienic  prejiaratlon  of  products  and  to  assure  quality. 

b.  Voluntary  Seafood  Standardization  Program.  The  pur¬ 
pose  of  the  voluntary  seafood  standardization  program  is 
to  develop  and  improve  national  and  international  standards 
and  specifications  of  quality,  condition,  quantity,  grade,  and 


packaging  for  fish  and  fishery  products,  and  to  recommend 
and  demonstrate  such  standards  in  order  to  encourage  uni¬ 
formity  and  consistency  in  commercial  practices,  protect  con¬ 
sumer  health,  and  facilitate  international  trade. 

The  key  points  at  which  consumer  inputs  are  solicited  are 
when  new  services  or  other  program  changes  are  imder 
consideration,  when  regulation  or  standard  changes  or  addi¬ 
tions  are  contemplated,  and  when  rate  changes  are  deemed 
necessary.  The  procedures  used  by  the  National  Marine  Fish¬ 
eries  Service  (NMFS)  to  solicit  consumer  opinion  include 
placing  proposed  rulemaking  notices  in  the  Federal  Register 
which  invite  the  readers  to  respond  in  writing  within  45  days 
concerning  the  standard  in  question.  The  letters  are  col¬ 
lected,  analyzed,  and  maintained  for  review  by  interested 
parties.  A  subsequent  Federal  Register  notice  of  public  hear¬ 
ings,  if  deemed  necessary,  is  published  to  invite  interested 
parties  to  review  the  draft  standards  at  meetings  held  in 
several  locations  around  the  United  States.  Executive  con¬ 
ferences  are  held  on  the  written  and  oral  responses  and 
decisions  are  made,  based  on  the  results.  ’The  Federal  Reg¬ 
ister  notices  are  also  published  in  the  National  Marine  Fish¬ 
eries  Service’s  five  Market  News  Reports. 

Statements  of  Interest  and  Intent  are  also  often  placed 
in  the  Federal  Register,  Inviting  readers  to  respond  in  writ¬ 
ing  within  sixty  days  concerning  an  outlined  plan  of  action. 
The  letters  are  also  analyzed  and  program  decisions  are 
made,  based  on  the  results. 

Placing  articles  with  writers  of  consumer-oriented  news¬ 
paper  and  newsletter  columns  has  provided  the  largest  vol¬ 
ume  of  written  resF>onses  reflecting  consumer  attitudes.  The 
columnist  is  asked  to  put  the  address  of  NMFS  in  the  article 
so  that  readers  can  write  directly.  Analysis  of  the  responses 
provides  valuable  insight  into  current  consumer  attitudes, 
which  helps  to  form  program  policy. 

Letters  are  also  sent  directly  to  a  variety  of  consumer  in¬ 
terest  groups.  Tliese  letters  focus  the  group  leader’s  attention 
on  specifics  and  usually  result  in  a  formal,  documented  re¬ 
sponse.  This  kind  of  input  also  reflects  the  official  stand  of 
the  consumer  group,  ratiier  than  the  opinicm  of  an  individual 
member.  Personal  contact  with  consumer  and  trade  group 
leaders  at  meetings  and  conventions  is  also  employed.  This 
method  provides  a  degree  of  candidness  not  possible  through 
written  i^ponses. 

The  future  use  of  radio  and  television  spot  announcemoits 
to  obtain  consumer  input  and  responses  is  planned.  Spot 
announcements  are  to  be  distributed  nationally  for  exposure 
on  public  service  time.  The  spots  will  be  educational  and  pro¬ 
vide  an  address  to  which  interested  parties  may  write.  Re- 
spimse  to  this  type  of  effort  is  best  used  to  quantify  the  value 
of,  or  interest  in,  materials  or  programs  that  have  been  de¬ 
veloped  and  are  operational.  A  far  greater  usage  of  individual 
consumer  interest  group  publications,  as  well  as  radio  and 
television  as  media  for  soliciting  consumer  opinion  on  issues, 
is  also  planned. 

’The  use  of  business -consumer  seminars  is  also  scheduled 
for  the  future.  These  seminars  will  be  designed  to  provide  a 
forum  for  business  and  consumer  representatives  to  meet  and 
discuss  their  respective  points  of  view  on  specific  Issues.  By 
opening  this  type  of  dialogue.  NOAA  will  be  able  to  bring  the 
two  groups  into  closer  harmony  and  provide  accurate,  mean¬ 
ingful  input  from  both  interest  areas  from  which  sound  con¬ 
sumer-oriented  program  decisions  can  be  made. 

In  early  1975,  the  Administrator  of  NOAA  established  an 
effort  to  increase  consumer  education  regarding  the  fimctlons 
of  the  voluntary  fishery  inspection  service  in  assuring  the 
availability  of  quality  fishery  products. 

The  Consumer  Education  Program  maintains  contact  with 
key  consumer  advocates,  newspaper  food  editors,  magazine 
editors,  radio  executives,  TV  executives,  fishing  industry 
members,  advertising  executives,  and  consumer  groups  to 
develop  meaningful  approaches  to  explain  the  inspection  pro¬ 
gram  to  consmners. 

Based  on  the  responses,  news  releases,  radio  spot  announce¬ 
ments,  television  spot  announcements,  teacher  lesson  plans, 
newspaper  articles,  magazine  articles,  convention  exldbits, 
and  other  education  information  materials  for  consumers  are 
scheduled  for  development.  All  educational  materials  are  re¬ 
viewed  fm*  content  consumer  interest  representatives  and 
communications  specialists  before  final  printing  and  distribu¬ 
tion  of  the  materials. 

’The  Consmner  Education  Program  receives  input  from  the 
Marine  Fisheries  Advisory  Committee.  To  provide  consumer 
representation,  the  membership  of  the  Committee  wUl  be  re- 
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viewed  regularly  to  ensure  that  at  least  one  consumer  rep¬ 
resentative  is  retained  on  the  Committee. 

2.  NATIONAL  BITREATT  OF  STANDARDS 

a.  Consumer  Product  Technology  Programs.  In  December 
1974,  in  an  effort  to  consolidate  consumer  product  activities 
at  the  National  Bureau  of  Standards,  the  Center  for  Con¬ 
sumer  Product  Technology  (CCPT)  was  established  within 
the  Institute  for  Applied  Technology.  The  Center’s  activities 
are  designed  primarily  to  maximize  ttie  benefits  of  NBS- 
developed  technology  and  expertise  for  the  Nation’s  consum¬ 
ers  in  the  areas  of  product  performance  and  safety.  Included 
among  the  Center’s  activities  are  consumer  publications, 
product  performance  studies,  product  energy  use  measure¬ 
ment,  and  the  development  of  test  methods  for  consumer 
product  safety  standards. 

Consumer  Sounding  Boards.  NBS  is  utilizing  four  local 
consumer  sounding  boards,  which  are  composed  of  a  demo¬ 
graphic  cross  section  of  consiuners  convened  for  the  purpose 
of  providing  standards-making  organizations  with  direct 
consumer  involvement  in  their  programs.  The  CCPT  is  the 
focal  point  for  NBS  activities  with  the  sounding  boards. 

Evaluation  Panel.  An  Evaluation  Panel,  appointed  by  and 
responsible  to  the  National  Academy  of  Sciences  (NAS)  and 
composed  of  leaders  in  research  and  management  from  in¬ 
dustry,  universities,  and  other  areas  convenes  periodically  to 
review  and  evaluate  the  functions  and  operations  of  the 
CCJPT.  The  Panel  considers  the  relation  of  the  Center’s  pro¬ 
grams  to  the  mission  of  the  Bureau,  as  well  as  the  importance 
and  relative  priority  of  projects,  the  nature  and  composition 
of  staff,  and  equipment  needs.  'This  Panel  now  has  been  ex¬ 
panded  to  include  three  representatives  from  the  field  of 
consumer  affairs. 

Consumer  Surveys.  Formal  consumer  studies  are  routinely 
conducted  in  the  course  of  implementing  CCPT  programs. 
The  studies  involve  surveys  of  consumers  to  determine  infor¬ 
mation  needs  and  product  use  patterns. 

CCPT  plans  to  improve  the  current  methods  for  soliciting 
consumer  inputs.  This  will  be  accomplished  by:  (1)  Improv¬ 
ing  the  representativeness  number,  and  geographic  distribu¬ 
tion  of  the  consumer  sounding  boards;  (2)  increasing  sample 
size  and  representativeness  of  respondents  in  consumer 
studies;  and  (3)  establishing  closer  working  relationships 
with  consumer  organizations. 

Further,  the  CCPT  will  take  positive  actions  to  increase 
consumer  inputs.  Improve  their  relevance  and  timeliness,  and 
fiuilier  ensure  their  consideration  in  the  organization’s  deci¬ 
sion-making  process.  The  following  will  be  included  among 
these  actions: 

Improved  Information.  In  cooperation  with  the  General 
Services  Administration  Consumer  Information  Center,  the 
CCM  will  develop  methods  for  surveying  consumers  to  de¬ 
termine  the  acceptance  and  utility  of  Informational  ma¬ 
terials  published  by  the  CCPT  and  other  Federal  Agencies 
and  to  determine  the  consumer’s  interest  and  need  for  such 
Information. 

Consumer  Use  Patterns.  As  part  of  the  activity  to  measure 
product  energy  use,  CCPT  has  equipped  a  home  test  facility 
at  NBS  with  energy  and  behavioral  monitoring  devices  to 
observe  and  collect  data  on  the  use  patterns  of  consumer 
products.  Measurements  of  awiliance-related  energy  use  are 
also  being  collected  in  this  facility  and  in  a  sample  of  private 
homes. 

Product  Information  Conference.  It  is  proposed  that  a 
conference  of  appropriate  CJovemment,  industry,  and  private 
representatives  in  the  consmner  affairs  field  be  convened  In 
year  1977.  The  purpose  would  be  to  provide  a  mech¬ 
anism  for  improvhig  consmner  and  Industry  awareness  of 
NBS  efforts  in  the  consmner  product  technology  area,  as  well 
as  a  means  for  achieving  greater  consumer  Impact. 

The  efforts  to  Increase  consumer  participation  in  CCPT 
activities  are  designed  to  bring  consumer  Infiuence  to  bear  on 
the  choice  of  products  to  be  selected  and  the  characteristics  of 
the  products  to  be  tested.  In  addition,  consumer  participation 
will  help  to  assm%  that  test  methods  will  be  representative  of 
actual  use  patterns  and  that  test  results  will  be  expressed  In 
terms  which  are  easily  understood  by  the  consumer. 


b.  Voluntary  Product  Standards  Program.  ’The  Department 
of  Commerce  acts  as  the  coordinator  in  the  development  of 
volimtary  product  standards.  When  a  standard  is  accepted 
and  approved  for  publication,  a  standing  committee  of  pro¬ 
ducers,  distributors,  and  consumer  or  user  representatives  is 
established  to  review  the  standard  continually  in  the  light  of 
advancing  technology;  to  provide  Interpretation  of  provi¬ 
sions  of  the  standard;  and  to  make  recommendations  for 
revising  or  amending  the  standard,  if  needed.  Care  is  taken 
in  the  formation  of  such  committees  to  assure  balance  among 
the  representation  of  the  three  segments. 

NBS  has  increased  efforts  to  secure  consumer  participation 
through  the  use  of  consumer  sounding  boards  (to  date,  those 
of  New  York  and  Philadelphia)  to  review  standards  of  direct 
interest.  This  increase  in  consumer  input  to  the  standards 
process,  should  provide  ideas  for  new  standards,  as  well  as 
amendments  to,  or  revision  of,  developing  or  existing  stand¬ 
ards. 

c.  Fair  Packaging  and  Labeling  Standards.  Under  the  Fair 
Packaging  and  Labeling  Act  (FPLA),  the  Department  con¬ 
ducts  and  promotes  package  quantity  standardization  and 
uniform  labeling  standards  for  commodities  distributed  for 
sale  at  retail.  One  purpose  of  these  activities  is  to  assist  con¬ 
sumers  to  make  value  comparisons  when  purchasing  pack¬ 
aged  products  by  reducing  proliferation  in  the  number  of 
package  sizes  of  consumer  commodities.  Another  purpose  is  to 
help  consumers  select  packaged  commodities  more  readily 
and  economically  by  securing  uniform  labeling  regulations 
among  the  States. 

Activities  of  the  Consumer  Laws  and  Regulations-FPLA 
projects  that  have  a  substantial  impact  on  consumers  are 
these: 

(a)  The  development  of  simplified  package  quantity  stand¬ 
ards  and  concomitant  market  surveillance  activities:  and 

(b)  'The  development  of  the  Model  State  Weights  and 
Measures  Law,  Model  State  Packaging  and  Labeling  Regula¬ 
tion,  Model  State  Unit  Pricing  Regulation,  Model  State 
Method  of  Sale  Commodities  RegxUation,  and  Model  State 
Open  Dating  Regulation  (copies  of  which  are  available  to 
consumers  free  of  charge) . 

It  is  planned  that  the  FPLA  project  will  make  use  of  the 
Washington  Metropolitan  Area  Consumer  Scimding  Board 
and  other  similar  organizations  which  are  composed  of  a 
cross  section  of  consumers.  Members  of  the  boards  also  will 
be  able  to  review  new  metric  quantity  package  standards  that 
are  to  be  issued  in  the  near  future.  Additionally,  these  stand¬ 
ards  will  be  presented  to  the  Standards  Application  and 
Analysis  Division  Evaluation  Panel,  which,  in  the  manner  de¬ 
scribed  for  the  Voluntary  Product  Standards  Program  above, 
evaluates  the  activities  of  this  project.  This  Panel  is  broadly 
representative  of  all  sectors  of  the  community.  A  consumer 
advocate,  a  State  weights  and  measures  ofBcial,  a  scale  manu¬ 
facturer’s  representative,  and  other  private  industry  repre¬ 
sentatives  are  members  of  the  Panel.  The  Consumer  Products 
Coordinating  Committee  of  the  American  National  Metric 
Coimcil  will  also  participate  in  the  review  of  these  standards. 

Development  of  the  model  laws  and  regulations  is  carried 
out  through  the  National  Conference  on  Weights  and  Meas¬ 
ures  (NCWM)  and  its  Committee  on  Iaws  and  Regulations. 
This  Conference — ^which  serves  as  a  mechanism  to  achieve 
uniformity,  extend  consumer  protection,  and  maintain  equity 
between  buyers  and  sellers — is  composed  of  weights  and 
measures  enforcement  officials.  Consumer  organizations,  as 
well  as  representatives  of  industry,  are  in  attendance  each 
year. 

Positive  action  will  be  taken  to  Increase  consumer  inputs, 
particularly  at  the  Interim  meetings  of  the  Committee  on 
Laws  and  Regulations.  The  immediate  plan  of  action  will  be 
to  Issue  a  news  release  announcing  the  interim  meetings 
and  Including  a  synopsis  of  some  of  the  issues  to  be  discussed. 
Also,  consumer  representatives  will  be  provided  the  oppor¬ 
tunity  to  submit  comments  on  any  of  the  items  to  be  dis¬ 
cussed  during  the  meetings.  NBS  is  exploring  the  feasibility 
of  setting  up  an  advisory  group  of  selected  consumer  repre¬ 
sentatives  to  review  packaging  and  labeling  matters. 

d.  Energy  Conservation  Retrofitting  Program.  The  energy- 
conservatlon-ln-bulldlngs  program  Involves  a  number  of 
activities  which  may  have  a  substantial  Impact  on  consiuners 
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as  homeowners  or  home  buyers.  One  example  is  the  recently 
produced  consumer  information  pamphlet  entitled,  “How 
to  Make  the  Most  of  Your  Energy  Dollars,”  which  provides 
guidelines  for  homeowner  decisions  concerning  residential 
retrofitting  for  energy  conservation.  NBS  is  currently  de¬ 
veloping  similar  documents  under  contract  with  the  Energy 
Research  and  Development  Administration.  The  energy  con¬ 
servation  standards  for  building  design  also  should  have  a 
very  significant  impact  c«i  future  homeowners. 

Actions  to  date  regarding  consumer  participation  include 
the  following: 

(1)  The  Advisory  Board  for  the  NBS  Center  for  Building 
Technology  is  broadly  representative  of  the  building  com- 
mimity  and  includes  consumer  representation.  This  com¬ 
mittee  assures  that  Uie  projects  and  programs  are  designed 
to  benefit  consumer  groups,  as  well  as  the  building  community. 

(2)  Positive  actions  to  increase  consumer  inputs  and  im¬ 
prove  their  relevance  and  timeliness  also  will  include  the 
use  of  consumer  representative  consultants  in  drafting  home 
buyer/ owner  and  other  publications  and  the  test  marketing 
of  publications  designed  for  consumers. 

3.  DOMESTIC  AND  INTERNATIONAL  BUSINESS  ADMINISTRATION 

a.  Legislative  Recommendations.  The  Bureau  of  Domestic 
Commerce  regularly  contacts  interested  groups  about  legisla¬ 
tive  issues  and  summarizes  their  comments  and  positions  in 
a  legislative  abstract,  which  is  then  forwarded  with  the 
Bimeau’s  recommendations  to  the  General  Counsel.  In  this 
process,  the  Department  will  make  a  greater  effort  to  obtain 
and  consider  consumer  views  in  the  development  of  positions 
on  pending  legislation. ' 

The  Bureau  of  Domestic  Commerce  frequently  initiates 
studies  designed  to  assess  the  economic  impact  of  various 
existing  or  proposed  regulatory  actions,  which  may  lead  to 
recommended  Departmental  policy  positions.  Depending  on 
the  nature  of  the  study,  the  consumer  impact  may  be  part 
of  the  analysis.  In  such  cases,  the  Bureau  obtains  consumer 
input,  input  from  existing  dato  generated  elsewhere  in  Gov¬ 
ernment,  private  organizations,  or  consumer  groups. 

b.  Trade  Negotiations.  Consumer  views  and  consumer  repre¬ 
sentation  are  taken  into  account  in  the  multilateral  trade 
negotiations: 

The  Trade  Act  of  1974  provides  for  an  Advisory  Committee 
for  Trade  Negotiations  to  obtain  overall  policy  advice  on  any 
trade  agreement  negotiated  imder  the  Act.  The  Committee 
is  composed  of  not  more  than  45  individuals  and  includes 
representatives  of  consumer  interests.  The  committee  held 
its  initial  meeting  on  January  9, 1976. 

The  Commerce  Department  has  emphasized  in  publicizing 
its  industry  consultations  program  that  it  actively  solicits 
the  views  of  any  and  all  persons  and  organizations  not  rep¬ 
resented  on  any  of  the  formally  established  committees,  and 
a  procedure  has  been  developed  to  incorporate  their  views 
into  the  reports  of  the  advisory  commit^es. 

The  Trade  Act  provides  for  public  hearings  on  all  aspects 
of  the  negotiations  by  the  Interagency  Trade  Policy  Staff 
Committee,  of  which  the  Department  of  Commerce  is  a 
member.  The  Committee  thus  far  has  held  over  9  weeks  of 
public  hearings.  Numerous  consumer  organizations  and  in¬ 
dividuals  have  presented  testimony,  which  is  being  taken  into 
accoimt  in  the  formulation  of  U.S.  negotiating  positions. 
Additional  public  hearings  will  be  held  from  time  to  time  as 
the  negotiations  proceed,  and  consumers  will  have  further  op¬ 
portunities  to  make  known  their  views  to  U.S.  negotiators. 

c.  Short  Supply  Export  Control  Programs.  In  developing 
short  supply  export  control  policies,  it  is  frequently  necessary 
to  act  without  advance  consultation  with  any  interested 
groups,  lest  the  very  act  of  consultation  alert  exporters  to 
the  likelihood  of  controls  and  stimulate  a  sudden  rash  of 
exports  of  the  commodity  which  the  controls  are  intended  to 
conserve  for  domestic  use.  Obviously,  the  practicability  of 
advance  consultation  will  vary  widely,  depending  upon  the 
article,  material,  or  supply  it  is  proposed  to  control.  With 
this  reservation,  however,  where  the  Department  initiates  a 
study  of  the  supply/demand,  price  conditions,  and  prospects 
for  any  item,  with  a  view  toward  determining  whether  or 
not  it  is  necessary  to  impose,  substantively  modify,  or  termi¬ 
nate  export  controls  on  any  item  “to  protect  the  domestic 
economy  from  the  excessive  drain  of  scarce  materials  and 
to  reduce  the  serious  infiationary  impact  of  foreign  demand,” 
the  Department  shall: 

1.  Review  and  tabulate,  to  the  extent  feasible,  expressions 
of  consumer  attitudes  toward  the  subject  as  refiected  in,  inter 


alia,  correspondence  with  the  Department  and  telephone 
conversations  and  meetings  between  Department  officers  and 
consumer  representatives; 

2.  Consider  the  practicability  of  scheduling  a  public  hear¬ 
ing  on  the  subject  for  the  purpose  of  receiving  oral  and  writ¬ 
ten  testimony  from  interested  parties,  including  the  con¬ 
suming  public; 

3.  Where  considered  practicable,  invite  representatives  of 
appropriate  consumer  groups  to  participate  in  any  meetings 
scheduled  with  representatives  of  the  affected  industry(ies) ; 

4.  Carefully  weight  the  likely  impact  on  the  consumer  of  the 
action  under  consideration  and  the  proposed  method  of  im¬ 
plementing  it,  and  modify  these  plans  as  necessary  so  as  to 
give  adequate  consideration  to  the  interests  of  the  consmn- 
ing  public  to  lessen  any  adverse  impact  upon  that  group; 

5.  Publish  notice  of  all  new  quantitative  restrictions  on  the 
export  of  any  article,  material  or  supply  in  the  Federal  Reg¬ 
ister  and  include  therein  an  invitation  to  all  interested  par¬ 
ties  to  submit  written  comments  within  15  days  from  the  date 
of  publication  on  the  impact  of  such  restrictions  and  the 
method  of  licensing  used  to  implement  them,  as  required 
under  the  Export  Administration  Act; 

6.  Publicize  widely  each  decision  to  establish,  substantively 
modify,  or  terminate  short  supply  export  controls,  through 
issuance  of  a  press  release  explaining  in  simple  terms  the 
action  taken  and  the  rationale  for  taking  it; 

7.  Review  all  written  comments  received  in  response  to 
publication  in  the  Federal  Register  and  modify  the  scope  of 
the  controls  and  the  methods  of  licensing  selected,  as  ap¬ 
propriate,  so  as  to  provide  adequate  recognition  of  the  legiti¬ 
mate  concerns  of  those  persons  submitting  comments,  includ¬ 
ing  representatives  of  consumer  groups  and  interests; 

8.  In  considering  whether  or  not  to  grant  requested  excep¬ 
tions  to  the  published  regulations  on  grounds  of  unique  hard¬ 
ship,  adequately  weigh  the  probable  impact  on  the  consuming 
public  of  granting  or  of  withholding  approval  of  the  hard¬ 
ship  petition. 

d.  Textile  and  Apparel  Agreements.  The  Department’s 
textile  program  is  the  responsibility  of  the  Deputy  Assistant 
Secretary  for  Resources  and  Trade  Assistance  and  as  such  is 
the  Chairman  of  the  Committee  for  the  Implementation  of 
Textile  Agreements  (CTTA) ,  an  interagency  committee 
charged  with  coordinating  the  implementation  of  textile 
agreements  signed  by  the  United  States  Government. 

The  Chairman  of  CITA  is  advised  by  three  formal  advisory 
committees,  comprised  of  representatives  from  textile  in¬ 
dustry  management  and  labor,  importing,  and  exporting  sec¬ 
tors.  Meetings  are  held  in  accordance  with  the  Federal 
Advisory  Committee  Act  and  notices  of  meetings  are  pub¬ 
lished  in  the  Federal  Register  at  least  30  days  prior  to  the 
meeting  date.  These  advisory  committees  meet  approximately 
every  quarter,  and  the  minutes  of  meetings  are  open  to  public 
review. 

In  accordance  with  the  Department’s  Consumer  Reorgani¬ 
zation  Plan,  the  textile  importers’  committee  will  Include 
consumer  members,  effective  June  30, 1976.  As  soon  as  possible 
thereafter,  consumer  representatives  will  be  added  to  the 
other  two  advisory  committees. 

4.  NATIONAL  FIRE  PREVENT ATION  AND  CONTROL  ADMINISTRATION 

NFPCA’s  mission  and  its  ultimate  measure  of  success  Is 
the  reduction  of  fire  losses  by  50%  in  20  years.  Consumer  in¬ 
put  is  assured  through  these  channels;  Congressional  com¬ 
munications,  correspondence,  interviews,  and  the  general 
news  media.  A  more  detailed  evaluation  of  consumer  needs 
is  available  through  the  use  of  surveys.  This  technique  is  an 
inherent  element  of  the  NFPCA’s  management  of  programs 
of  significant  impact  on  the  general  public. 

a.  NFPCA  Fire  Safety  Research.  NTPCA  develops,  tests, 
and  evaluates  residential  smoke  detectors  and  related  equip¬ 
ment  which  are  practical,  acceptable,  and  widely  available 
to  homeowners.  Any  such  device  or  system  will  be  tested  in 
actual  communities.  Responses  will  be  carefully  monitored 
and  will  control  final  conclusions  about  the  equipment. 

The  Administrator  also  evaluates  fire  prevention  and  build¬ 
ing  codes.  The  Act  requires  that  the  human  impact  in  terms 
of  comfort  and  habitability  as  well  as  fire  prevention  and  con¬ 
trol  values,  be  considered.  The  program  therefore,  must  in¬ 
corporate  careful  regard  for  consumer  viewpKJints,  as  well  as 
the  technical  advice  of  specialists. 

In  addition,  a  volimtary,  cooperative  program  is  ongoing 
for  the  development  of  Fire  Effectiveness  Statements.  Any 
such  statement  suggested  to  builders  and  managers  must  be 
practical  to  be  accepted.  It  is  likewise  recognized  that  the 
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Fire  Effectiveness  Statements  must  be  understandable  and 
acceptable  to  the  public. 

Priorities  for  the  Fire  Safety  Research  OflSce  are  routinely 
developed  and  future  research  areas  will  be  determined  only 
after  rigorous  svurey  and  systematic  observation.  Hie 
cooperative  nature  of  this  function  assures  consumer  Input. 

Finally,  cooperation  efforts  are  between  the  NFPCA  and 
the  Consumer  Product  Safety  Commission  (CPSC) .  Hie 
CPSC  has  the  capability  for  a  continuing  smrvey  of  consumer 
Injuries.  Tills  provides  a  constant,  reliable  source  of  actual 
consumer-use  Information.  In  addition,  the  CPSC  continues 
to  gain  experience  with  the  practical  limits  of  regulatory 
authority.  That,  in  conjunction  with  the  NFPCA’s  unique 
technical  expertise  and  specialized  knowledge  of  human  be¬ 
havior  in  the  fire  field,  as  well  as  its  contacts  with  specialists, 
encourages  a  vast  range  of  consumer  input. 

b.  Public  Education.  Targets  for  educational  efforts  con¬ 
sistent  with  statutory  Imperative  are  Isolated  through  con¬ 
tinuing  analysis  of  survejrs  (such  as  the  NFPCA’s  National 
Household  Fire  Survey)  Center  employees’  trained  observa¬ 
tions,  and  contact  with  fire  prevention  and  control  personnel 
at  every  level.  To  date,  the  areas  scheduled  for  Center  efforts 
include:  (a)  Home  safety  Inspections,  (b)  detection  and  ex¬ 
tinguishing  devices  fen*  hmne  use,  (c)  procedures  to  follow  In 
case  of  fire,  (d)  specialized  information  for  occupancy  cate¬ 


gories — mobile  homes,  apartment  buildings,  and  commercial 
establishments,  (e)  sources  of  ignitiem  In  the  home— electrical 
appliances,  fiammable  liquids,  and  smoking  materials,  and 
(f)  programs  tailored  for  the  young  and  the  elderly.  The  Cen¬ 
ter  does  not  commence  efforts  In  any  area  (such  as  those 
listed  above)  without  extensive  research  Into  existing  edu¬ 
cational  programs  and  possible  alternatives.  Research  teams 
either  Include  members  of  the  target  group  or  consult  fre¬ 
quently  with  them.  The  demonstration  projects  involve  se¬ 
lected  population  groups,  whose  reactions  are  carefully  mon¬ 
itored.  Each  project  is  evaluated  according  to  the  participants’ 
responses.  Finally,  In  Its  resoiuce  exchange  and  dissemination 
role,  the  Center  functions  for  those  who  ultimately  bear  the 
major  burden  of  the  teaching.  The  Center  Is  not  a  monopoly; 
trade  associations,  unions,  and  most  notably  the  National 
Fire  Protection  Association  are  active  in  this  field.  There  Is 
also  a  great  variety  of  local  Initiative. 

Tested  educational  programs  and  materials  will  be  distrib¬ 
uted  to  fire  departments,  education  offices,  schools,  agricul¬ 
tural  extension  services,  and  organizations  of  the  elderly. 
This  l(x:ally-oriented  instruction  will  be  augmented  by  a  na¬ 
tional  media  campaign  regionally  coordinated  with  the  par¬ 
ticular  educational  program  being  carried  out  in  that  area. 
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Appendix  B. — ^Public  Comments  and  Heauncs  on  thx  Department 
OF  Commerce  Preuminart  Consumer  Representation  Plan 

Following  publication  of  the  Department  of  Commerce  consumer 
representation  plan  In  the  Federal  Register,  November  26,  1976, 
the  Department  received  approximately  40  responses  from  a  cross 
section  of  individuals  and  organizations.  Respondents  Included  pri¬ 
vate  citizens,  educational  organizations,  community  service  organi¬ 
zations,  private  consumer  groups.  State  and  local  government  of¬ 
fices,  business  and  professional  associations,  business  firms,  and 
Congressional  offices.  These  comments  contained  requests  for  further 
Information  about  the  plan  or  programs  of  the  Department;  offers 
of  professional  services  in  implementing  the  plan  (e.g.,  consumer 
opinion  surveys) ;  and  specific  recommendations  for  improving  con¬ 


sumer  representation.  Public  comments  were  made  available  to  the 
heads  of  operating  units  for  their  consideration  in  revising  their 
respective  plans.  Two  of  the  principal  recommendations — greater 
consumer  representation  on  advisory  committees  and  expanded 
consumer  education  by  the  National  Marine  FhOieries  Service — 
are  reflected  in  the  final  plan. 

The  Department  of  Commerce  participated  in  the  White  House- 
sponsored  regional  conferences  on  consumer  representation  held 
in  Chicago,  January  13,  1976;  Atlanta,  January  19,  1976;  and  San 
Francisco,  January  29,  1976.  The  Department  also  held  a  hearing 
on  its  plan  in  Washington,  D.C.,  on  February  24, 1976,  and  a  spokes¬ 
man  testified  at  a  hearing  of  the  Commerce,  Consumer,  and  Mone¬ 
tary  Affairs  Subcommittee  of  the  House  Committee  on  Government 
Operations  concerning  consumer  representation  on  March  9,  1976. 
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I.  Statement  of  Purpose 

The  purpose  of  the  Consumer  Representation  Plan  of  the 
Department  of  Justice  is  to  assure  that  the  needs  and  views 
of  the  public  receive  appropriate  consideration  in  Depart¬ 
mental  decisions  affecting  consumers.  The  Department  of 
Justice,  as  tl^e  only  Cabinet  Department  with  direct  lltiga- 
tive  responsibility,  serves  consumer  needs  through  litigation 
which  benefits  consumers.  Although  a  significant  portion  of 
the  Department’s  activities  in  the  consumer  field  consists  of 
legal  representation  of  other  executive  agencies  having  pri¬ 
mary  consumer  responsibUity,  the  plan  will  provide  the 
means  for  giving  the  management  of  the  Department  a  better 
understanding  of  consumers’  concerns  and  viewpoints  with 
regard  to  the  subjects  of  such  litigation. 

The  plan  will  also  facilitate  consumers’  and  consumer 
groups’  focusing  their  attention  on  issues  of  both  special  and 
general  concern  within  the  Department.  It  will  demonstrate 
that  legal  remedies  are  available  to  deal  with  consumer  con¬ 
cerns  and  will  foster  the  development  of  a  well-informed 
consiuner  constituency  which  will  bring  to  our  attention 
Instances  of  possible  consumer  abuse. 

n.  Executive  Summary  and  Identification  of  Operating 
Units  Involved 

The  Consumer  Representation  Plan  of  the  Department  of 
Justice  is  a  series  of  complementary  plans  for  a  number  of 
its  major  operating  units.  Each  is  aimed  at  assuring  that  the 
needs  and  views  of  the  public  are  duly  considered  in  Depart¬ 
mental  decisions  affecting  consumers  and  at  enhancing  the 
mechanisms  through  which  consumers  are  informed  about 
Departmental  activities. 

Other  units’  activities  also  affect  consumers  through  the 
Department’s  role  as  legal  representative  for  its  fellow  execu¬ 
tive  agencies.  However,  because  the  primary  decisions  on 
policy  matters  affecting  consumers  in  such  Instances  are 
made  by  the  client  agency  and  not  by  the  Department  of 
Justice,  those  operating  imits  are  not  discussed  in  this  plan. 
It  should  be  borne  in  mind  that  these  units  may  have  as  sub¬ 
stantial  an  effect  on  consumers  as  the  primary  operating 
imits.  The  distinction  has  been  predicated  solely  on  where 
the  policy  determination  is  made  and  not  on  the  potential 
impact  on  consumers. 

The  plan  also  Includes  designation  of  persons  who  will  have 
consumer  responsibility  within  the  operating  units;  the  ex¬ 
ploration  of  means  for  Increasing  consumer  input  with  re¬ 
gard  to  certain  Departmental  activities;  and  the  improve¬ 
ment  of  the  Department’s  consumer  information  system 
through  issuance  of  consumer  publications,  increased  use  of 
the  “Consumer  Register,’’  augmentation  of  the  bilingual 
staff,  wider  dissemination  of  certain  legal  notices  and  an¬ 
nouncements,  and  greater  emphasis  on  topics  of  consumer 
concern  In  the  National  Criminal  Justice  Reference  Service. 


A.  CONSUMER  AFFAIRS  ADVISOR 

To  assure  maximum  over-all  coordination  of  its  consumer 
efforts,  the  Department  has  recently  established  the  position 
of  Consumer  Affairs  Advisor  within  the  Office  of  Policy  and 
Planning  in  the  Attorney  General’s  Office.  This  will  provide  a 
mechanism  by  which  all  Department  efforts  in  the  consumer 
area  can  be  coordinated  and  will  serve  as  a  focus  for  con¬ 
sumer-related  concerns  and  initiatives  within  the  Depart¬ 
ment. 

B.  UNITED  STATES  ATTORNEYS 

The  ninety-four  United  States  Attorneys  are  the  chief  fed¬ 
eral  law  enforcement  officers  within  their  districts.  Because 
they  are  responsible  for  federal  criminal  and  civil  litigation 
within  their  districts,  they  are  the  principal  Departmental 
point  of  contact  with  consumers.  The  plan  outlines  a  model 
for  a  consumer  affairs  component  within  a  United  States 
Attorney’s  office.  The  model  is  comprised  of  the  following  ele¬ 
ments:  consumer  protection  designees;  liaison  with  other 
consumer  groups;  concentrated  enforcement  efforts;  coordi¬ 
nation  among  investigative  and  regulatory  agencies;  co¬ 
ordination  among  United  States  Attorneys’  offices;  and  public 
information. 

C.  ANTITRUST  DIVISION 

The  Antitrust  Division,  by  investigating  and  prosecuting 
antitrust  violations,  serves  as  an  advocate  for  increased  busi¬ 
ness  competition.  Since  the  purpose  of  antitrust  litigation  is 
the  preservation  or  restoration  of  competition  and  the  elimi¬ 
nation  of  anticompetitive  practices  and  structures  from  the 
market  place,  the  successful  conclusion  of  cases  should  benefit 
consumers  through  reduction  of  prices. 

The  Consumer  Affairs  Section  of  the  Division  Is  responsible 
for  the  institution  of  civil  and  criminal  proceedings  in  cases 
referred  to  the  Department  of  Justice  by  other  agencies,  such 
as  the  Food  and  Drug  Administration  and  the  Federal  Trade 
Commission,  which  have  primary  responsibility  for  consumer 
protection  activities. 

D.  CRIMINAL  DIVISION 

The  Criminal  Division  coordinates  the  investigation  and 
prosecution  of  the  vast  majority  of  violations  of  federal  crim¬ 
inal  laws.  The  Division  also  participates  actively  in  the  de¬ 
velopment  and  implementation  of  crime  prevention  programs, 
several  of  which  relate  directly  or  indirectly  to  consumers 
and  their  economic  well-being.  The  Division  will  have  a  major 
responsibUity  for  Implementing  the  recommendations  of  the 
Department’s  White-Collar  Crime  Committee. 

E.  CIVIL  RIGHTS  DIVISION 

’The  Civil  Rights  Division  supervises  the  investigation  and 
prosecution  of  the  majority  of  federal  civU  rights  cases.  Reg¬ 
ulatory  authority  over  the  civU  rights  aspects  of  various  pro¬ 
grams  and  activities  is  exercised  primarUy  by  other  federal 
agencies,  such  as  the  Equal  Employment  Opportunity  Com¬ 
mission;  the  Department  of  Health,  Education  and  Welfare; 
the  Department  of  Housing  and  Urban  Development  and  the 
Office  of  Revenue  Sharing.  The  Division  will  seek  improved 
methods  of  informing  citizens  of  their  rights  and  remedies 
under  federal  law. 

F.  DRUG  ENFORCEMENT  ADMINISTRATION 

’The  Drug  Enforcement  Administration  is  an  enforcement 
and  regiUatory  agency  dealing  with  drug  trafficking  and 
the  control  of  dangerous  drugs.  It  has  three  main  operating 
units  pertinent  to  the  plan:  the  Office  of  Public  Affairs,  the 
Compliance  Investigations  Division  In  the  Office  of  Enforce¬ 
ment,  and  the  Office  of  Science  and  Technolc^.  Considera¬ 
tion  wiU  be  given  to  several  ccmsumer-related  actions,  includ¬ 
ing  the  opening  of  advisory  group  meetings  to  consumer 
participation. 
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G.  FEDERAL  BUREAU  OF  INVESTIGATION 

The  Federal  Bureau  of  Investigation  deals  both  directly 
and  indirectly  with  consumers,  conducting  a  wide  range  of 
personal  contacts,  educational  programs,  and  investigative 
operations.  The  purpose  of  the  FBI  portion  of  the  plan  is 
to  enhance  the  flow  of  information  from  consumers  and  con¬ 
sumer  representative  groups. 

H.  LAW'  ENFORCEMENT  ASSISTANCE  ADMINISTRATION 

The  Law  Enforcement  Assistance  Administration  provides 
grants,  technical  assistance,  and  research  support  for  state 
and  local  programs  to  combat  crime  and  to  improve  criminal 
justice  agencies  including  more  than  four  million  dollars  for 
consumer-related  projects,  such  as  the  Economic  Crime  Proj¬ 
ect  administered  by  the  National  District  Attorneys  Associa¬ 
tion,  technical  assistance  to  help  implement  such  projects, 
and  funds  for  consumer  fraud  research. 

III.  Department  of  Justice  Plan 

A.  CONSUMER  AFFAIRS  ADVISOR 

Policy  development  and  program  planning  and  evaluation 
with  regard  to  consumer-related  matters  have  been  conducted 
primarily  by  the  individual  operating  units  of  the  Department 
under  the  supervision  of  the  Attorney  General  and  the  Deputy 
Attorney  General.  To  increase  the  Department’s  effectiveness 
in  this  area,  the  Attorney  General  has  recently  created  the 
position  of  Consumer  Affairs  Advisor  within  the  Office  of 
Policy  and  Planning,  a  part  of  the  office  of  the  Attorney 
General. 

The  Consumer  Affairs  Advisor’s  responsibilities  will  in¬ 
clude: 

1.  Assisting  the  Attorney  General  and  the  Deputy  Attorney 
General  in  the  development  and  coordination  of  all  Depart¬ 
mental  policies,  procedures,  and  programs  affecting  consum¬ 
ers: 

2.  Serving  as  liaison  with  other  federal,  state,  and  local 
agencies,  the  activities  of  which  affect  consumers  with  regard 
to  matters  within  the  jurisdiction  of  the  Department;  and 

3.  Providing  such  additional  support  as  may  be  necessary 
to  insure  proper  consideration  of  the  potential  effect  of  De¬ 
partmental  activities  on  consumers. 

'The  Consumer  Affairs  Advisor  also  will  have  responsibility 
for  obtaining  consumer  views  on  matters  pertaining  to  De¬ 
partmental  operations  and  for  assuring  appropriate  response 
to  consumer  inquiries  and  complaints.  Data  pertaining  to 
consumer  matters  come  principally  from  complaints  filed  by 
consumers  with  the  United  States  Attorneys’  offices,  the  Fed¬ 
eral  Bureau  of  Investigation,  Departmental  divisions,  and 
other  Departmental  imits.  Data  are  also  obtained  from  other 
governmental  and  private  agencies  working  in  the  consumer 
field  and  through  the  Department’s  own  investigative  efforts, 
as  well  as  through  the  state  criminal  justice  plans  submitted 
toLEAA. 

In  addition,  the  Advisor  will  coordinate,  and  seek  to  im¬ 
prove,  the  information  dLsseminated  to  consumers  by  the  De¬ 
partment.  That  information  is  currently  disseminate  in  four 
principal  ways;  (1)  responses  to  consumer  complaints;  (2) 
general  information  supplied  through  the  media  about  De¬ 
partmental  actions;  (3)  speeches  and  policy  statements  by 
Department  representatives;  and  (4)  consumer  education 
programs. 

The  Advisor  will  assist  in  determining  with  other  agencies 
the  feasibility  of  the  development  among  state  and  local  gov¬ 
ernments  of  a  national  consumer  complaint  subject  index 
and  information  system  designed  to  provide  rapid  exchange 
of  information  concerning  consumer  problems. 

Finally,  the  Advisor  will  work  with  designated  persons  in 
each  of  the  operating  units  to  implement  other  provisions 
of  this  plan. 

B.  UNITED  STATES  ATTORNEYS’  OFFICES 

This  plan  outlines  a  model  consumer  component  within  a 
United  States  Attorney’s  Office.  The  model  includes  the  fol¬ 
lowing  elements:  consumer  protection  designees;  liaison  with 
other  consumer  groups;  concentrated  enforcement  efforts; 
coordination  with  investigative  and  regulatory  agencies;  and 
coordination  among  United  States  Attorney’s  Offices.  The 
model  recognizes  that  United  States  Attorneys,  in  exercising 
their  jurisdiction,  generally  are  limited  to  cases  involving 
major  schemes  with  broad  public  impact  and  to  other  cases 
involving  related  violations  of  a  substantial  nature. 


EJach  United  States  Attorney  should  designate  an  Assistant 
United  States  Attorney  to  be  responsible  for  all  consumer  pro¬ 
tection  matters.  In  smaller  offices,  this  function  may  require 
only  fhe  part-time  services  of  one  attorney.  In  the  larger  of¬ 
fices,  several  Assistant  United  States  Attorneys  may  be  as¬ 
signed  to  work  on  such  matters.  The  persons  selected  for  this 
assignment  should  have  an  overview  of  all  consumer-related 
matters  within  the  office ;  should  be  responsible  for  reviewing 
all  consumer-oriented  complaints  and  evaluating  them  for 
patterns  of  misconduct  requiring  enforcement  action;  and 
should  work  with  the  federal  investigative  agencies  and  other 
governmental  and  private  groups  having  an  interest  in  the 
consumer  area  to  develop  effective  enforcement  and  preven¬ 
tion  programs. 

The  consumer  protection  designee  should  be  affiliated  with 
the  Federal  Executive  Board  Comi  lunity  Consumer  Coun¬ 
cil,  if  one  has  been  established  in  his  District.  These  coun¬ 
cils  were  established  by  the  Board  with  the  goal  of  providing 
federal  coordination  for  federal,  state,  local,  and  private  con¬ 
sumer  efforts  within  the  districts. 

The  development  of  consumer  protection  designees  within 
the  United  States  Attorneys’  offices  can  facilitate  exchanges 
of  information,  as  well  as  cooperative  case  efforts,  among 
the  several  offices.  Many  of  the  consumer  problems  addressed 
on  a  federal  level,  particularly  large-scale  frauds,  overlap 
district  boundaries  and  require  sophisticated  coordination. 
Development  of  consumer  specialists  within  each  office  will 
make  this  coordination  more  effective. 

Consiuner-related  enforcement  efforts  should  encompass 
both  criminal  prosecution  and  civil  litigation  in  the  areas  of 
frauds  against  the  public,  frauds  against  the  government, 
frauds  within  the  business  community,  and  regulatory  vio¬ 
lations.  In  addition,  although  there  is  presently  no  specific 
statute  authorizing  the  government  to  sue  on  behalf  of  a  con¬ 
sumer,  or  class  of  consumers,  to  recover  monies  lost  due  to  a 
violation  of  federal  law.  United  States  Attorneys’  offices, 
where  appropriate,  should  assist  in  securing  restitution  for 
victims  through  plea  negotiation,  allocution  at  sentencing, 
and  referral  to  state  and  local  consumer  agencies  with  powers 
to  require  restitution.  While  there  is  no  general  statute  au¬ 
thorizing  injunctive  action  to  prohibit  further  violations  of 
federal  law.  United  States  Attorneys’  offices  should,  where 
appropriate,  proceed  with  the  injunctive  process  in  consumer- 
related  cases  if  specific  statutory  authorization  permits  (such 
as  in  FDA  and  p>ostal  matters)  or  if  supportable  under  con¬ 
trolling  case  law. 

C.  ANTITRUST  DIVISION 

The  primary  responsibility  of  the  Antitrust  Division  is  to 
promote  the  basic  economic  policy  of  the  United  States,  i.e., 
that  competition  tends  to  produce  better  goods  and  services 
at  lower  prices,  to  create  more  flexible  market  conditions,  and 
to  encourage  a  higher  rate  of  innovation.  In  order  to  maintain 
these  economic  values,  the  Division  enforces  the  Sherman 
and  Clayton  Acts;  argues  the  competitive  viewpoint  in  regu¬ 
latory  proceedings  involving  transportation,  energy,  commu¬ 
nications,  securities,  and  banking;  and  supervises  litigation 
under  such  consumer  protection  statutes  as  the  Federal  Food, 
Drug,  and  Cosmetic  Act,  the  Hazardous  Substances  Act,  the 
Federal  Trade  Commission  Act,  the  Pair  Credit  Reporting 
Act,  the  Consumer  Product  Safety  Act,  and  the  Truth  in 
Lending  Act. 

The  Division’s  plan  seeks  to  encourage  the  formation  of  an 
active  and  well  educated  consumer/ antitrust  constituency, 
and  to  develop  a  program  for  increased  participation  by  con¬ 
sumers  in  the  Division’s  activities.  The  Division  has  desig¬ 
nated  the  Chief  of  its  Consumer  Affairs  Section  to  coordinate 
the  Division’s  activities  with  the  Department’s  Consumer 
Affairs  Advisor  and  other  entities  concerned  with  consumer 
representation.  The  Division  also  has  recently  Increased  its 
staff  to  ensure  more  prompt  and  effective  responses  to  individ¬ 
ual  complaints  and  inquiries. 

Speeches,  press  releases,  correspondence,  and  public  con¬ 
ferences  are  the  mainstay  of  the  Division’s  efforts  to  Inform 
the  public  of  its  policies  and  activities.  Increased  efforts  are 
underway  to  improve  this  function. 

The  Division  recently  released  its  first  publication  on  anti¬ 
trust  enforcement  designed  specifically  for  consumer  educa¬ 
tion,  a  pamphlet  entitled  Antritrust  Enforcement  and  the 
Consumer.  It  is  available  without  cost  from  the  Division’s 
Consumer  Affairs  Section.  The  pamphlet  describes  the  anti¬ 
trust  laws  from  a  consumer  viewpoint,  discusses  potential 
violations  which  consumers  may  encounter,  and  tells  how 
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and  where  consumers  may  contact  antitrust  enforcement 
authorities. 

Press  releases  are  prepared  and  disseminated  by  the  Divi¬ 
sion  when  enforcement  actions  are  filed,  when  settlements 
are  proposed,  and  when  Important  regulatory  agency  filings 
are  submitted.  I^eeches  and  Congressional  testimony  by  Divi¬ 
sion  ofBcials  are  also  released  in  their  entirety.  A  conscious 
effort  will  be  made  to  write  releases  in  non-technical  lan¬ 
guage,  and  the  Division  will  place  more  emphasis  on  the 
consumer  impact  of  antitrust  enforcement  activities. 

Under  the  Antitrust  Procedures  and  Penalties  Act,  which 
became  effective  in  Jime  1975,  the  Division  prepares  a  com¬ 
petitive  impact  statement  designed  to  provide  information 
concerning  the  anticipated  impact  of  every  proposed  settle¬ 
ment  of  an  antitrust  enforcement  lawsuit.  A  summary  of  the 
terms  of  the  settlement,  a  siunmary  of  the  competitive  im¬ 
pact  statement,  and  a  list  of  the  materials  and  documents 
available  for  public  examination  are  published  in  the  Federal 
Register  and  in  newspapers  of  general  circulation  both  in  the 
locality  of  the  lawsuit  and  in  Washington,  D.C. 

ihis  procedure  provides  an  opportunity  for  consumers  who 
may  be  affected  by  the  judgment  to  make  comments  before 
the  court  approves  the  settlement.  K  the  comments  submitted 
disclose  facte  or  considerations  which  indicate  that  the  pro¬ 
posed  settlement  is  inappropriate  or  inadequate,  the  Depart¬ 
ment  of  Justice  may  wiOidraw  the  settlement. 

Some  antitrust  lawsuits,  particularly  those  ihvolving  basic 
consiuner  commodities,  generate  considerable  consumer 
interest.  In  such  cases,  the  Division  will  submit  the  sum¬ 
maries  to  the  Office  of  Consiuner  Affairs  “Consumer  Register” 
in  addition  to  the  Federal  Register  and  the  newspapers  in 
Washington  and  in  the  locality  of  the  lawsuit.  Responses  from 
consumer  organizations  will  be  encouraged. 

In  legal  proceedings  before  regulatory  agencies,  the  ui- 
vision  submits  and  argues  its  analysis  of  the  competitive  im¬ 
pact  of  proposed  regulations.  In  cases  of  major  interest  to 
consumers,  a  summary  of  the  position  advocated  by  the  Divi¬ 
sion  and  the  supporting  legal  documents  will  be  released  to 
the  press  and  to  the  “Consume  Register.” 

d.  criminal  division 

The  Criminal  Division  oversees  the  enforcement  of  all  fed¬ 
eral  criminal  laws,  except  those  specifically  assigned  to  other 
divisions  of  the  Department.  Accordingly,  a  significant  por¬ 
tion  of  the  Division’s  work  has  an  impact  on  consumer 
interests. 

"The  Division  has  ten  operating  sections,  four  of  which  have 
a  direct  Impact  on  consumers.  Hie  Fraud  Section,  through 
the  operations  of  &  consumer  fraud  imit,  continues  to  over¬ 
see  the  enforcement  of  a  variety  of  fraud-related  statutes. 
The  General  Crimes  Section  is  charged  with  supervision  of 
the  enforcement  of  statutes  relating  to  the  channels  of  inter¬ 
state  commerce,  and  various  other  matters  indirectly  affect¬ 
ing  consumers.  The  Government  Regulations  and  Labor  Sec¬ 
tion  oversees  litigation  to  enforce  criminal  and  civil  sanctions 
under  a  wide  variety  of  statutes  providing  for  the  regulation 
of  working  conditions,  food  production,  and  public  transporta¬ 
tion  and  communication.  'The  Narcotic  and  Dangerous  Drug 
Section  oversees  litigation  arising  out  of  federal  laws  pertain¬ 
ing  to  controlled  substances. 

As  part  of  its  consumer  effort  the  Division  will  have  prin¬ 
cipal  responsibility  for  implementing  the  proposals  of  the 
Department’s  White-Collar  Crime  Committee.  These  pro¬ 
posals  include  major  anti-fraud  efforts  in  such  areas  as  land 
transactions  and  government  programs. 

The  Division  currently  is  participating  with  other  agencies 
in  programs  designed  to  stimulate  community  Involvement 
and  participation  in  crime  prevention  programs.  These 
programs  Include  the  Interagency  Committee  on  Auto-Theft 
Prevention,  the  Interagency  Committee  on  Cargo  Security, 
the  Federal-State  Law  Enforcement  Committee,  and  the 
Federal  Advisory  Committee  on  False  Identification. 

The  Criminal  Division,  as  part  of  its  consumer  effort,  has 
suggested  a  number  of  legislative  changes  aimed  at  further 
protecting  consumers.  Among  other  things,  the  proposed  Fed¬ 
eral  Criminal  Code  (S.l  and  H.R.  3907,  94th  Cong.,  1st  Sess.) 
Includes,  at  the  suggestion  of  the  Division,  a  careful  delinea¬ 
tion  of  the  criminal  liability  of  a  corporation  for  the  conduct 
of  its  agents  as  well  as  a  clear  statement  of  the  criminal 
liability  of  an  agent  for  the  acts  of  a  corporation;  an  Injunc¬ 
tive  rehef  provision  to  halt  fraudulent  activities  when  they 


are  discovered;  a  provision  to  make  pyramid  sales  schemes 
illegal;  increased  penalties  for  large-scale  theft,  embezzle¬ 
ment,  and  fraud  offenses;  offenses  to  help  reduce  the  traffick¬ 
ing  in  forged,  counterfeit,  or  stolen  securities;  and  a  new 
felony  statote  punishing  violations  of  health,  pollution,  and 
other  regulatory  laws  that  may  endanger  lives.  In  order  to 
facilitate  restitution  to  victims  of  criminal  offenses,  the  pro¬ 
posed  code  contains  a  requirement  that  a  person  found  guilty 
of  an  offense  involving  fraudulent  practices,  or  a  corporation 
found  guilty  of  any  kind  of  offense,  may  be  required  to  give 
notice  of  the  conviction  to  all  the  persons  who  may  have 
been  victimized  by  the  offense.  In  addition,  the  code  includes 
a  general  tenfold  increase  in  corporate  and  Individual  fine 
limits — as  well  as  a  potential  maximum  fine  of  double  the 
gain  realized  or  the  loss  caused  by  any  criminal  activity — 
in  order  to  deter  willful  violation  of  the  existing  regulatory 
statutes  by  raising  the  penalty  level  so  that  the  fines  avail¬ 
able  will  not  be  viewed  simply  as  a  minor  “cost  of  doing 
business.” 

.  E.  CIVIL  RIGHTS  DIVISION 

The  Civil  Rights  Division  has  the  primary  responsibility 
for  enforcement  of  the  majority  of  federal  civil  rights  laws, 
which  apply  to  a  broad  range  of  activities  in  which  consumers 
participate.  The  Division  is  divided  into  ten  operating  sections, 
three  of  which — the  Housing  Section,  the  Public  Accommoda¬ 
tions  and  Facilities  Section,  and  the  Federal  Programs  Sec¬ 
tion — ^have  a  special  significance  to  consumers.  These  Sections 
enforce  statutes  prohibiting  discrimination  in  housing;  in 
credit  transactions;  and  in  the  OF>eration  of  restaurants, 
hotels,  places  of  entertainment,  recreation  areas,  hospitals, 
and  penal  institutions. 

All  Sections  respond  to,  and  meet  with,  citizens  who  bring 
civil  rights  complaints  to  the  Department.  When  complaints 
are  beyond  the  scope  of  the  Division’s  authority  an  effort  is 
made  to  direct  the  complainant  to  the  most  appropriate  pri¬ 
vate  or  governmental  source  of  assistance.  Although  the  Civil 
Rights  Division  processes  thousands  of  civil  rights  complaints 
each  year,  it  continues  to  seek  improved  methods  of  inform¬ 
ing  irftizens  of  their  rights  and  remedies  under  federal  law. 
In  addition  to  providing  information,  the  Division  routinely 
invites  public  comment  on  all  proposed  regulations  or  guide¬ 
lines  dealing  with  enforcement  of  civil  rights  laws.  The  Divi¬ 
sion  is  also  seeking  to  increase  its  bilingual  staff,  so  as  to  be 
able  to  respond  more  effectively  to  persons  who  do  not  speak 
English. 

In  continuing  its  efforts  to  keep  the  public  informed  about 
federal  civil  rights  protections  and  remedies,  the  Division 
expects  to  publish  a  short,  yet  comprehensive,  pamphlet  de¬ 
scribing  the  federal  civil  rights  laws  enforced  by  the  Division, 
complaint  procedures,  and  enforcement  mechanisms  avail¬ 
able.  The  pamnhlete  will  be  enclospd  in  resnonses  to  citizen 
complaints  and  distributed  on  a  wide  scale  to  such  places  as 
United  States  Attorneys’  Offices  and  civil  rights  organizations. 

P.  DRUG  ENFORCEMENT  ADMINISTRATION 

The  purpose  of  the  Drug  Enforcement  Administration 
(DEA)  is  to  protect  the  health  and  safety  of  the  general 
public  by  enforcing  the  Controlled  Substances  Act  of  1970 
(CSA-1970) .  That  Act  provides  authority  to  control  and  reg¬ 
ulate  narcotics  and  dangerous  drugs  and  to  limit  tlie  avail¬ 
ability  of  substances  controlled  by  the  Act.  Whfie  the  general 
public  is  indirectly  affected  by  most  of  DEA’s  activities, 
groups  such  as  physicians,  pharmacists,  veterinarians,  den¬ 
tists,  drug  wholesalers,  and  manufacturers  are  directly 
affected. 

DEA’s  public  information  and  education  programs  reach 
many  people  through  the  dissemination  of  Information  on 
drugs,  drug  abuse,  and  the  drug  problem.  In  addition,  con¬ 
sideration  will  be  given  to  the  following  administrative  and 
procedural  actions: 

1.  Coordination  of  responses  to  consumer-related  Inquiries 
through  the  Office  of  Public  Affairs  and  an  inter-office  co¬ 
ordinating  committee; 

2.  Opening  of  advisory  group  meetings  to  the  news  media 
and  to  concerned  organizations  outside  the  registrant  field; 

3.  Improving  F’ederal  Register  announcement  procedures 
and  dissemination  of  prehearing  announcements,  informa¬ 
tion  on  hearings,  and  releases  explaining  and  clarifying  tech¬ 
nical  language; 

4.  Issuance  of  guidelines  to  DEA  regional  offices  regarding 
the  need  for  coordination  of  information  on  consumer-re¬ 
lated  Issues;  and 


FEDERAL  REGISTER,  VOL  41,  NO.  189— TUESDAY.  SEPTEMBER  28.  1976 


42856 


NOTICES 


5.  Contacting  consumer  groups  to  determine  their  interest 
in  attending  registrant  committee  meetings  or  state  regis¬ 
trant  conferences. 

G.  FEDERAL  BUREAU  OF  INVESTIGATION 

The  FBI  serves  consumers  by  investigating  criminal  viola¬ 
tions  and  civil  matters  and  by  providing  a  wide  range  of 
services  to  private  citizens,  businesses,  and  other  federal, 
state,  and  local  agencies.  T^ie  FBI  will  coordinate  a  four¬ 
pronged  white-collar  crime  program  consisting  of  research, 
intensified  investigation,  development  of  public  awareness 
of  the  problems,  and  training.  White-collar  crimes  include 
such  offenses  as  bank  fraud  and  embezzlement,  bribery,  anti¬ 
trust  violations,  federal  housing  frauds,  fraud  against  the 
government,  copyright  infringement,  public  corruption,  and 
Hobbs  Act  violations.  According  to  the  United  States  Cham¬ 
ber  of  Commerce,  white-coUar  crime  costs  citizens  approxi¬ 
mately  $40  billion  yearly. 

Through  the  services  of  the  Inspection  Division  and  the 
Office  of  Planning  and  Evaluation,  the  FBI  will  continue  to 
analyze  the  FBI’s  operations  and  policies  on  a  regular  l^is 
to  insure  that  consumer  Interests  receive  appropriate  atten¬ 
tion.  A4so,  the  FBI  will  continue  to  utilize  its  mechanisms  for 
receiving  and  processing  information  from  consumers  and 
will  pursue  efforts  to  insure  that  consumers  are  aware  of  the 
FBI’s  services. 

H.  LAW  ENFORCEMENT  ASSISTANCE  ADMINISTRATION 

LEAA’s  goal  in  the  consumer  area  is  to  reduce  consumer 
losses  caused  by  a  variety  of  crimes.  LEAA  intends  to  Increase 
funding  for  consumer  programs  through  its  grants  to  state 
and  regional  criminal  justice  planning  agencies.  The  con¬ 
sumer  representatives  on  these  planning  agencies  will  iden¬ 
tify  state  and  local  problems  relating  to  consumers  and  will 
recommend  ways  to  improve  enforcement  efforts. 

LEAA  has  awarded  grants  totaling  $2.7  million  to  fund 
programs  devoted  exclusively  to  economic  crime.  Six  more 
grants  totaling  $1.2  million  are  being  processed  tp  combat 
major  consumer  frauds,  antitrust  activities,  and  economic 
conspiracies.  The  Economic  Crime  Project  of  tho  National 
District  Attorneys  Association  covers  a  variety  of  offenses — 
including  land  fraud,  warranty  offenses,  and  auto  repair 
swindles.  It  directly  involves  15  district  attorneys’  oflSces 
across  the  country  and  Indirectly  involves  some  30  others: 
They  investigate  economic  crime  and  distribute  Information 
to  other  law  enforcement  agencies  and  the  public  through 
an  information  clearinghouse. 

LEAA  is  expanding  its  consumer  research  to  provide  more 
effective  strate^es,  policies,  and  programs  for  preventing  and 
controlling  various  offenses.  Current  research  projects  ad¬ 
dress  problems  Involving  consumer  fraud,  computer  abuse, 
and  corruption  in  licensing  and  regulatory  agencies. 

A  major  LEAA  service  that  aids  the  flow  of  information 
to  the  consumer  is  the  National  Criminal  Justice  Reference 
Service  (NCJRS).  'This  centralized,  automated  reference 
service  contains  Information  on  more  than  14,000  documents, 
and  currently  serves  more  than  38,000  registered  users.  Any 
person  or  organization  with  a  need  for  reference  information 
pertaining  to  law  enforcement  and  criminal  justice  may  use 


NCJRS  without  cost.  Amopg  the  information  services  of  the 
NCJRS  are  general  reference  and  information  services  as 
well  as  a  system  to  provide  the  public  with  information  on 
selected  topiQs. 

To  expand  consumer  services,  NCJRS  intends  to: 

1.  Acquire  informational  materials  related  to  consumer 
protection  and  place  it  in  the  automated  data  base; 

2.  Increase  contacts  with  consumer-oriented  groups  and 
organizations  and  encoiuage  the  exchange  of  information: 

3.  Ui'ge  prosiJeotive  users  of  consumer-related  criminal 
justice  information  to  register  with  NCJRS; 

4.  Develop  special  mailing  lists  from  current  files  for 
selected  document  maihngs;  and 

5.  Announce  pertinent  consumer  protection  related  docu¬ 
ments  and  activities  through  the  existing  NCJRS  selective 
notification  program. 

A  grant  to  the  National  Association  of  Attorneys  General 
will  create  a  national  clearinghouse  to  alert  all  states  when 
special  problems  arise  with  regard  to  antitrust  and  consumer 
protection  matters.  In  addition,  the  clearinghouse  will  dis¬ 
seminate  information  on  such  matters  through  a  monthly 
newsletter  and  research  reports.  Two  consumer  protection 
seminars,  five  regional  antitrust  seminars,  and  a  national 
meeting  of  the  Association’s  Antitrust  Committee  will  also 
be  funded. 

rv.  Effective  Date 

This  plan  will  take  effect  immediately. 

Appendix  A. — ^Public  Comment 

This  revised  Consumer  Representation  Plan  of  the  Depart¬ 
ment  of  Justice  reflects  the  oral  comments  and  suggestions 
received  during  the  White  House  Consumer  Representation 
Plan  Conferences  held  in  nine  cities  throughout  the  country 
during  January,  1976;  those  received  in  writing  during  the 
comment  period  which  closed  March  1,  1976;  and  testimony 
presented  at  a  hearing  held  at  the  Department  of  Justice  on 
February  23,  1976. 

''  Several  specific  sugegstions  liave  been  incorporated  into  the 
Plan.  They  Include:  (1)  Inclusion  of  a  consumer  representa¬ 
tion  plan  for  the  Civil  Rights  Division;  and  (2)  an  increase 
in  stafBng  in  the  Consumer  Affairs  Section  of  the  Antitrust 
Division. 

Many  comments  addressed  initiatives  first  outlined  in  the 
proposed  Plan.  An  effort  has  been  made  to  state  more  clearly 
the  goals  and  operation  of  these  initiatives,  including  develop¬ 
ment  of  mechanisms  to  handle  consumer  complaints  and  in¬ 
quiries,  designation  of  consumer  liaison  personnel,  and  devel¬ 
opment  and  dissemination  of  consumer-related  information 
about  the  Department  and  its  operations. 

Other  written  comments  suggested  the  inclusion  of  the  Civil 
Division  in  the  Plan  and  the  establishment  of  a  consumer  in¬ 
formation  training  program  for  Department  employees.  As 
explained  in  the  Plan,  the  Civil  Division  is  excluded  because 
its  sole  role  is  as  legal  representative  for  other  agencies.  'The 
Consumer  Affairs  Advisor  will  explore  with  the  operating 
units  of  the  Department  the  benefits  of  undertaking  a  pro¬ 
gram  of  consumer  relations  training. 
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DEPARTMENT  OF  THE  TREASURY 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

Special  Assistant  to  the  Secretary  for  Consumer  Affairs, 
Main  Treasury  Building  (Room  1454),  15th  &  Pennsyl¬ 
vania  Avenue,  N.W.,  Washington,  D.C.  20220  (20^ 
964-5487. 
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I.  Statemextt  of  E*urpose 

Tlie  purpose  of  this  Consumer  Representation  Plan  is  to 
insure  that  persons  who  are  affected  by  any  Treasury-spon¬ 
sored  legislation,  regulation,  or  program  decisitm  have  the 
opportunity  to  present  their  views  on  the  subject,  and  to 
insure  that  these  views  are  duly  considered  in  the  Depart¬ 
ment’s  decisionmaking  process.  The  plan  is  an  expression 
of  Treasury’s  commitment  to  more  actively  solicit  consumer 
opinion  and  to  make  the  bureaus  and  offices  more  responsive 
to  the  consumer  without  creating  additional  layers  of  bu¬ 
reaucracy.  The  machinery  and  the  techniques  for  assuring 
consumer  representation  already  exist  within  Treasury,  and 
the  plan’s  purpose  is  to  see  that  they  are  regularly  and  effec¬ 
tively  applied. 

II.  Executive  Summary 

In  order  to  develop  an  effective  plan,  we  first  examined 
current  consumer  representation  in  Treasury.  Case  histories 
of  decisions  made  in  Treasury  during  1974-75  were  reviewed 
to  detennine  the  effectiveness  of  representation  and  extent 
of  consumer  participation.  From  tois  examination,  three 
principal  recommendations  were  made: 

A.  Designation  of  the  p^ition  of  Special  Assistant  to  the 
Secretary  (Consumer  Affairs)  as  a  coordinator  of  a  Treasury¬ 
wide  consumer  representation  effort. 

B.  Establishment  of  a  monitoring  system  to  insure  timely 
solicitation  and  use  of  consumer  views.  Each  bureau  and 
office  shall  have  a  contact  person  familiar  with  the  structure 
and  detail  of  the  consumer  effort  within  that  organization. 
Current  lines  of  authority  from  the  Secretary  to  bureaus  and 
offices  shall  be  maintained.  Bureau  and  office  heads  are 

-  charged  with  the  responsibility  of  insuring  that  their  orga¬ 
nization  complies  with  the  spirit  of  this  plan.  The  Special 
Assistant  to  the  Secretary  (Consumer  Affairs)  is  available  to 
advise  on  the  development  of  a  consumer  representation  effort 
within  those  organizations.  The  Special  Assistant  shall  keep 
the  Secretary  apprised  as  to  the  status  of  the  Department¬ 
wide  effort. 

C.  Issuance  by  the  Secretary  of  guidelines  for  all  Treasury 
program  managers  to  follow  in  planning  and  evaluation  of 
their  programs  in  order  to  obtain  and  make  use  of  consumer 
views. 

m.  Plan 

Consumers  of  Treasury  Department  services  and  products 
fall  Into  many  categories:  taxpayers,  travelers,  bondholders, 
welfare  recipients,  and  many  others.  As  defined  for  the  pur¬ 
poses  of  this  plan,  a  consumer  is  the  final  recipient  of  our 
product  or  service  as  an  individual,  not  as  an  organization 
or  intermediary. 

Consumer  participation  hi  the  decisionmaking  process  oc¬ 
curs  in  two  complementary  phases:  the  flow  of  comments  and 
complaints  from  consumers,  and  the  fiow  of  Information 
from  the  Department.  Comments  of  consumers,  solicited  or 
luisolicited,  are  directed  toward  existing  programs  or  planned 
programs.  Information  from  Treasury  is  designed  to  inform 
or  reply  to  consumers. 


f"  A.  CONSUMERS’  VIEWS'.  SOURCES  NOW  IN  USE 

1.  Advisory  committees  range  from  the  Secretary’s  ad¬ 
visory  committees  (four) ,  to  IRS  advisory  committees  (four) , 
to  B’dvisory  committees  to  the  Director  of  the  Bureau  of 
Alcohol,  Tobacco  and  Firearms  (two).  The  Comptroller  of 
the  Currency  is  also  in  the  process  of  rechartering  14  Regional 
Advisory  Committees  on  Banking  Policies  and  Practices  and 
one  National  Advisory  Committee  on  Banking  Policies  and 
Practices. 

The  membership  of  the  present  committees  shall  be  re¬ 
viewed  with  the  objective  of  securing  consumer  representa¬ 
tion.  This  review  process  is  the  responsibility  of  the  committee 
managers  in  consultation  with  the  Special  Assistant  to  the 
Secretary  (Consumer  Affairs)  with  review  by  the  Assistant 
Secretary  (Administration). 

2.  Public  hearings  are  used  currently  by  most  bureaus 
and  offices  when  substantial  consumer  impact  is  anticipated 
from  a  decision,  regulation,  or  legislation. 

Pull  use  of  public  hearings  shall  be  maintained.  Where  con¬ 
sumer  participation  appears  limited,  direct  solicitation  of 
opinion  shall  be  employed.  Use  of  evening  hearings  and 
regional  hearings  away  from  Washington  is  encouraged  to 
obtain  a  full  range  of  opinion  on  issues. 

3.  Public  interest  groups  have  been  only  moderately  repre¬ 
sented  in  public  hearings.  Since  they  do  provide  a  unique  con¬ 
sumer  viewpoint  in  addition  to  direct  consumer  participation, 
they  shall  be  consulted.  State  and  local  government  consumer 
offices  can  add  depth  to  the  diversity  of  opinion  needed  on 
consumer  issues.  Elicitation  of  comments  from  these  groups 
is  encouraged.  Mailing  labels  for  these  groups  can  be  obtained 
from  the  Special  Assistant  to  the  Secretary  (Consumer  Af¬ 
fairs)  . 

4.  Consumer  correspondence  and  complaints:  The  account¬ 
ability  system  for  consumer  inquiries  and  complaints  w'ill  in¬ 
sure  that  consumers  receive  prompt  responses. 

5.  Digests  of  consumer  publications:  Publications  by  the 
major  consumer  groups  are  not  widely  used  in  Treasury.  Bu¬ 
reaus  and  offices  are  urged  to  actively  solicit  consumer  views 
from  these  sources. 

6.  Responses  to  media  announcements :  Notices  of  proposed 
rulemaking  and  of  public  hearings,  published  in  the  P’ederal 
Register,  and  announcements  of  actions  soliciting  comments 
have.  In  the  past,  evoked  minimal  response  from  the  general 
public.  The  circulation  of  the  Federal  Register  Is  primarily 
to  businesses  and  special  interest  groups  (60  percent  of  total 
circulation) ,  and  the  format  and  wording  in  the  Federal  Reg¬ 
ister  are  difficult  for  the  layman.  For  this  reason,  the  Con¬ 
sumer  Representation  Plan  for  Treasury  will  insure  that  con¬ 
current  press  releases  will  be  distributed  to  the  media. 

7.  Public  opinion  surveys  have  been  used  by  the  IRS  in 
evaluating  its  taxpayer  service  program.  This  plan  requires 
bureaus  and  offices  to  use  public  opinion  surveys  when  other 
methods  provide  inadequate  participation.  Preparation  of 
a  questionnaire  and  addressee  determination  shall  be  co¬ 
ordinated  with  the  Special  Assistant  to  the  Secretary  (Con¬ 
sumer  Affairs) . 

Our  study  shows  that  everj-  technique  and  method  of  solic¬ 
iting  consumer  views  is  used  somewhere  in  Treasury,  but  all 
techniques  are  not  used  at  any  one  bureau  or  office.  Ihis  plan 
creates  a  monitoring  apparatus  in  the  Office  of  the  Secretary 
and  in  the  bureaus  to  insure  that  these  known  techniques 
are  more  widely  used  and  that  the  results  are  weighed  in  the 
decision-making  process, 

B.  INFORMATION  FROM  TREASURY 

Information  issuing  from  Treasury  is  the  other  half  of  the 
cycle  between  Treasury  and  consumer.  Each  of  the  techniques 
listed  In  m-A  has  a  secondary  effect  of  informing  the  public. 
The  information  prc^rams  and  responses  to  consumer  inquir¬ 
ies  described  below  serve.  In  turn,  to  stimulate  further  dia¬ 
logue  between  consumer  and  Treasury. 
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Information  techniques  fall  into  three  categories: 

1.  General  publicity:  press  releases,  speeches,  publications 
in  the  Federal  Register,  news  media  coverage. 

Press  releases  are  generated  by  each  bureau.  In  the  past, 
there  has  been  a  problem  in  getting  news  articles  published. 
This  is  especially  true  in  the  more  technical  areas.  More  suc¬ 
cess  has  been  realized  by  releasing  feature  articles  to  the 
media.  Bureau  and  office  heads  shall  explore  this  area  more 
thoroughly.  Consumer  advantages  shall  be  spelled  out  in  the 
articles. 

While  it  is  realized  that  many  technical  areas  are  covered 
In  the  Federal  Register,  a  lead  paragraph,  written  in  news 
style,  summarizing  the  article  content  shall  precede  the  main 
announcement.  If  the  Federal  Register  is  to  be  used  to  solicit 
consumer  participation  and  media  coverage,  we  must  make 
information  more  readily  decipherable  and  easier  to  use.  In 
addition,  a  news  release  shall  be  prepared  in  conjunction 
with  submission  of  items  for  the  Federal  Register.  Included 
in  the  news  release  will  be  an  address  and  phone  number  to 
which  interested  parties  may  respond. 

Speeches  by  Treasury  officials  offer  the  best  means  of  media 
coverage. 

Consumer  education  is  employed  by  many  units  of  Ti’eas- 
ury.  IRS  conducts  tax  courses  for  specific  groups  of  taxpayers, 
such  as  small  business  associations,  or  for  people  who  have 
suffered  losses  in  natural  disasters.  The  Secret  Service  con¬ 
ducts  classes  in  the  detection  of  counterfeit  currency  and 
how  to  safeguard  against  check  and  bond  forgery.  These 
types  of  educational  activities  are  strongly  encouraged. 
Treasury  officials  at  all  levels  shall  also  actively  make  them¬ 
selves  available  as  speakers  to  local  groups  in  order  to  fur¬ 
ther  the  educational  goals  of  the  Department  with  regard 
to  consumers. 

2.  Group-specific  output  to  consumer  groups  and  special 
interest  groups.  Many  special  interest  groups  request  that 
they  be  placed  on  the  mailing  list  of  various  bureaus  and 
offices.  This  is  encoui’aged.  Moreover,  the  same  type  of 
relationship  is  encouraged  with  public  interest  and  consumer 
groups.  Lists  of  these  groups  are  available  from  the  Special 
Assistant  to  the  Secretary  (Consumer  Affairs).  Reciprocal 
exchange  of  ideas  and  views  is  also  strongly  encouraged. 

3.  Individual  responses  to  consumers  making  complaints 
or  requesting  information.  Most  written  items  are  answered 
in  writing,  though  whenever  possible,  the  individual  should 
be  phoned.  The  personal  touch  and  faster  response  time,  plus 
the  resulting  contact  with  the  public,  will  reduce  bureau¬ 
cratic  insulation.  We  are  in  a  service  business  and  our  re¬ 
sponses  should  serve  our  public  quickly  and  efficiently.  A 
written  log  of  telephoned  responses  shall  be  maintained. 

C.  DEPARTMENTAL  ACTIONS 

1.  Establishment  of  the  position  of  Special  Assistant  to 
the  Secretary  (Consumer  Affairs) .  This  action  was  com¬ 
pleted  in  August  1975. 

The  Special  Assistant  is  a  senior  level  advisor  for  consumer 
matters  for  the  Secretary  and  Deputy  Secretary  of  the  Treas¬ 
ury.  The  incumbent  shall  help  achieve  a  flow  of  concerns  and 
ideas  between  the  consumer  and  the  Treasury  and  shall  work 
to  inform  the  public  as  to  what  the  Treasury  is  doing  to  help 
the  consumer. 

Specific  responsibilities  for  the  Special  Assistant  to  the 
Secretary  (Consumer  Affairs)  include: 

(a)  Insure  appropriate  consumer  input.  (1)  Review  pro¬ 
posed  legislation  for  jwssible  consumer -related  improvements. 

(2)  Encourage  or  initiate  public  discussions  on  Treasury- 
related  matters  (e.g.,  hearings  on  proposed  rules,  conferences 
on  legislation,  etc.). 

(3)  Monitor  consumer  comments  and  complaints  into  the 
Department  and  the  various  bureaus. 

(4)  Review  procedures  in  the  bureaus  and  agencies  with 
the  idea  of  making  it  easier  for  consumers  to  penetrate  the 
bureaucracy. 

(5)  Advise  Treasury  officials  concerning  consumer  goals 
within  their  respective  areas,  and  recommend  Departmental 
policy  to  the  Secretary. 

(b)  Inform  public  of  Treasury  actions  and  programs  bene¬ 
ficial  to  the  consumer.  (1)  Review  speeches  and  press  releases 
to  encourage  more  consumer-related  content. 

(2)  Work  with  the  Office  of  Public  Affairs  to  identify  and 
publicize  consumer  programs  in  the  Treasury. 

(3)  Sample  consumer  correspondence  to  maintain  appro¬ 
priate  consumer  “sensitivity.” 

(c)  Work  within  the  Department  to  improve  consumer 
services.  (1)  Serve  as  a  consultant  to  senior  officials  to  assist 
them  in  improving  consumer  programs. 


(2)  Sei-ve  as  a  consultant  to  the  various  bureaus  and  agen¬ 
cies  to  help  improve  their  relationships  with  the  consumer. 

(3)  Discern  trends  which  are  adverse  to  the  consumer  and 
act  as  a  troubleshooter. 

2.  Establishment  of  a  monitoring  system  to  insure  timely 
solicitation  and  use  of  consumer  views,  and  to  assure  com¬ 
pliance  with  the  following  guidelines  issued  by  the  Secre¬ 
tary  of  the  Treasury: 

Each  bureau  and  office  that  has  consumer  impact  shall 
designate  a  contact  person  w'ithin  the  organization  to  act  in 
the  capacity  of  consumer  representative.  This  person  shall 
be  thoroughly  familiar  with  the  organization  and  be  at 'a  level 
that  insures  a  complete  overview  of  consumer  contact.  In 
addition,  the  consumer  representatives  shall  coordinate  their 
activities  with  the  Special  Assistant  to  the  Secretary  (Con¬ 
sumer  Affairs). 

All  bureaus  and  offices  shall  insure  that  a  balanced  view¬ 
point  is  obtained  w'hen  considering  legislation,  regulations 
or  administrative  decisions  affecting  consumers.  In  the  ab¬ 
sence  of  voluntary  participation  by  any  specifically  affected 
group,  direct  solicitation  of  that  group  shall  be  employed 
The  techniques  of  soliciting  consumer  views  are  outlined  in 
the  Departmental  plan. 

Contact  with  consumers  by  Department,  bureau  and  office 
officials  is  strongly  urged. 

When  public  meetings,  healings,  or  briefings  are  scheduled 
outside  the  District  of  Columbia,  the  sponsoring  bureau  or 
office  shall,  as  a  matter  of  courtesy,  notify  the  two  Senators 
from  that  State  and  the  Representative  from  the  district  in 
which  the  meeting  is  scheduled. 

Consumer  complaint  handling  is  to  be  used  as  a  policy 
initiator.  Toward  that  end,  bureaus  and  offices  shall  regularly 
tabulate  and  analyze  complaints  and  suggestions  for  use  by 
decisionmakers  in  formulating  or  altering  policies. 

Provision  shall  be  made  for  identification  and  use  of  bilin¬ 
gual  employees  of  the  Treasury  in  handling  comments  and 
complaints  of  non-English-speaking  consumers. 

D.  ALLOCATION  OF  RESOURCES 

It  is  anticipated  that  no  additional  personnel  or  funds  will 
be  required  to  implement  the  Consumer  Representation  Plan 
and  guidelines.  Current  lines  of  authority  shall  be  main¬ 
tained.  The  Special  Assistant  to  the  Secretary  (Consumer 
Affairs)  shall  coordinate  the  implementation  of  this  plan 
with  bureaus  and  offices. 

Appendix  A. — Public  Comments  on  Treasury’s  Proposed 
Consumer  Representation  Plan 

The  November  26,  1975,  Federal  Register  solicited  comments  on 
the  proposed  Consumer  Representation  Plan  of  the  Treasury.  In 
addition,  nine  White  House  regional  conferences  on  consumer  rep¬ 
resentation  were  held  during  January  1976.  Comments  have  been 
taken  into  consideration  from  the  public,  from  consumer  groups, 
from  special  interest  groups,  and  from  participants  in  the  regional 
conferences.  Many  of  the  suggestions  of  those  groups  are  incorpo¬ 
rated  in  the  revised  Consumer  Representation  Plan. 

The  consumer  groups  responding  universally  recommended  the 
creation  of  a  separate  agency  for  consumer  protection.  The  com¬ 
mitment  of  this  plan  is  to  implement  effective  consumer  repre¬ 
sentation. 

Several  written  comments  said  that  the  plan  lacked  commit¬ 
ment.  The  plan  has  been  revised  to  more  accurately  reflect  the  com¬ 
mitment  of  the  Department. 

One  criticism  of  the  plan  was  that  the  Special  Assistant  to  the 
Secretary  could  not  argue  consumer  interests  before  policymakers 
in  the  Department.  This  is  not  the  case.  The  person  appointed 
as  Special  Assistant  is  and  will  be  an  advocate  of  consumer  in¬ 
terests  and  argue  those  interests  forcibly  before  decisionmakers. 

Another  criticism  of  the  plan  was  that  it  provides  consumers  no 
legal  right  of  redress  with  regard  to  Departmental  decisions;  how¬ 
ever,  the  Administrative  Procedures  Act  provides  such  redress. 

One  complaint  stated  that  the  Office  of  Revenue  Sharing  was  not 
included  in  the  plan  and  should  be.  This  has  been  remedied  and 
all  bureaus  and  offices  within  Treasury  are  now  covered  by  the 
plan. 

One  comment  requested  that  provisions  be  made  for  the  De¬ 
partment  to  respond  to  non-English-speaking  consumers.  This 
is  addressed  in  our  plan  for  consumer  representation. 

On  May  25,  1976,  Treasury's  plan  was  reviewed  by  the  President’s 
Consumer  Advisory  Council  and  was  favorably  received. 

On  March  2,  1976,  the  plan  was  presented  before  Chairman  l 
Rosenthal’s  Subcommittee  on  Commerce,  Consumer,  and  Mone-  i 
tary  Affairs.  There  were  no  comments  on  the  plan.  ^ 

Finally,  more  effort  has  been  made  in  defining  how  consumer 
representation  will  be  effected. 
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I.  Statement  of  Purpose 

The  purpose  of  the  Consumer  Representation  Plan  is  to 
Insure  that  persons  who  may  be  affected  by  GSA  policies, 
decisions,  and  programs  have  the  means  to  make  their  views 
heard  and  toat  these  views  are  given  full  consideration  in 
the  agency’s  decisicm-making  process.  The  plan  outlines 
Improvements  in  four  consumer  areas  to  be  coordinated 
by  the  Director  of  Consumer  Affairs.  These  improvements 
will  incivase  consumer  responsiveness  within  GSA. 

n.  Executive  Summary 

The  Gteneral  Services  Administration’s  Consumer  Repre¬ 
sentation  Plan  includes  agency-wide  actions  and  improve¬ 
ments  in  four  individual  consumer-related  programs.  The 
Administrator  of  GSA  will  establish  a  Consumer  Advisory 
Council  and  has  appointed  a  Director  of  Consumer  Affairs  to 
implement  the  Consumer  Representation  Plan  and  to  co¬ 
ordinate  consumer  activities  within  GSA.  In  program  im¬ 
provements,  the  Oifice  of  the  Federal  Register  will  require 
explanatory  statements  for  all  important  Federal  Register 
documents;  publish  a  weekly  digest  of  explanatory  state- 
meiits;  offer  workshops  and  educational  kits  to  help  consumers 
use  the  Federal  Register  more  fully;  and  collaborate  with 
the  Department  of  Health,  Education,  and  Welfare  on  a 
model  project  to  rewrite  a  portion  of  the  Code  op  Federal 
Regulations.  The  Regulatory  Law  Division  in  the  OfBce  of 
General  Counsel  will  publish  a  notice  of  intervention  in 
the  Federal  Register  when  it  intends  to  enter  a  public  utility 
case  on  behalf  of  the  Federal  Government.  The  Consumer 
Information  Center  will  Increase  the  number  of  reader  sur¬ 
veys  and  conduct  nationwide  public  opinion  research  to  ob¬ 
tain  a  clearer  picture  of  the  public’s  cm-rent  interest  in 
specific  consumer  topics.  The  Federal  Information  Centers 
will  conduct  an  annual  public  service  campaign,  initiate  a 
continuing  community  Uaison  activity,  create  a  national 
liaison  program  with  Federal  agencies,  and  explore  various 
means  to  provide  Federal  Information  Center  services  to 
the  broadest  possible  audience. 

m.  Primary  Organizations  Involved 

The  General  Services  Administration  Is  the  Federal  Gov¬ 
ernment’s  business  manager.  Acting  in  this  capacity  for  other 
Federal  agencies,  GSA  establishes  policy  and  provides  serv¬ 
ices  such  as;  management  of  Federal  property  and  records; 
construction  and  operation  of  buildings;  procurement  and 
distribution  of  supplies;  utilization  and  disposal  of  property; 
transportation,  tr^c,  and  communications  management; 
stockpiling  of  strategic  materials;  and  management  of  the 
Government-wide  automated  data  processing  resources  pro¬ 
gram.  An  organization  chart  is  attached  (see  Appendix  B) 
with  more  specific  Information  on  the  basic  support  functions 
of  GSA.  For  the  most  part,  GSA  programs  are  designed  to 
assist  other  Federal  agencies.  However,  there  are  four  specific 
<^>eratlons  that  have  a  significant  direct  Impact  on  con¬ 
sumers.  These  are  the  programs  of  the  Office  of  the  Federal 


Register  in  the  National  Archives  and  Records  Service,  the 
Regulatory  Law  Division  in  the  Office  of  General  Coimsel,  the 
Consumer  Information  Center  in  the  Division  of  Consumer 
Affairs,  and  the  Federal  Information  Centers  in  the  Division 
of  Public  Services.  The  GSA  Consumer  Representation  Plan 
concentrates  on  strengthening  these  programs  through 
specific  changes,  improvements,  and  additions  that  will  make 
them  and  GSA  more  responsive  to  consumers. 

rv.  Agency  Plan 
agency-wide  actions 

To  reflect  the  interests  and  the  needs  of  consiuners  the 
Administrator  of  GSA  will  establish  a  Consumer  Advisory 
Council.  In  addition,  due  to  the  diverse  nature  of  consumer- 
related  activities  within  the  purview  of  the  General  Services 
Administration  such  as  the  Office  of  the  Federal  Register,  the 
Regulatory  Law  Division  in  the  Office  of  General  Counsel, 
the  Consmner  Information  Center,  the  Federal  Information 
Centers,  and  others  as  may  be  identified,  a  Director  of  Con¬ 
sumer  Affairs  has  been  appointed. 

The  Director  will: 

(1)  Implement  the  Consumer  Representation  Plan  and 
coordinate  consumer  activities  within  GSA; 

(2)  Solicit  consumer  comments  on  OSA  activities; 

(3)  Provide  recommendations  on  consumer  policy  Issues 
to  the  Administrator  for  apprc^iriate  attention  and  con¬ 
sideration; 

(4)  Convey  approved  GSA  policy  and  comments  on  Fed¬ 
eral  consumer  programs  and  i^ues;  and 

(5)  Represent  the  Administrator  in  specific  areas  and 
duties  as  may  be  assigned. 

Timetable:  A  Director  of  Consumer  Affairs  was  appointed 
in  January  1976. 

OFFICE  OF  THE  FEDERAL  REGISTER 

Through  the  Office  of  the  Federal  Register  in  the  National 
Archives  and  Records  Services,  the  GSA  issues  several  pub¬ 
lications  that  inform  consumers  of  the  workings  of  their 
Government.  Among  these  are  the  U.S.  Government  Manual, 
the  Code  of  Federal  Regulations,  and  the  Federal  Register. 
The  Federal  Register  Is  of  particular  Importance  to  con¬ 
sumers  because  it  is  the  only  publication  that  covers  all  pro¬ 
posed  Federal  regulations  and  tells  consumers  how,  when 
and  where  to  express  their  viewpoints. 

In  reality,  however,  the  Federal  Register  has  been  of  little 
practical  use  to  consumers.  Rules  and  regulations  published 
in  the  Federal  Register  are  difficult  to  understand  and  often 
defy  accurate  interpretation.  Further,  the  time  and  effort 
currently  required  to  read  and  interpret  the  documents  in 
the  Federal  Register  discourage  the  media  from  reporting  on 
pimx)sed  rules  or  hearings  that  would  be  of  Interest  to  con¬ 
sumers.  The  result  is  that  consumers  often  do  not  know  what 
is  going  on  in  their  Government  or  how. 

Although  GSA  publishes  the  Federal  Register,  It  does  not 
have  the  legal  authority  to  control  or  rewrite  the  substance  of 
material  received  from  Federal  agencies.  Nevertheless  GSA 
will  take  the  following  steps  to  make  the  regulations 
notices  in  the  Federal  Register  more  understandable  and 
useful  to  the  consmner: 

1.  Opening  Explanatory  Statements.  GSA  will  require  that 
each  important  Federal  Register  document  (all  rules,  pro¬ 
posed  rules,  and  general  notice  documents  that  have  signifi¬ 
cant  public  importance)  contain  a  brief  opening  statement 
that  describes  the  Importance  of  the  document  in  language 
that  can  be  understood  by  the  layperson.  There  wlU  be  no 
lengthy  citation  of  statutory  authority  or  legalistic  statements 
in  these  paragraphs. 

Each  opening  explanatory  statement  will  contain  the 
following  elonents: 
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a.  The  name  of  the  issuing  agency; 

b.  Whether  the  document  Is  a  proposed  rule,  final  rule  or 
notice; 

c.  A  description  of  what  tlie  document  is  doing  or  proposing 
to  do; 

d.  Why  this  action  is  being  taken;  and 

e.  Any  relevant  dates  (closing  date  for  comments,  hearing 
dates,  effective  dale)  and  an  address  to  which  comments 
should  be  sent. 

GSA  also  will  strongly  urge  agencies  to  include  in  the  open¬ 
ing  explanatory  statement  the  name,  address,  and  phone 
number  of  an  individual  to  whom  questions  concerning  the 
document  should  be  addressed. 

Timetable:  Opening  explanatory  statements  on  all  appli¬ 
cable  documents  will  be  required  by  January  31,  1977. 

2.  Digest  of  Explanatory  Statements.  To  provide  the  gen¬ 
eral  public  with  a  practical  means  of  keeping  informed  of 
significant  documents  in  the  Federal  Reoister.  GSA  will  pub¬ 
lish  a  w'eekly  digest  including  the  opening  explanatory  state¬ 
ments  of  all  rules,  proposed  rules,  and  significant  notice 
documents.  The  w'eekly  digest  will  also  include  a  reminder  list 
of  upcoming  comments,  deadlines,  hearings,  and  meetings. 
Available  as  a  separate  publication  from  the  Federal 
Register,  the  digest  will  be  an  especially  laeful  tool  for  indi¬ 
vidual  consumers  and  for  interested  organizations.  Further, 
the  digest  format  should  make  it  easier  for  the  media  to 
report  on  significant  Federal  Register  documents. 

Timetable :  Publication  of  the  digest  will  begin  by  June  30. 
1977. 

3.  Use  of  the  Federal  Register.  In  addition  to  being  the 
daily  newspaper  of  the  Federal  Government,  the  Federal 
Register  is  also  a  valuable  reference  tool.  However,  even 
many  regular  readers  are  not  fully  aware  of  the  ways  to 
utilize  the  Federal  Register  either  on  a  daily  basis  or  as  a 
leference  document.  To  help  rectify  this  situation,  GSA  is 
undertaking  the  following: 

a.  Educational  Workshops.  The  purpose  of  the  workshops 
is  to  help  the  public  better  use  and  understand  the  Federal 
Register  as  w'ell  as  to  seek  suggestions  on  ways  to  improve 
it.  These  workshops  are  being  held  regionally  and  at  the 
Office  of  the  Federal  Register  in  Washington,  D.C,  IFor  in¬ 
formation  call  (202)  523-5240). 

Timetable:  The  workshops  began  in  January  1976. 

b.  Educational  Kit.  GSA  has  developed  a  packet  of  mate¬ 
rials  containing  all  the  main  elements  of  the  educational 
w'orkshops.  For  those  persons  unable  to  attend  the  w^orkshops, 
the  kit  provides  guidelines  for  fully  utilizing  the  Federal 
Register.  [For  copies  of  the  free  educational  kit,  write  to 
the  Office  of  the  Federal  RegLster,  National  Archives  and 
Records  Service,  Washington,  D.C.  204081. 

Timetable:  The  educational  kit  has  been  available  since 
July  1,  1976. 

4.  Model  Regulations  Project.  In  cooperation  with  the  De¬ 
partment  of  Health,  Education,  and  Welfare,  GSA  has  begun 
work  on  a  model  project  to  rew'rite  a  portion  of  DHEW  regu¬ 
lations  contained  in  the  Code  of  Federal  Regulations.  The 
purpose  of  this  project  is  to  demonstrate  that  it  is  possible  to 
write  regulations  that  are  understandable  to  the  consumer 
and  that  meet  Congressional  intent  and  legal  requirements. 
The  techniques  developed  in  this  project  will  be  explained 
and  demonstrated  to  other  agencies  for  their  use  in  writing 
new  or  rewriting  existing  regulations.  This  project  is  a  first 
step  toward  the  ultimate  goal  of  a  complete  rewriting  of  the 
Code  of  Federal  Regulations  to  make  it  more  understand¬ 
able  to  the  lajrperson. 

Timetable:  Ihe  model  project  has  been  started  and  w’ill  be 
completed  by  July  1,  1977. 

REGULATORY  LAW  DIVISION 

The  Regulatory  Law  Division  in  tlie  Office  of  General  Coun¬ 
sel  represents  Federal  executive  agencies  in  certain  state  and 
Federal  public  utility  cases.  However,  intervention  by  the  Qai- 
eral  Services  Administration  is  limited  by  law  solely  to  those 
cases  where  utility  rates  or  supply  have  a  significant  impact 
on  the  Federal  Government  as  a  user  of  utilities.  As  one  of 
the  larger  purchasers  of  electric,  gas,  telei^one,  and  trans¬ 
portation  services  in  the  country,  GSA  Is  involved  itself,  or 
through  delegations  to  other  agencies,  in  approximately  300 
such  cases  annually. 

In  the  past  there  has  been  no  mechanism  for  alerting  the 
public  of  GSA's  intention  to  intervene  in  a  specific  case,  and 
there  have  been  few  cooperative  efforts  between  GSA  and 
other  interested  consumers.  Accordingly,  GSA  will  take  the 


follov.ii  g  acLioi-.s  to  inforui  cemumer  groups  and  the  genei’al 
public  of  GSA’s  propo.';ed  involvement  in  utility  cases: 

Notice  of  Intervention.  GSA  w'ill  publish  advance  notice  in 
the  Federal  Register  and  the  digest  of  explanatory  state¬ 
ments  of  its  intention  to  intervene  in  public  utility  cases.  The 
notice  will  contain  the  following  information: 

a.  The  public  service  commLssion  conducting  the  hearing; 

b.  Tlie  utility  company  involved; 

c.  The  case  number; 

d.  The  proposed  rate  increase;  and 

e.  The  name,  address,  and  telephone  number  to  contact 
with  inquiries  and  for  information. 

Timetable:  The  policy  of  publishing  notices  in  the  Federal 
Register  became  effective  July  1,  1976.  Digest  notices  will  be¬ 
gin  upon  publication  of  the  digest,  scheduled  for  no  later 
than  June  30,  1977. 

CONSUMER  INFORMATION  CENTER 

The  Consumer  Information  Center,  established  by  Execu¬ 
tive  Order  in  1970,  has  two  basic  responsibilities:  (1)  to 
encourage  Federal  departments  and  agencies  to  develop  and 
release  relevant  and  meaningful  consumer  information:  and 
(2)  to  increase  public  awareness  of  and  provide  maximum  ac¬ 
cessibility  to  Federal  consumer  information. 

Located  in  GSA,  the  Center  receives  policy  guidance  from 
the  President’s  Special  Assistant  for  Consumer  Affairs. 
Through  various  means  the  Center  seeks  to  detennine  what 
information  consumera  want.  Then,  through  an  active  liaison 
effort  with  more  than  two  dozen  Federal  agencies,  the  Center 
suggests  and  assists  witli  the  development  of  new  consumer 
publications.  Each  quarter,  approximately  250  of  the  best  of 
these  booklets  ai'e  listed  in  the  free  catalog.  Consumer  Infor¬ 
mation,  which  is  widely  distributed  to  the  general  public.  Dur¬ 
ing  FY  1976  the  Center’s  distribution  facility  in  Pueblo,  Colo¬ 
rado.  filled  individual  requests  for  aproximately  10  million 
publications.  Through  the  cooperation  of  the  media,  the 
Center  also  makes  consumer  information  directly  available 
to  citizens  through  newspaper  articles,  and  radio  and  tele¬ 
vision  announcements.  f 

Because  accurately  assessing  current  consumer  problems 
and  Information  needs  is  fundamental  to  the  effectiveness  of 
the  Center’s  program,  the  GSA  Consumer  Representation 
Plan  includes  two  specific  actions  to  strengthen  this  effort 
by  giving  the  public  more  opportunities  to  express  their  opin¬ 
ions  on  consumer  information ; 

1.  Reader  Surveys.  The  Center  will  increase  the  frequency 
and  the  scope  of  sur\'eys  of  consumers  who  have  ordered 
publications  listed  in  Consumer  Information.  The  surveys 
will  be  quarterly  and  will  ask  consumers  for  their  opinions  of 
individual  publications,  the  catalog  as  a  whole,  the  price 
of  various  publications,  readability,  and  ease  of  ordering,  as 
well  as  their  suggestions  for  new  publications. 

Timetable;  ITie  first  of  the  quarterly  surveys  w’ill  be  con¬ 
ducted  in  August  1976. 

2.  Public  Opinion  Research.  GSA  has  contracted  with  a 
professional  research  firm  to  measure  consumer  interest  in 
proposed  topics  for  new  publications..  This  Is  accomplished 
through  home  interviews  with  a  national  sample  of  the  pop¬ 
ulation  four  times  each  year.  The  surveys  are  designed  to 
reveal  a  cross  secti(m  of  consumer  interests  from  the  broadest 
possible  national  audience.  Results  are  broken  out  by  age, 
incinne.  and  education,  among  other  factors,  so  that  proposed 
new  publications  can  be  identified  by  interest  group.  Equipped 
with  these  results  the  Center  will  have  a  clearer  picture  of 
the  public’s  current  interest  in  specific  consumer  topics,  and 
will  be  better  prepared  to  encourage  the  development  and' 
distribution  of  appropriate  publications. 

’Timetable:  The  first  of  the  quarterly  surveys  was  con¬ 
ducted  in  December  1975. 

FEDERAL  INFORMATION  CENTERS 

The  Federal  Information  Center  program  gives  consumers 
a  single  point  of  contact  for  information  about  the  Federal 
Government.  Instead  of  placing  innumerable  telephone  calls 
or  being  referred  freun  office  to  office,  consmners  can  go  di¬ 
rectly  to  a  PedeiTd  Information  Center  for  answers  to  their 
questions.  Specialist  at  the  Federal  Information  Centers  will 
either  provide  Immediate  help  or  direct  the  consumer  to  the 
specific  Federal  office  that  can  answer  the  question.  CilMisu- 
mers  in  74  metropolitan  areas  (See  Appendix  C)  repres^t- 
ing  more  than  50%  of  the  p(H>ulation  can  visit  or  call,  toll- 
free,  and  get  this  persimalized  hdp.  Bilingual  staff  memben 
offer  assistance  in  Spanish,  French,  and  other  langruages  in 
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46  of  the  74  cities  served.  In  PY  1976,  Federal  Information 
Centers  handled  approximately  7  million  inquiries.  How¬ 
ever,  public  hearings  on  the  Consumer  Representation  Plan 
revealed  that  many  consumers  were  unaware  of  this  service. 
Therefore,  to  further  increase  the  vlsability  and  promote 
greater  public  use  of  Federal  Information  Centers,  GSA  is 
taking  these  steps: 

1.  Public  Service  Campaign.  In  those  74  metropolitan  areas 
with  access  to  either  a  Federal  Information  Center  or  a  toll- 
free  line,  GSA  will  laimch  the  first  of  a  series  of  annual  pub¬ 
lic  service  campaigns  to  make  more  consumers  aware  of 
Federal  Information  Center  services.  The  campaign  will  in- 
v(rive  both  radio  and  television. 

Timetable:  The  first  campaign  will  begin  by  September  30, 
1976.  • 

2.  Community  Liaison.  Federal  Information  Centers  are 
establishing  and  will  maintain  liaison  with  leaders  in  local 
organizations  to  encourage  greater  community  use  of  the 
service.  Through  this  continuous  working  relationship, 
greater  community  us^  of  the  service  will  be  promoted  by 
such  group  as:  local  media;  state  and  local  consumer  offices; 
educators;  and  appropriate  community  and  consumer 
organizations. 

Timetable:  Liaison  efforts  began  July  31,  1976. 

3.  Agency  Liaison  Unit.  Helping  the  public  find  answers  to 
questions  about  the  Federal  Government  makes  Federal  In¬ 
formation  Centers  directly  aware  of  the  most  common  prob¬ 
lem  areas  consumers  encounter.  In  the  past  there  has  been 
no  systematic  way  to  bring  these  problem  areas  to  the  atten¬ 
tion  of  the  appropriate  Federal  agency.  Therefore,  GSA  has 
established  an  agency  liaison  unit  in  the  national  Federal  In¬ 
formation  Center  office  to  report  to  Federal  agencies,  on  at 
least  a  quarterly  basis,  such  information  as  the  numbers  and 
types  of  inquiries  received  and  the  pattern  of  problems  that 
exist  at  local  levels.  The  agency  liaison  unit  also  keeps 
abreast  of  new  Federal  programs  and  changes  in  existing 
programs  and  communicates  this  information  to  local  Fed¬ 
eral  Information  Centers.  This  helps  insure  that  the  Federal 
Information  Center  specialists  give  the  public  current  and 
responsive  information.  Further,  Federal  Information  Centers 
will  report  to  the  Consumer  Infonnatlon  Center  whenever  a 


pattern  of  requests  for  specific  information  indicates  the 
potential  need  for  a  consumer  publication. 

Timetable:  The  agency  liaison  unit  began  operation 
July  31,  1976. 

4.  Program  Expansion.  GSA  will  expand  the  service  cur¬ 
rently  available  in  74  major  metropolitan  areas  to  10  addi¬ 
tional  cities.  Further,  GSA  will  study  and  report  on  various 
means  for  expanding  this  program  to  small  cities  and  rural 
communities  in  a  continuing  effort  to  provide  Federal  Infor¬ 
mation  Center  service  to  the  broadest  possible  audience. 

Timetable:  The  expansion  to  10  new  metropolitan  areas 
and  the  comprehensive  study  will  be  completed  by  June  30, 
1977. 

Appendix  A. — Summary  of  Public  Comment 

The  General  Services  Administration’s  Consumer  Representation 
Plan  has  been  substantially  revised  to  Incorporate  written  and  oral 
suggestions  received  during  the  comment  period  which  began  with 
publication  of  the  plan  in  the  Federal  Register  on  November  26, 
1975,  and  closed  on  March  1, 1976. 

During  this  time  the  public  was  invited  to  send  comments 
directly  to  the  agency  and/or  to  express  their  views  directly  at  nine 
regional  White  House  conferences  and  at  a  public  hearing  held  in 
Washington,  D.C.,  on  February  26,  1976. 

On  May  26,  1976,  GSA’s  Director  of  Consumer  Affairs  made  a 
presentation  to  the  President’s  Consumer  Advisory  Council.  They 
reviewed  each  section  of  the  plan  and  were  pleased  with  the  actions 
GSA  will  implement  on  behalf  of  consumers. 

The  following  suggestions  have  been  Incorporated  into  the  plan; 

(1)  Clarification  and  simplification  of  the  Federal  Register 
through  publication  and  distribution  of  concise  summaries  of  those 
Federal  Register  documents  with  significant  consumer  Impact; 

(2)  Appointment  of  a  Director  of  Consumer  Affairs  to  coordinate 
the  Implementation  of  the  plan  and  to  represent  consumers  within 
GSA; 

(3)  Advance  notification  of  GSA’s  intention  to  intervene  in  pub¬ 
lic  utility  cases  through  notices  in  the  Federal  Register;  and 

(4)  Deletion  of  the  section  on  Business  Service  Centers  since  this 
program  has  limited  direct  impact  on  consumers. 

Several  consumers  proposed  that  all  of  the  information  materials 
available  from  the  Consumer  Information  Center  be  free  of  charge. 
’This  suggestion  could  not  be  adopted  for  cost  reasons. 
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APPENDIX  C. — ^Pedeeal  Information  OrNTERs/1976 
Alabama, 


Birmingham  (205)  322-8591. 

Mobile  (205)  438-1421. 

Arizona 

Phoenix  (602)  261-3313. 

Tucson  (602)  622-1511. 

^  Arkansaa 

Little  Rock  (501)  378-6177. 

California 

Los  Angeles  (213)  ^-3800. 

Sacramento  (916)  440-3344. 

San  Diego  (714)  293-8030. 

San  Francisco  (415)  556-6600. 

San  Jose  (408  )  275-7422. 

Colorado 

y 

Colorado  Springs  (303)  471-9491. 

Denver  (303)  837-3602. 

Pueblo  (303)  544-9523. 

Connecticut 

Hartford  (203  )  527-2617. 

New  Haven  (203)  624-4720. 

District  of' Columbia 
Washington  (202)  755-8660. 

_  Florida 


Fort  Lauderdale  (305)  522-8531 
Jacksonville  (904  )  354-4756. 
Miami  (305)  350-4155. 

St.  Petersburg  (813)  893-3495. 
Tampa  (813)  229-7911. 

West  Palm  Beach  (305)  833-7566. 


Atlanta  (404)  526-6891. 
Honolulu  (808)  54&8620. 
Chicago  (312)  353-4242. 


Georgia 

Hawaii 

Illinois 


.  Indiana 

Indianapolis  (317)  269-7373. 


Iowa 

Des  Moines  (515)  282-9091. 


Kansas 

Topeka  (913)  232-7229. 

Wichita  (316)  263-6931. 

Kentucky 

Louisville  (502)  582-6261. 


Louisiana 

New  Orleans  (504  )  589-6696. 

Maryland 

Baltimore  (301)  962-4980. 

Massachusetts 

Boston  (617)  223-7121. 

Michigan 

Detroit  (313)  226-7016. 


Minneapolis  (612)  725  2073. 

Missouri 

Kansas  City  (816)  374-2466. 

St.  Joseph  (816)  233-8206. 

St.  Louis  (314)  425-4106. 

,  Nebraska 

Omaha  (402  )  221-3353. 

New  Jersey 

Newark  (201)  645-3600. 

Trenton  (609)  396-4400. 

New  Mexico 

Albuquerque  (505)  766-3091. 

Santa  Fe  (505)  983-7743. 

New  York 

Albany  (518)  463-4421. 

Buffalo  (716)  842-5770. 

New  York  (212)  264-4464. 

Rochester  (716)  646-5075. 

Syracuse  (315)  476-8645. 

North  Carolina 

Charlotte  (704)  376  3600.  » 

Ohio 

Akron  (216)  375-6475. 

Cincinnati  (513)  684-2801.  . 

Cleveland  (216  )  522-4040. 

Columbus  (614)  221-1014. 

Dayton  (513)  223-7377. 

Toledo  (419)  244-8625. 

Oklahoma 

Oklahoma  City  (405)  231  4868. 

Tulsa  (918)  584-4193. 

Oregon 

Portland  (503)  221-2222. 

Pennsylt^ania 

Rililadelphia  (215)  597-7042. 

Pittsburgh  (412)  644-3456. 

Scranton  (717)  346-7081. 

Rhode  Island 


Providence  (401)  331-5565. 

Tennessee 


Chattanooga  (615)  265-8231. 

Memphis  (901)  521-3285. 

Nashville  (616)  242-5056. 

Texas 

Austin  (512  )  472-5494. 

Dallas  (214)  749-2131. 

Fort  Worth  (817)  334-3624. 

Houston  (713)  226-5711. 

San  Antonio  (612)  224-4471. 

Utah 

Ogden  (801)  399-1347. 

Salt  Lake  City  (801)  524-5353. 

Washington 

Seattle  (206)  442-0570. 

Tacoma  (206)  383-5230. 

Wisconsin 

Milwaukee  (414)  271-2273. 


y 


\ 
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I.  Statement  of  Purpose 

This  Consumer  Representation  Plan  is  designed  to  ensure 
to  the  greatest  extent  possible  that  persons  who  are  affected 
by  any  major  sponsored  legislation,  regulation,  policy,  deci¬ 
sion,  or  program  action,  have  the  opportunity  to  comment  on 
the  subject  before  a  decision  is  reached,  and  that  these  views 
are  duly  considered  in  the  Agency's  decision-making  process. 

It  is  a  basic  premise  of  this  Plan  that  where  the  machinery 
and  the  techniques  for  assuring  public  participation  already 
exist  within  the  Agency,  they  are  to  be  strengthened  and 
that  where  they  do  not  exist,  they  will  be  initiated. 

It  is  also  our  purpose  to  provide  the  mechanisms  for  giving 
the  management  of  the  Agency  a  better  understanding  of 
consumers’  concerns  and  viewpoints  in  their  relations  with 
SBA. 

In  general,  the  Plan  is  intended  to  further  expand  the 
responsiveness  of  the  Small  Business  Administration  to  its 
public.  Our  goal  is  to  develop  a  better  rapport  between  the 
SBA  and  the  consumer.  This  Agency’s  primary  mission  is  to 
aid  the  small  business,  but  this  mission  does  not  preclude 
persons — other  than  the  small  husiness  person — affected  by 
SBA’s  regulations,  policies,  and  programs  from  participating 
in  the  Agency’s  decision-making  process. 

n.  Executive  Summary 

The  Small  Business  Administration,  by  statute  and  by 
Executive  Order,  is  charged  with  the  responsibility  of  repre¬ 
senting  the  interests  of  small  business  concerns.  To  carry 
out  its  mandate  to  “aid,  counsel,  assist  and  protect,  insofar 
as  possible,  the  Interests  of  small  business  concerns  in  order 
to  preserve  free  competitive  enterprise,”  the  Small  Business 
Administration  has  established  policies  and  procedures  which 
directly  assist  small  businesses,  and  indirectly  affect  the  gen¬ 
eral  consuming  public. 

SBA  is,  therefore,  open  to  comments,  criticisms,  and  sug¬ 
gestions  on  Agency  policy  from  individual  consumers  and 
consumer  groups. 

Hie  primary  purpose  of  the  SBA  Consumer  Representa¬ 
tion  Plan  is  to  keep  the  avenues  for  public  comments,  sugges¬ 
tions,  etc.  open,  and  to  provide  for  an  exchange  of  informa¬ 
tion  with  the  public  and  to  facilitate  participation  in  SBA's 
decision-making  process  by  the  consuming  public. 

This  Consumer  Representation  Plan  centers  on  our  advo¬ 
cacy  effort,  and  also  highlights  program  areas  currently  main¬ 
taining  communications  with  the  public.  In  addition,  we 
intend  to  broaden  this  outreach  effort  by: 

Strengthening  local  ofdce  advocacy  activities ; 

Expanding  consumer  representation  on  the  local  Advisory 
Councils: 

Designating  individuals  as  Consumer  Representatives  in  the 
local  offices; 


Establishing  tlie  position  of  Advocate  for  Consumer  Affairs 
and  Women-in-Business  to  coordinate  all  consumer  activities, 
activities. 

III.  PRIMARY  OPERATING  UNITS  INVOLVED 

The  Small  Business  Administration  operates  its  major  pro¬ 
grams  through  102  field  offices  located  in  91  cities  in  each  of 
the  50  States  plus  the  District  of  Columbia,  Puerto  Rico,  and 
Guam.  These  offices  function  Independently,  on  a  day-to-day 
basis,  but  under  the  same  set  of  policy  guidelines  issued  by  the 
SBA  Central  Office  in  Washington.  This  permits  each  office 
to  tailor  its  procedures  and  practices  to  the  needs  of  toe  com- 
mimity  in  a  particular  locale.  It  is,  therefore,  important  toat 
small  businesses,  small  business  and  trade  organizations,  and 
the  consuming  public  make  their  views  known  to  the  local 
SBA  office  and  to  SBA  in  Washington. 

ADVOCACY  OFFICE 

The  Office  of  Chief  Counsel  for  Advocacy  will  play  a  pri¬ 
mary  role  in  the  implementation  of  SBA’s  Consumer  Repre¬ 
sentation  Plan. 

Located  at  toe  SBA  Central  Office  in  Washington,  D.C., 
the  Advocacy  Office  serves  as  a  focal  point  for  the  receipt  of 
complaints,  criticisms,  and  suggestions  concerning  the  poli¬ 
cies  and  activities  of  the  Agency.  This  input  comes  from  small 
businesses,  from  associations  and  organizations,  and  from 
consumers  and  consumer  groups. 

SBA  has  intiated  action  to  add  to  the  function  of  toe 
Chief  Counsel  for  Advocacy  the  offices  of  Public  Affairs  and 
Communication.  This  will  provide  for  coordination  and 
greatly  improved  responsiveness  to  public  input  through  ad¬ 
vocacy  channels  and  a  better  dissemination  of  information, 
educational  material,  and  general  communication. 

CONSUMER  CONTACTS  IN  SBA 

An  Advocate  for  Consumer  Affairs  and  Women-in-Business 
reporting  to  the  Chief  Counsel  for  Advocacy,  who  is  a  Presi¬ 
dential  appointee,  will  have  the  responsibility  of  assuring 
toat  SBA  program  managers  fully  consider  toe  impact  of 
their  decisions  in  toe  marketplace.  The  Advocate  will  assess 
proposed  program  activities  to  determine  consumer  impact 
and  will  work  with  program  staff  to  formulate  policies  toat 
reflect  consumer  input.  The  timetable  for  development  of 
speciflc  program  activities  in  regard  to  consumers  is  listed 
in  Part  V. 

In  addition,  toe  Advocate  will  establish  an  effective  and 
continuing  liaison  with  state  and  local  governments  and 
appropirate  public  organizations  in  order  to  ensure  toe 
broadest  possible  input  of  views  for  SBA  decisionmaking. 

In  the  individual  SBA  fleld  offices,  toe  Regiontd  Directors 
and  District  Directors  will  be  toe  principal  Consumer  Repre¬ 
sentatives.  As  alternates,  they  will  also  designate  individ¬ 
uals  from  their  staffs  to  be  Local  Consumer  Representatives. 
They  will  be  toe  primary  initial  contacts  for  consumers  and 
consumer  groups  who  want  to  obtain  or  provide  information 
to  SBA  on  our  regulations,  procedures,  and  policies.  Through 
these  contacts,  consumers  will  be  able  to  receive  immediate 
attention  on  toe  local  level.  In  addition,  this  network  of  Con¬ 
sumer  Representatives  will  provide  feedback  to  the  policy¬ 
makers  in  Washington  through  toe  Advocate  for  Consumer 
Affairs  and  Women-in-Business. 

It  will  also  be  toe  responsibility  of  each  Consumer  Repre¬ 
sentative  to  establish  and  maintain  appropriate  public  con¬ 
tacts  on  the  local  level  by  meeting  on  an  informal  basis  wl^h 
individual  consumers  and  consumer  groups.  Additionsd  op¬ 
portunities  for  regular  input  will  be  provided  torouidi  public 
meetings,  hearings,  and  mailings  on  issues  of  concern  to  toe 
public.  « 
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ADVISORY  COUNCILS 

SBA  also  sponsors  65  Advisory  Councils  that  will  assist  in 
implementing  SBA’s  Consumer  Representation  Plan. 

The  National  Advisory  Coimcil  has  approximately  170 
members  which  include  the  Chairperson  of  the  64  District 
Advisory  Councils  and  members-at-large  appointed  by  the 
Administrator  of  SBA.  In  total,  approximately  2,000  private 
citizens  serve  voluntarily  on  the  SBA  District  Advisory  Coun¬ 
cils.  These  individuals  represent  the  small  business  commu¬ 
nity,  the  banking  industry,  the  academic  world,  and  the 
media.  They  keep  SBA  officials  Informed  and  at  the  same  time 
provide  information  on  SBA  programs  to  their  private  sector 
contacts. 

Many  of  the  council  members  represent  the  views  of  the 
public-at-large  and  have  in  the  past  also  represented  con¬ 
sumer  vie\^(s.  To  strengthen  the  consumer  voice  on  the  coun- 
•cils,  we  are  currently  adding  as  members  persons  who  aie 
active  consumer  advocates  and/or  members  of  consumer 
groups,  organizations,  or  associations. 

Interested  citizens  may  contact  SBA  District  Directors  for 
the  names  of  Advisory  Council  Chairpersons  or  committee 
chairpersons  for  the  purposes  of  making  their  views  knowm 
and  to  offer  their  services. 

PUBLIC  INFORMATION  OFFICERS- 

SBA  maintains  full-time  public  affairs  officers  in  each  of 
the  ten  regional  cities.  The  SBA  Central  Office  public  infor¬ 
mation  staff  also  provides  direct  informational  services  and 
relays  source  data  concerning  inquiries  from  small  busi¬ 
nesses,  the  educational  community,  the  press,  and  others. 
These  officers  are  charged  with  the  responsibility  of  keeping 
the  public  fully  informed  as  to  the  activities,,  plans,  policies, 
and  regulations  that  affect  individuals  and  the  small  business 
community. 

To  aid  in  the  implementation  of  SBA’s  Consumer  Repre¬ 
sentation  Plan,  the  public  information  offices  will  expand 
their  mailing  lists  by  including  additional  names  of  con¬ 
sumers  and  consumer  groups  who  express  an  interest  in 
regularly  receiving  press  releases,  notices  of  public  meetings, 
and  general  mailings  on  SBA  activities.  There  will  be  broader 
circulation  of  the  Federal  Register  announcements  concern¬ 
ing  public  hearings  held  by  SBA  on  its  proposed  policy  ac¬ 
tions.  This  effort  is  directed  at  the  consuming  public  who 
generally  do  not  have  access  to  the  Federal  Register  and 
yet  may  want  to  provide  input  for  SBA’s  policy  proposals. 

IV.  Agency  Plan 

A.  TO  IMPROVE  THE  FLOW  OF  INFORMATION  TO  SBA 

1.  Policy  Advisory  and  Program  Planning.  There  are  two 
general  approaches  being  utilized  to  infuse  the  Agency  with 
new  ideas,  approaches,  and  concepts.  The  approximately  2,000 
members  of  tte  District  and  National  Advi^ry  Councils  for¬ 
ward  resolutions  to  the  SBA  Administrator  covering  past 
Agency  i>erformance,  suggestions  for  new  areas  of  program 
implementation,  and  suggestions  for  government-wide  ini¬ 
tiatives.  Every  one  of  these  formal  resolutions  is  examined  in 
detail  by  top  SBA  officials. 

District  Advisory  Councils  have  established  working  com¬ 
mittees  covering  such  matters  as  Finance  and  Banking,  Pub¬ 
lic  and  Professional  Relations,  Management  Assistance, 
Marketing,  Resolutions,  Bicentennial  Planning.  Outreach, 
Advocacy,  and  Liaison  with  a  Consumer  Advocate  or  a  pubic 
member  on  each  District  Advisory  Coimcil  committee. 

In  addition,  a  Consumer  Panel  to  advise  SBA  management 
on  the  specific  activities  that  SBA  should  undertake  to  en¬ 
sure  a  consumer  awareness  In  all  SBA  pro^ams,  policies, 
and  procedures,  and  reporting  to  the  National  Advisory 
Council  Chairperson,  Is  in  the  planning  stages.  As  a  result  of 
these  committee  activities,  SBA  officials  are  kept  informed 
of  many  public  interests  and  activities. 

The  second  general  approach  to  include  more  private  sec¬ 
tor  participation  in  the  Agency’s  policy  and  program  plan¬ 
ning  is  through  the  Advocacy  efforts  to  work  with  small 
business  organizations,  community  organizations,  consumers, 
and  consumer  groups. 

Information  has  been  solicited  from  himdreds  of  organlza- 
\  tlons  around  the  Nation  to  determine  which  ones  were  tru^ 
concerned  yrith  SBA  policies  and  decision-making  proce¬ 
dures.  Our  presoit  Central  Office  listing  of  175  organizations 
is  being  rapidly  expanded  as  our  field  offices  are  becoming 
more  involved  in  Advocacy  activities.  These  groups  act  as 
a  sounding  board  for  small  business  problems,  provide  the 


SBA  input  on  proposed  and  existing  Federal  regulations, 
as  well  as  serving  as  a  channel  to  disseminate  SBA  Infor¬ 
mation. 

The  Advocacy  Office  intends  to  meet  informally  with  orga¬ 
nization  representatives  and  consumer  groups.  Through  a 
mutual  exchange  of  information,  we  will  remain  aware  of 
consumer  needs  and  interests  in  relation  to  SBA  regulations, 
policies,  and  procedures. 

In  addition  to  these  two  basic  mechanisms;  there  are 
specialized  activities  within  the  programs  that  provide  for 
a  consideration  of  the  relationship  between  small  businesses 
and  their  “market,”  which  is  an  ag^egation  of  individual 
consumers.  For  example,  many  training  conferences  and  — 
publications  are  available  through  our  Management  Assist¬ 
ance  program  to  provide  information  on  consumer  respon¬ 
sive  marketing  techniques  for  small  businesses.  These  mar¬ 
keting  aids  stress  the  importance  of  proper  handling  of  the 
customer  as  a  prime  factor  in  the  success  or  failure  of  the 
business. 

The  Advocate  for  Consumer  Affairs  and  Women-in- 
Business  will  be  in  constant  contact  with  program  managers 
and  will  participate  in  their  policy  formation  activities  in 
order  to  ensure  that  consumer  interests  are  considered.  Under 
tlie  direction  of  the  Advocate,  every  program  office  will  de¬ 
velop  a  concrete  plan  for  consumer  action  which  will'he  im¬ 
plemented  under  the  coordinated  efforts  of  the  Advocate  and 
the  program  managers.  These  program  plans  will  be  pub¬ 
lished  and  available  for  consumers  to  review. 

2.  Evaluation  of  Policy  Information.  The  SBA  Advisory 
Council’s  submission  of  resolutions  (discussed  above)  pro¬ 
vides  a  basis  for  program  elements  within  SBA  to  consider 
the  information  presented  along  with  the  resolutions  as  these 
relate,  to  SBA  program  operation.  This  information  also  serves 
as  a  tool  in  establishing  the  direction  of  SBA  programs. 

3.  Communication  of  SBA  Policies.  SBA  has  sponsored 
a  number  of  multi-agency  conferences  on  government  assist¬ 
ance:  At  these  conferences,  representatives  from  government 
agencies,  such  as  the  Department  of  Labor,  and  the  IntCTnal 
Revenue  Service,  as  well  as  SBA,  conduct  seminars  and  pro¬ 
vide  individual  counseling.  A  number  of  conferences  have 
already  been  held,  with  additional  conferences  schedrded 
throughout  the  year.  Attendance  at  each  conference  so  far 
has  exceeded  1,000.  These  meetings  provide  an  excellent 
forum  for  government  agencies,  including  SBA,  to  learn  first¬ 
hand  of  the  problems,  difficulties,  and  views  of  small  business 
and  the  consuming  public  as  they  pertain  to  SBA  programs, 
policies,  and  procedures. 

In  addition,  we  have  inaugurated  “Project  1776”  to  inform 
the  public  of  SBA’s  programs  and  services — particularly  those 
profitable  and  red -tape-cutting  programs  that  we  are  already 
putting  into  effect.  This  plan  calls  for  SBA  personnel  to 
speak  before  a  minimum  of  1,776  organizations  throughout 
the  Nation.  We  must  do  this  to  Increase  awareness  of  the 
Agency’s  services  and  to  provide  added  opportunities  for 
an  open  exchange  with  the  public  concerning  SBA  regula¬ 
tions,  procedures,  and  policies. 

4.  Consumer  Correspondence  and  Complaint  Handling.  All 
letters,  telegrams,  and  other  correspondence  directed  to  the 
Advocate  for  Consumer  Affairs  and  Women-in-Business 
and  to  the  local  Consumer  Representatives  will  be  handled  by 
these  individuals  as  controlled  mail.  'ITiis  means  each  type  of 
correspondence  will  be  logged  in  so  that  it  becomes  part  of 
the  official  record  of  Consumer  activities.  ITils  correspond¬ 
ence  will  then  be  assigned  a  deadline  for  a  response.  Accord¬ 
ing  to  workload,  the  response  will  be  sent  in  5-10  working 
days  from  receipt. 

B.  TO  IMPROVE  INFORM.\TION  FLOW  FROM  SBA  1 

1.  Communication  and  Feedback.  Those  mechanisms  which 
provide  input  also  serve  to  relay  information  to  the  public. 
For  Instance,  when  SBA  recently  Increased  many  of  its  size 
standards  to  account  for  inflationary  conditions,  proiiosed 
changes  were  widely  circulated  through  private  orgsmlza- 
ti(His,  through  other  Federal  departments  and  agencies,  and 
through  the  Advisory  Councils. 

All  comments  received  as  a  result  of  published  prc^iosed 
rulemaking  are  acknowledged  an^  the  final  decision  ex¬ 
plained.  j 

Speeches  made  by  key  agency  declslon-makCTs  are  sent  to 
Intoested  private  and  public  organizations  and  are  made, 
available  through  SBA’s  Public  Informatloa  Offices  to  the' 
media  and  to  the  general  public.  Mailing  lists  are  maintained 
to  facilitate  this  distribution  of  Information.  ■* 
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In  addition,  daily  communication  is  maintained  by  the 
Office  of  Chief  Counsel  for  Advocacy  with  representatives  of 
small  business,  trade,  and  consumer  organizations  that  have 
indicated  a  particular  interest  in  keeping  informed  of  SBA 
activities.  The  Advocate  for  Consumer  Affairs  and  Women- 
in-Business  will  specifically  be  responsible  for  disseminat¬ 
ing  information  on  SBA  regulations,  procedures,  and  policies 
to  individual  consumers  and  to  consumer  groups.  In  addition 
to  mailing  lists,  the  exchange  of  information  will  take  the 
form  of  informal  meetings,  public  meetings  and  hearings,  or 
other  appropriate  information  channels. 

2.  Education.  Under  the  direction  of  the  Advocate  for 
Consumer  Affairs  and  Women-in-Business,  information  and 
educational  materials  will  be  developed  to  better  educate  the 
public  about  SBA  policies  and  procedures  so  as  to  assure 
meaningful  consumer  representation  in  SBA  activities. 

Public  forums,  such  as  conferences  sponsored  by  SBA 
through  its  programs  for  management  and  technical  assist¬ 
ance,  will  also  be  utilized  as  mechanisms  for  input  regarding 
SBA  activities.  Announcements  of  such  meetings  are  widely 
circulated,  particulars^  by  the  media  in  the  geogi*aphic  area 
w'here  the  conferences  are  to  be  held,  and  additional  details 
are  available  from  the  local  SBA  offices. 

V.  Schedule  of  Events 

Pviblication  of  Final  SBA  Consumer  Representation  Plan,  July  1976. 
Publication  of  Final  Guidelines  to  Implement  the  SBA  Consumer 
Representation  Plan,  July  1976. 

Deadline  for  Program  Offices  to  Submit  Plans  for  Implementation 
of  the  Plan  and  the  Guidelines,  August  1976. 

Implementation  of  Final  Plan  and  Guidelines,  September  1976. 

Appendix  A. — Comments  on  Consumer  Plan 

In  November  1975,  the  Small  Business  Administration  published 
Its  proposed  Consumer  Representation  Plan.  The  questions  sub¬ 
mitted  in  consumer  letters  to  SBA  since  then  have  requested 
detailed  information  on: 

SBA  Management  Assistance — 

Publications; 

Workshops. 

SBA  Financial  Assistance- 
Eligibility  for  loans; 

How  interest  rates  are  set. 

Advisory  Councils — 

Selection  of  members; 

Frequency  of  meetings; 

Role  in  agency  decisionmaking. 

SmaU  Business  Costs — 

Of  paperwork; 

Of  compliance  with  government  regulations. 

Distribution  of  SBA  Information — 

Federal  Register  notices; 

Mailing  lists. 

Appendix  B — List  op  Consumer  Contacts 
SBA  FIELD  OFFICES,  ADDRESSES,  DIRECTORS,  PUBLIC  TELEPHONE  NUMBERS 

I.  Boston  Regional  Office,  160  Causeway  St. — 10th  Floor,  Boston, 
Mass.  02114,  Talbot  DeQ.  Bulkley,  Regional  Director  (617) 
223-2100. 

Boston  District  Office,  160  Causeway  Street — 10th  Floor,  Boston, 
Mass.  02114,  Albert  J.  Prendergast,  District  Director  (617) 
223-2100. 

Augusta  District  Office,  40  Western  Avenue — Room  512,  Augusta, 
Maine  04330,  Thomas  A.  McGUllcuddy,  District  Director  (207) 
622-6171. 

Concord  District  Office,  66  Pleasant  Street-^Room  213,  Concord, 
N.H.,  Bert  P.  Teague,  District  Director  (603)  224-4041. 

Hartford  District  Office,  460  Main  Street — Boom  710,  Hartford, 
Conn.  06103,  Thomas  E.  Higgins,  District  Director  (203)  244-2000. 
Montpelier  District  Office,  87  State  Street — ^Room  210,  Montpelier, 
Vt.  05602,  David  C.  Emery,  District  Director  (802  )  223-7472. 
Providence  District  Office,  67  Eddy  Street — Room  710,  Providence, 
R.I.  02903,  Charles  J.  Fogarty,  District  Director  (401)  628-1000. 

II.  New  Tork  Regional  Office,  26  Federal  Plaza — Room  3930,  New 
York,  N.Y.  10007,  Windle  B.  Prlem,  Regional  Director  (212) 
264-1468. 

New  York  District  Office,  26  Federal  Plaza — Room  3100,  New  York, 
N.T.  10007,  Woodie  O.  Williams,  District  Director  (212)  264-4355. 
Hato  Bey  District  Office.  255  Ponce  De  Leon  Avenue — 5th  floor, 
Hato  Rey.  Puerto  Rico  00919,  Antonio  Yordan,  District  Director 
(809)  763-6363. 


Newark  District  Office,  970  Broad  Street — Room  1635,  Newark,  N.J. 

07102,  Andrew  P.  Lynch,  District  Director  (201)  645-3581. 

Syracuse  District  Office,  Payette  and  Salina  Streets,  Syracuse,  N.Y. 

13202,  J.  Wilson  Harrison,  District  Director  (315)  473-3350. 
ni.  Philadelphia  Regional  Office,  231  St.  Asaphs  Road  Suite  646, 
Bala  Cynwyd,  Pennsylvania  19004,  A:  M.  Peterson,  Regional  Di¬ 
rector  (215)  697-3311. 

Philadelphia  District  Office,  231  St.  Asaphs  Road  Suite  400,  Bala 
Cynwyd,  Pa.  19004,  William  B.  Patterson,  District  Director  (216) 
596-3888. 

Baltimore  District  Office,  7800  York  Road,  Towson,  Md.  21204,  Ger¬ 
ald  J.  Lang,  District  Director  (301)  962-3311.  . 

Clarksburg  District  Office,  109  North  Third  Street,  Clarksburg,  W 
Va.  26301,  Isaac  R.  Mayfield,  District  Director,  (304)  623-3461. 
Pittsburgh  District  Office,  1000  Liberty  Avenue,  Pittsburgh,  Pa 
16222,  Jack  C.  Forbes,  District  Director  (412)  644-2780. 
Richmond  District  Office,  400  North  Eighth  Street — Room  3016, 
Richmond,  Va.  23240,  Raymond  Kuttenkuler,  District  Director 
(804)  782-2618. 

Washington  District  Office,  1030  15th  Street  N.W.— Suite  250,  Wash¬ 
ington,  D.C.  20416,  Leon  J.  Bechet,  District  Director  (202) 
382-3626. 

IV.  Atlanta  Regional  Office,  1401  Peachtree  Street,  N.E.,  Atlanta,  Ga. 
30309,  Wiley  S.  Messlck,  Regional  Director  (404)  526-0111. 

Atlanta  District  Office,  1720  Peachtree  Street  N.W.,  Atlanta,  Ga. 

30309,  John  D.  Sewell,  District  Director  (404)  626-5749. 
Birmingham  District  Office,  908  South  20th  Street,  Birmingham, 
Ala.  35205,  James  C.  Barksdale,  District  Director  (206)  254-1000. 
Charlotte  District  Office,  230  South  Tryon  Street,  Suite  700,  Char¬ 
lotte,  N.C.  28202,  George  W.  Marschall,  District  Director  (704) 
372-0711. 

Columbia  District  Office,  1801  Assembly  Street,  Columbia,  S.C. 

29201,  Vern  P.  Amick,  District  Director  (803  )  765-6376. 

Coral  Gables  District  Office,  2222  Ponce  de  Leon  Blvd.,  5th  Floor, 
Coral  Gables.  Fla.  33134,  Thomas  A.  Butler,  District  Director  (305) 
350-5011. 

Jacksonville  District  Office,  400  West  Bay  Street,  Jack.sonville,  Fla. 

32202,  Douglas  E.  McAllister.  District  Director  (904  )  791-2011. 
Louisville  District  Office,  600  Federal  Place,  Louisville,  Ky.  40202, 
B.  B.  Blankenship,  District  Director  (502)  682-5971. 

Jackson  District  Office,  200  East  Pascagoula,  Boom  690,  Jackson, 
Miss.  39201,  .4rdis  Jones,  District  Director  (601)  969-4371. 
Nashville  District  Office,  404  James  Robertson  Parkway,  Nashville, 
Tenn.  37219,  William  J.  L.  Shaver,  District  Director  (813)  228-2594. 

V.  Chicago  Regional  Office,  219  South  Dearborn  Street,  Chicago, 
Illinois  60604,  H.  L.  Arortson,  Jr.,  Regional  Director  (312) 
353-4400. 

Chicago  District  Office,  219  South  Dearborn  Street,  Chicago,  Ill. 

60604,  John  L.  Smith,  District  Director  (312)  353-4528. 
Cleveland  District  Office,  1240  East  Ninth  Street,  Cleveland,  Ohio 
44199,  S.  Charles  Hemming,  Jr.,  District  Director  (216)  522-4416. 
Columbus  District  Office,  34  North  Jligh  Street,  Columbus,  Ohio 
43215,  Frank  D.  Ray,  District  Director  (614)  469-6860. 

Detroit  District  Office,  1249  Washington  Blvd.,  Room  1200,  Detroit, 
Mich.  48226,  Ray  Harshman,  District  Director  (313)  226-6075. 
Indianapolis  District  Office,  57,5  North  Pennsylvania  Street,  6th 
Floor.  Indianapolis,  Ind.  46204,  William  F.  Miller,  District  Di¬ 
rector  (317)  269-7272. 

Madison  District  Office,  122  West  Washhigton  Avenue,  Room  713, 
Madison,  Wise.  53703,  Lucian  G.  Schlimgen,  Jr.,  District  Director 
(608)  252-6261. 

Minneapolis  District  Office,  12  South  Sixth  Street,  Minneapolis, 
Minn.  55402,  Paul  W.  Jansen.  District  Director  (612)  726-2362. 

VI.  Dallas  Regional  Office,  1720  Regal  Row — Suite  230,  Dallas,  Texas 
76235,  Frederick  S.  Neumann,  Regional  Director  (214)  749-1011. 
Dallas  District  Office,  1100  Commerce  Street,  Dallas,  Texas  75242, 
L.  H.  Hudspeth,  District  Director  (214)  749-1011. 

Albuquerque  District  Office,  6000  Marble  Avenue,  N.E.,  Albuquerque, 
N.  Mex  87110,  Anthony  Panagakos,  District  Director  (606)  474- 
5511. 

Houston  District  Office,  One  Allen  Center — Suite  705,  500  Dallas, 
Houston,  Tex.  77002,  John  L.  Carey,  District  Director  (713)  627- 
4011. 

Little  Rock  District  Office,  611  Gaines  Street — Suite  900,  Little  Rock, 
Ar.  72201,  Maurice  L.  Britt,  District  Director  (501)  746-5011. 
Lubbock  District  Office,  712  Federal  Office  Bulldl'’g,  1206  Texas 
Avenue,  Lubbock,  Tex.  79401,  Phillip  J.  O’Jibway,  District  Director 
(806)  738-7011. 

Lower  Rio  Grande  Valley  District  Office,  219  East  Jackson  Street, 
Harlingen,  Tex.  78560,  James  R.  Woodall,  District  Director  (612) 
734-3011. 
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Marshall  District  Office,  605  East  Travis  Street,  Marshall,  Tex.  75670, 
Emly  S.  Atkinson,  District  Director  (214)  749-1011. 

New  Orleans  District  Office,  1001  Howard  Avenue — 17th  Floor,  New 
Orleans,  La.  70113,  William  F.  Murfin,  District  Director  (504) 
682-2611. 

Oklahoma  District  Office,  50  Penn  Place — Suite  840,  Oklahoma  City, 
Okla.  73118,  Truman  Branscum,  District  Director,  (405)  736-4011. 

San  Antonio  District,  272  East  Durango — Room  A-513,  San  Antinio, 
Tex.  78206,  James  S.  Reed,  District  Director  (512)  730-5511. 

VII.  Kansas  City  Regional  Office,  911  Walnut  Street — 23rd  Floor, 
Kansas  City,  Missouri  64106,  Deryl  K.  Schuster,  Regional  Director 
(816)  374-7212. 

Kansas  City  District  Office,  12  Grand  Bldg. — 5th  Floor,  1150  Grand 
Ave.,  Kansas  City,  Mo.  64106,  Gerald  D.  Jepson,  District  Director 
(816)  372-7212. 

Des  Moines  District  Office,  210  Walnut  Street,  Des  Moines,  Iowa 
50309,  Harold  D.  Sears,  District  Director  (515)  284-^000. 

Omaha  District  Office,  215  North  17th  Street,  Omaha,  Neb.  68102, 
Rick  S.  Budd,  District  Director  (402)  221-1221. 

St.  Louis  District  Office,  210  North  12th  Street — Room  520,  St.  Louis, 
Mo.  63101,  Tliomas  L.  Holling,  District  Director  (314)  279-4110. 

Wichita  District  Office,  110  East  Waterman,  Wichita,  Kan.  67202, 
Clayton  Hunter,  District  Director  (316)  267-6311. 

Vin.  Denver  Regional  Office,  Executive  Tower  Bldg.,  1405  Curtis 
Street,  Denver,  Colo.  80202,  Victor  M.  Rivera,  Regional  Director 
(303)  327-0111. 

Denver  District  Office,  721  19th  Street — Room  407,  Denver,  Colo. 
80202,  Douglas  F.  Graves,  District  Director  (303)  327-0111. 

Casper  District  Office,  100  East  B  Street,  Casper,  W'yo.  82601,  Jerry 
S.  King,  District  Director  (307)  328-5330. 

Fargo  District  Office,  653  Second  Avenue  North — Room  218,  Fargo, 
N.  Dak.  68102,  E.  Maine  Shafer,  District  Director  (701)  783-5771. 

Helena  District  Office,  618  Helena  Avenue,  Helena,  Mont.  59601, 
Ottley  R.  Tschache,  District  Director  (406)  588-5011. 

Salt  Lake  City  District  Office,  125  South  State  Street — Room  2237, 
Salt  Lake  City,  Utah  84138,  Clair  R.  Hopkins,  District  Director 
(801)  588-5500. 


Sioux  Falls  District  Office,  Eighth  and  Main  Avenue,  Sioux  Falls, 

S.  Dak.  57102,  Chester  Boyd  Leedom,  District  Director  (605)  782- 
4980. 

IX.  San  Francisco  Regional  Office,  450  Golden  Gate  Avenue — Box 
36044,  San  Francisco,  California  94102,  Gilbert  Montano,  Regional 
Director  (415)  556-9000. 

San  Fi-ancisco  District  Office,  450  Golden  Gate  Avenue — Box  36044, 
San  Francisco,  Calif.  94102,  Vacant  (415)  556-9000. 

Las  Vegas  District  Office,  301  East  Stewart — Box  7527,  Downtown 
Station,  Las  Vegas,  Nev.  89101,  Robert  S.  Garrett,  District  Director 
(702)  385-6011. 

Honolulu  District  Office,  1149  Bethel  Street — Room  402,  Honolulu, 
Hawaii  96813,  David  K.  Nakagawa,  District  Director  (808)  546- 
8950. 

Los  Angeles  District  Office,  350  S.  Figueroa  St. — 6th  Floor,  Los 
Angeles,  Calif.  90071,  Stewart  L.  Rollins,  District  Director  (213) 
688-2000. 

Phoenix  District  Office,  112  North  Central  Avenue,  Phoenix,  Ariz. 

85004,  Stanley  D.  Goldberg,  District  Director  (602)  261-3900. 
San  Diego  District  Office,  110  West  C  Street — Suite  705,  San  Diego, 
Calif.  92101,  Fred  D.  Sergent,  District  Director  (714)  293-5000. 

X.  Seattle  Regional  Office,  710  Second  Avenue — 5th  Floor,  Seattle, 
Wash.,  Daniel  B.  Ward,  Regional  Director  (206)  442-0111. 

Seattle  District  Office,  710  Second  Avenue — 5th  Floor,  Seattle,  Wash. 

98104,  Robert  F.  Caldwell,  District  Director  (206)  442-0111. 
Anchorage  District  Office,  1016  West  Sixth  Avenue — Suite  200,  An¬ 
chorage,  Alaska  99501,  Frank  D.  Cox,  District  Director  (907)  272- 
5561. 

Boise  District  Office,  216  North  Eighth  Street,  Boise,  Idaho,  Oliver 

T.  Davis,  District  Director  (208)  342-2711. 

Portland  District  Office,  921  Southwest  Washington  Street,  Port¬ 
land,  Oreg.  97205,  J.  Don  Chapman,  District  Director  (503)  221- 
2000. 

Spokane  District  Office,  651  U.S.  Courthouse,  Spokane,  Wash. 
99120,  William  S.  Schumacher,  District  Director  (509)  456-0111. 
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DEPARTMENT  OF  DEFENSE 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

Consumer  Representation  Coordinator,  Office  of  the  'Sec¬ 
retary,  Department  of  Defense,  Washington,  D.C.  20301 
(202)  697-9191. 
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I.  Statement  of  Purpose 

A.  The  purpose  of  this  program  is  to  ensure,  to  the  greatest 
extent  possible,  that  persons  who  are  affected  by  consumer 
oriented  Defense-sponsored  legislation,  regulations,  policy  de¬ 
cision,  or  program  action  have  the  opportunity  to  comment 
on  the  subject  before  a  decision  is  reached,  and  that  their 
views  are  duly  considered  in  the  decision-making  process.  It 
is  also  intended  to  actively  solicit  consumer  opinion  and  en¬ 
sure  that  appropriate  feedback  is  provided  regarding  con¬ 
sumer  suggestions, 

B.  It  is  a  basic  premise  of  this  program  that,  where  the 
machinery'  and  the  techniques  for  assuring  consumer  repre¬ 
sentation  already,  exist,  they  are  to  be  strengthened:  where 
they  do  not  exist,  they  will  be  instituted.  Its  purpose  is  also 
to  provide  the  mechanism  for  ensuring  a  better  understand¬ 
ing  of  consumers’  concerns  and  viewpoints. 

C.  This  program  is  intended  to  make  it  easier  for  consum¬ 
ers,  planners  and  managers  to  focus  their  attention  on  Issues 
of  special  and  general  consumer  concern  throughout  the  DoD. 
It  includes  procedures  that  apply  to  both  civilian  consumers 
affected  by  Defense  activities  and  to  consumers  who  are 
eligible  for  goods  and  services  provided  by  DoD  facilities. 
Details  concerning  the  scope  of  these  procedures  follow. 

.  II.  Executive  Summary 

A.  Many  Defense  activities  impact  in  some  manner  upon 
the  civilian  sector  and  affect  many  consumers.  Those  that 
have  the  greatest  effect  and  provide  a  practical  opportunity 
for  consumer  representation  are  included  in  this  program.  In 
Section  III.A.  is  a  detailed  discussion  of  each  of  the  following 
Defense-sponsored  activities  which  meet  these  criteria; 

1.  Consumer  Product  Information  Program. 

2.  Civil  Works  Program. 

■  3.  Environmental  Impact  and  Economic  Adjustment  As¬ 
sistance. 

4.  Civil  Defense  Preparedness. 

5.  Dissemination  of  Scientific  and  Technical  Information. 

B.  Section  m.B.  covers  consumer  representation  proce¬ 
dures  that  affect  those  eligible  persons  who  consume  goods 
and  services  offered  within  the  Defense  establishment.  The 
following  major  areas  are  highlighted  and  are  included  in 
this  program: 

1.  Personal  Commercial  Affairs. 

2.  Recreational  Activities. 

3.  Housing. 

4.  Transportation. 

5.  Legal  Assistance. 

6.  Health  Programs. 

7.  Military  Resale  Activities. 

C.  Specific  consumer  representation  programs  shall  be  de¬ 
veloped  and  published  by  DoD  Components,  In  conformance 
with  the  general  guidance  contained  herein. 

D.  Adequate  mechanisms  shall  be  established  to  monitor 
the  effectiveness  of  the  Consumer  Representation  Program, 
including  a  plan  to  establish  the  accountability  for  imple¬ 
mentation. 

E.  The  Assistant  Secretary  of  Defense  (Manpower  and  Re¬ 
serve  Affairs)  (ASD(M&RA) )  shall  maintain  primary  respon¬ 


sibility  for  consumer  affairs  and  within  his  staff,  shall  desig¬ 
nate  a  Consiuner  Representation  Program  Coordinator.  Other 
staff  elements  of  the  OflBce  of  the  Secretary  of  Defense  (OSD) 
shall  maintain  cognizance  of  those  consumer  activiti^  which 
are  specifically  in  their  functional  area  of  responsibility  and 
advise  the  ASD(M&RA) ,  when  appropriate. 

F.  This  document  will  serve  as  the  OSD  Consumer  Repre- 
sentati(Hi  Program.  All  other  DoD  Components  which  have 
activities  that  affect,  or  are  affected  by,  consumer  affairs  shall 
develop,  publish  and  monitor  a  Consumer  Representation 
Program,  These  DoD  Components  shall  consider,  with  respect 
to  each  program  element,  the  appropriateness  of  additional 
mechanisms  to  assure  increased  consumer  representation. 

in.  Departmental  Plan 

a.  department  of  defense  activities  which  impact  on  all 
consumers 

1.  Consumer  Product  Information  Program.  DoD  shall  par¬ 
ticipate  in  a  Government-wide  Consumer  Information  Pro¬ 
gram.  This  prc^am  is  designed  to  share  with  the  civilian 
community  toe  product  knowledge  gained  through  DoD  test¬ 
ing  of  products  purchased  for  its  own  use.  The  informatiMi 
will  be  provided  to  the  General  Services  Administration  which 
is  responsible  for  its  public  dissemination.  Complete  details 
of  this  program  are  contained  in  DoD  Directive  5030.48  (ref¬ 
erence  (a) ) , 

2.  Civil  Works  Program,  a.  The  Secretary  of  toe  Army  is 
responsible  for  toe  Civil  Works  Program,  as  administered  by 
toe  U.S.  Army  Corps  of  Engineers.  The  primary  purpose  of 
toe  Civil  Works  Program  is  to  provide- benefits  to  toe  American 
public  by  toe  conservation  and  development  of  toe  Nation’s 
water  resources.  The  Chief  of  Engineers  and  top  managers 
throughout  toe  program  participate  in  natural  resources  and 
public  policy  conferences  to  obtain  input  firsthand  from 
leaders  in  industry,  nonprofit  organizations  and  consumer 
groups.  'Wtoen  letters  to  the  Corps  indicate  an  issue  of  sig¬ 
nificant  national  consumer  interest,  toe  OfBce  of  toe  Chief  of 
Engineers  holds  hearings  to  solicit  consumer  input  to  toe 
policy  formulation  process.  When  an  area  of  continuing  con¬ 
sumer  concern  is  identified,  an  advisory  board  is  established 
to  obtain  a  continuing  source  of  input  from  consumer  repre¬ 
sentatives.  One  such  board  is  the  Chief  of  Engineers  Environ¬ 
mental  Advisory  Board,  composed  of  members  representing 
conservation  organizations,  the  news  media,  and  other  con¬ 
sumer  interests.  The  boards  will  aid  toe  Ctoief  of  Engineers  in 
defining  and  meeting  the  Corps’  obligations  and  responsibili¬ 
ties  in  environmental  matters  and  in  promoting  mutual 
understanding. 

b.  Perhaps  toe  greater  and  more  visible  consumer  input  to 
toe  Civil  Works  Program  is  in  toe  conduct  of  toe  program 
in  toe  local  district  offices.  Ccmsumer  input  is  essential  from 
toe  beginning,  and  is  solicited  by  a  variety  of  mechanisms. 

(1)  Public  meetings  are  conducted  by  the  Corps  at  critical 
decision-making  points  in  the  planning  process.  Three 
meetings  are  recommended:  toe  first  to  obtaih  input  from 
toe  consumer  regarding  toe  problems  and  need  for  a  study; 
toe  second  to  review,  with  toe  consumer,  alternative  solu¬ 
tions  to  problems  and  needs  identified  in  the  study,  and  to 
obtain  consumer  reactions  to  toe  alternative  solutions;  and 
finally  to  obtain  consumer  reaction  on  toe  plan.  Including 
any  recommendations  for  the  Federal  Government’s  par¬ 
ticipation  in  implementing,  toe  plan.  The  public  meetings  are 
held  to  inform  toe  consumer  and  to  give  all  interested  parties 
an  opportunity  to  fully  and  publicly  express  their  views.  The 
public  meeting,  as  a  mechanism,  has  been  used  for  many 
years  and  has  received  consumer  acceptance  as  an  important, 
but  certainly  not  toe  only,  means  of  entering  the  decision¬ 
making  process;  other  consumer  input  mechanisms  are 
employed,  such  as: 
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(a)  Workshops, 

(b)  Informal  meetings  with  consumer  groups, 

(c)  Request  for  comments  on  draft  reports  and  draft 
environmental  Impact  statements, 

(d)  Request  for  comments  on  public  Infmmation  brochures, 

(e)  Solicitation  of  advice  from  consumers  through  tele¬ 
phonic  and  face-to-face  contact, 

(f )  The  establishment  of  consumer  advisory  committees. 

(2)  The  following  mechanisms  are  established  to  ensiure 

that  input  from  consumers  is  adequately  solicited  and 
evaluate : 

(a)  A  consumer  involvement  program  is  developed  at  the 
beginning  of  a  study, 

(b)  A  siunmary  of  consumer  involvement  program  imple¬ 
mentation  must  be  incorporated  in  planning  reports, 

(c)  A  requirement  that  testimony  presented  and  discussions 
held,  at  public  meetings,  are  recorded  verbatim  and  reviewed 
in  the  evaluation  and  decision-making  process  by  a  district 
office  and  higher  echelons. 

c.  There  is  an  extensive  information  program  to  facilitate 
consiuner  understanding  of  and  participation  in  the  Civil 
Works  Program. 

(1)  Mailing  lists  are  maintained  to  facilitate  this  educa¬ 
tion  process.  In  addition,  there  is  wide  distribution  of  publi¬ 
cations.  For  example,  a  water  resources  booklet,  which 
includes  information  on  all  Corps  activities  in  a  State,  is 
prepared  for  each  State.  PamplUets  on  all  of  its  reservoir 
recreation  areas  are  published.  Publications  are  also  avail¬ 
able  on  special  subjects  of  high  consumer  interest.  Consum¬ 
ers  are  also  provided  with  flood-plain  and  public  safety  in¬ 
formation  and  training  sessions  are  conduct^  for  flood  emer¬ 
gencies.  A  catalog  of  information  Aims  on  water  resources 
and  related  subjects  is  widely  distributed,  and  the  Aims  are 
available  for  loan  upon  request.  Finally,  each  Corps  office 
has  a  speakers  bureau  which  provides  speakers  (and  often 
Aim)  to  requesting  consumer  groups. 

(2)  Another  widely  used  mechanism  for  keeping  the  con¬ 
sumer  informed  is  the  public  notice.  Notices  are  often  re¬ 
leased  by  the  district  office  on  specific  plans  and  projects 
under  consideration,  permit  hearings,  and  public  meetings. 
The  Corps  has  made  a  concerted  effort  to  make  such  notices 
less  formal,  more  informative  and  of  greater  use^  to  the 
consiuner. 

(3)  Feedback  to  consumers  on  their  comments,  inquiries,  or 
complaints  will  normally  be  handled  by  Individual  letters. 
Comments  op  proposed  regulations  are  solicited  from  the 
public  and  will  be  acknowledged  in  the  Federal  Register  when 
the  final  regulation  is  adopted.  Copies  of  the  Anal  regulations 
will  also  be  sent  to  those  parties  who  commented  on  the 
proposed  regulations. 

3.  Environmental  Impact  and  Economic  Adjustment  As¬ 
sistance.  a.  Under  the  provisions  of  the  National  Environ¬ 
mental  Policy  Act  (NEPA  )of  1969)  as  amended  (reference 

(b)  (1)  and  as  implemented  by  DoD  Directive  6050.1  (reference 

(c)  ) ,  each  proposed  action  must  be  assessed  to  ascertain  its 
environmental  impact.  In  this  assessment  process,  the  direct 
Impact  on  the  natural  environment  will  be  considered,  as 
well  as  secondary  Impacts,  such  as  trafSc  patterns,  employ¬ 
ment,  housing,  etc.  If  the  proposed  action  may  significant 
Impact  the  quality  of  the  human  environment,  or  if  It  is 
anticipated  to  be  environmentally  controversial,  then  an 
Environmental  Impact  Stat^nent  (EIS)  shall  be  prepared 
and  public.  Federal,  State,  and  local  comments  on  the  pro¬ 
posal  solicited.  The  substantive  comments  received  are  to 
be  addressed  and  incorporated  into  a  flnal  Impact  statement 
and  flled  with  the  Council  on  Environmental  Quality  (CEQ) . 
No  administrative  action  on  the  proposal  is  to  be  taken 
for  30  days  after  the  flnal  EIS  is  filed.  This  is  to  provide  the 
Environmental  Protection  Agency  an  opportunity  to  fulflll 
its  statutory  requirements  under  Section  309  of  the  Clean 
Air  Act  of  1970.  Notice  of  the  filing  of  both  the  draft  and 
the  flnal  EIS  will  be  noted  in  the  Federal  Register.  This 
process  requires  a  minimum  of  90  days.  The  flnal  Impact 
statement  is  to  accompany  the  proposal  through  the  DoD 
Components’  review  process  so  that  the  decision-maker  can 
give  due  consideration  to  the  environmental  impact  concur¬ 
rent  with  technical,  operational,  economic  and  other  factors 
in  making  the  flnal  decision. 

b.  When  individuals  and  local  communities  are  adversely 
affected,  whether  or  not  an  EIS  is  prepared,  by  a  DoD  decision 
or  action,  assistance  is  provided  under  the  Economic  Adjust¬ 
ment  Program.  This  assistance  program  is  carried  out  under 
the  auspices  of  the  President’s  Economic  Adjustment  Com¬ 


mittee  which  is  chaired  by  the  Secretary  of  Defense.  The 
Committee  coordinates  the  use  of  available  Federal  resources 
to  help  impacted  ccxnmunitles  generate  new  jobs  to  replace 
lost  Defense  jobs.  The  Economic  Adjustmoit  Program  will 
be  carried  out  under  the  provisions  of  DoD  Directive  5410.12 
(reference  (d) ) .  When  serious  economic  impacts  from  DoD 
base  closures  or  realignment  actions  are  unavoidable,  assist¬ 
ance  shall  be  provided  to  Individuids  and  ccunmunitles 
through  this  program,  as  follows: 

(1)  Employment  Impact.  The  effect  on  the  area’s  man¬ 
power  requires  that  the  Committee  give  major  emphasis 
to  the  needs  of  the  affected  employees  in  transferring,  retir¬ 
ing,  retraining  or  obtaining  placement  assistance  with  the 
private  sector.  The  Defense  Priority  Placement  Program,  DoD 
Directive  1400.20  (reference  (e) ) ,  provides  maximum  place¬ 
ment  assistance  prior  to  and  subsequent  to  reductlon-ln- 
force  separations.  All  affected  career  employees  are  given 
the  opportunity  to  roister  for  placement  assistance  under 
this  program. 

(2)  Housing  Impact,  (a)  ’The  Homeowners  Assistance  Pro¬ 
gram,  DoD  DirecUve  5100.54  (reference  (f)),  assists  both 
military  and  civilian  employee  homeowners  by  reducing  losses 
Incident  to  the  disposal  of  their  homes.  When  the  local 
housing  market  is  seriously  affected  by  closure  cutbacks  at 
military  installations,  employees  are  assisted  in  disposing 
of  their  residences  at  a  small  discount  from  fair-market 
value. 

(b)  In  addition  to  the  assistance  to  individual  homeown¬ 
ers,  the  Committee  works  closely  with  the  community  and 
its  business  leaders  on  the  orderly  acquisition  and  disposal 
of  surplus  military  housing  at  former  military  Installations. 
Close  coordination  between  Federal  and  local  authorities  is 
required  to  assure  that  the  disposal  of  this  housing  does  not 
seriously  disrupt  the  local  housing  market. 

(3)  Property  Impost.  The  Committee  assists  communities 
in  the  conversion  of  former  Defense  bases  to  meet  public 
needs  and  job-generating  uses  such  as  industrial,  ^uca- 
tional,  health  and  transportation.  Disposition  of  this  prop¬ 
erty  requires  cooperation  with  the  citizenry  and  public  bodies 
in  each  of  the  impacted  areas.  The  focus  of  the  Committee 
is  to  work  with  local  leaders  and  citizens  on  developing 
a  base-use  plan,  arranging  interim  use  of  these  facilities 
and  facilitating  flnal  conveyance  of  this  property  to  the 
community. 

(4)  School  Impact.  Hie  Committee  works  with  area  educa¬ 
tors  to  alleviate  the  impact  caused  by  the  relocation  of 
personnel  and  the  loss  of  Federal  education  assistmice  funds. 

(5)  Small  Business  Impact.  Many  small  business  Arms  are 
affected  by  these  realignment  actions  as  a  result  of  their 
subcontracts  with  the  base  or  with  a  major  prime  contractor. 
These  Arms  Include  the  full  gamut  of  Arms  in  the  real  estate, 
service,  construction  and  financial  sectors.  The  asslstcmee 
provide  through  the  Committee  to  these  enterprises  is  di¬ 
rected  at  each  of  the  individual  Arms  and  the  peculiar  prob¬ 
lems  these  Arms  face  in  diversifying  their  product  lines  and 
service  orientation. 

(6)  Community  Impact,  (a)  A  major  realignment  action 
often  highlights  the  need  to  address  specific  community  needs 
that  may  be  met  through  the  acquisition  of  surplus  base  prop¬ 
erty.  Dependent  upon  the  size  and  character  of  the  base, 
various  parts  may  be  utilized  for  public  purposes  at  much 
less  cost  than  constructing  new  facilities. 

(b)  The  Committee  encourages  affected  communities  to 
imdertake  adjustment  effort  in  which  all  facets  of  the  Impeet 
are  addressed  and  resolved  in  the  shortest  time  and  with 
minimum  outlay  of  resources.  The  Committee  helps  to 
marshal  those  Federal  resources  that  are  supportive  of  com¬ 
munity  goals  and  objectives  and  to  reinforce  the  vital  role 
of  the  private  sector  in  each  Impact  location. 

c.  Because  of  these  problems,  the  Economic  Adjustment 
Program  requires  the  full  participation  of  citizens  in  the 
organizational,  planning,  property  disposal,  and  implementa¬ 
tion  phases  in  each  community.  From  the  outset  of  a  project, 
broad  citizen  participation  is  sought  from  representa^ves  of 
labor,  education,  business,  public  service,  real  estate,  social 
services,  and  environmental  groups,  etc.  Meetings  are  held  in 
publie  buildings  and  open  to  all  citizens,  flpeciflcedly,  citizen 
and  consumer  participation  is  made  possible  by  the  following 
actions: 

(1)  Citizens  are  encouraged  to  establish  an  organizational 
vehicle  to  solve  problems.  If  such  an  existing  mechanism  is 
lacking; 
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(2)  Citizen  participation  In  the  formulation  of  the  re¬ 
covery  plan; 

(3)  Citizens’  ideas  and  suggestions  will  be  embodied  in  all 
committee  reports; 

(4)  Citizens  have  the  option  of  accepting  or  rejecting,  in 
whole  or  in  part,  the  specific  economic  adjustment  plans  to  be 
implemented  in  an  impacted  community. 

d.  Iiidividuals  or  organizations  desiring  additional  infor¬ 
mation  about  the  Economic  Adjustment  Program  should 
communicate  with  the  Director,  Office  of  Economic  Adjust¬ 
ment,  Department  of  Defense,  Washington,  D.C.  20301. 

4.  Civil  Defense  Preparedness,  a.  The  Defense  Civil  Pre¬ 
paredness  Agency  is  responsible  for  preparing  plans  and  pro¬ 
grams  for  the  CivU  Defense  of  the  United  States,  as  specified 
in  DoD  Directive  5105.43  (reference  (g)).  The  Director  and 
his  staff  w'ork  closely  with  representatives  of  other  Federal 
agencies  and  State  and  local  governments  in  pro\’lding  guid¬ 
ance  and  assistance  for  the  development  of  emergency  operat¬ 
ing  capabilities.  The  primary  objective  is  to  make  the  citizens 
in  the  community  better  prepared  to  protect  life  and  prop¬ 
erty  in  the  event  of  a  threatened  or  actual  attack.  The  Agency 
accords  first  consideration  to  local  community  needs  in  the 
overall  objectives  of  the  national  program. 

b.  The  system  recognizes  that  emergency  preparedness 
needs  and  efforts  necessarily  vary  with  each  level  of  organi¬ 
zation;  such  as,  the  citizen,  the  community,  the  State,  and 
the  Nation.  Through  its  conduct  of  seminars,  on  site  assist¬ 
ance  projects,  and  local  association  meetings,  this  Agency  is 
able  to  assess  and  respond  to  consumer  desires.  Regional 
personnel  are  in  the  field  working  with  State  and  local  gov¬ 
ernments  and  local  community  organizations  to  respond  to 
the  needs  of  the  people  they  represent. 

c.  Numerous  publications  are  made  available  to  the  public 
through  State  and  local  Civil  Preparedness  Agencies,  includ¬ 
ing  a  citizen’s  handbook  “In  Time  of  Emergency”  in  both 
English  and  Spanish,  as  well  as  films  in  both  languages.  In 
addition,  a  quarterly  magazine  “Foresight,”  which  provides 
a  forum  for  the  exchange  of  information  and  ideas  on  civil 
preparedness  throughout  the  United  States,  is  available  upon 
request  from  the  Assistant  Director  for  Information  Services, 
Defense  Civil  Preparedness  Agency,  The  Pentagon,  Washing¬ 
ton,  D.C.  20301. 

5.  Dissemination  of  Scientific  and  Technical  Information. 

a.  The  DoD  conducts  a  broad  program  of  research,  develop¬ 
ment,  test  and  evaluation  to  provide  an  effective  national  de¬ 
fense  capability.  The  results  of  the  research,  development, 
test  and  evaluation  program  have  potential  for  use  by  the 
private  sector,  other  Government  agencies  and  State  and 
local  governments  in  the  solution  of  critical  domestic  prob¬ 
lems.  The  DoD  makes  this  (unclassified)  information  avail¬ 
able  to  the  public  through  the  Department  of  Commerce 
clearinghouse,  known  as  the  National  Technical  Information 
Service  (NTIS) .  The  NTIS  announces  and  disseminates  this 
information  to  the  general  public.  In  a  similar  manner,  de¬ 
scriptions  of  ongoing  research  and  development  technology 
projects  will  be  placed  in  the  Smithsonian  Science  hiforma- 
tion  Exchange  (SSIE),  which  makes  them  available  to  the 
general  public. 

b.  The  DoD,  ifi  cooperation  with  the  Energy  Research  and 
Development  Agency  and  the  Department  of  Housing  and 
Urban  Development,  Intends  to  conduct  demonstrations  of 
solar  heating  systems  in  military  family  housing  units  and 
selected  military  resale  facilities  at  various  locations  through¬ 
out  the  continental  United  States.  The  objective  of  these  ef¬ 
forts  is  to  provide  early  operational  data  and  other  applicable 
Information  in  support  of  the  National  Solar  Heating  and 
Cooling  Program  under  the  Energy  Research  and  Develop¬ 
ment  Agency.  Commercially  available  sjrstems  will  be  selected 
and  tested.  A  prime  goal  is  to  demonstrate  effectiveness  in 
reducing  energy  consumption  while  maintaining  quality  ar¬ 
chitectural  design.  The  results  of  the  demonstration  will  be 
available  for  application  in  both  military  and  civilian  usage. 
Consumer  comments  concerning  these  programs  should  be 
provided  to  Office  of  Assistant  Sroretary  of  Defense  (Installa¬ 
tions  and  Logistics) .  Installations  and  Housing,  The  Penta¬ 
gon,  Washington,  D.C.  20301.  Information  regarding  these 
programs  can  be  obtained  from  this  same  source. 

B.  CONSUMERS  OF  GOODS  AND  SERVICES  OFFERED  IN  DOD  ACTIVITIES 

1.  Transmission  of  Consumer  Suggestions,  a.  Inherent  in 
the  military  establishment  are  numerous  procedures  at  the 
installation  level  which  permit  individuals  to  initiate  views 
regarding  their  interest  as  consiuners  of  goods  or  services 


offered  by  Defense-sponsored  activities.  It  is  here,  in  the  mil¬ 
itary  community,  that  likes  and  dislikes  are  first  made 
known,  corrective  action  taken,  or  referrals  to  higher  levels 
accomplished.  The  accessibility  of  local  assistance,  however, 
does  not  preclude  the  use  of  other  available  channels  of 
communications. 

b.  As  a  general  principle,  consumer  suggestions  and  com¬ 
ments  are  to  be  analyzed  and  passed  from  appropriate  ad¬ 
visory  groups  and  staff  elements  to  the  decision  level  which 
may  app/ropriately  address  the  consumer  input.  It  is  at  this 
point  that  suggestions  or  comments  are  int^rated  into  the 
decision-making  process.  Affeeted  elements  are  to  use  all 
reasonable  techniques  to  ensure  that  consumer  suggestions 
are  encouraged  and  considered.  Examples  follow: 

(1)  Written  correspondence  from  consumers, 

(2)  Direct  contact  by  consumers  with  local  responsible  of¬ 
ficials. 

(3)  Consumer  participation  conferences,  , 

(4)  Consumer  advisory  groups, 

(5)  Inspectors  General  interview  and  complaint  systems, 

(6)  Sample  surveys, 

(7)  Military  commimity  service  organizations, 

(8)  In-store  interviews, 

(9)  Patron  purchase  panels, 

(10)  Suggestion  boxes, 

(11)  Customer  “Want”  slips. 

2.  Evaluation.  Consumer  p>articipation  in  the  evaluation  of 
existing  and  proposed  programs  should  begin  at  the  local 
level.  Various  methods  are  avwlable  which  allow  a  continu¬ 
ing  assessment  of  existing  procedures  with  a  view  toward  de¬ 
velopment  of  appropriate  changes.  Examples  include: 

a.  "Consumer  Voice"  Meetings.  Local  officials  should  peri¬ 
odically  announce  and  conduct  consumer-oriented  meetings 
which  solicit  individual  or  coUective  opinion  .as  to  matters 
which  affect  consumers, 

b.  Sample  Surveys.  These  should  be  desired  to  include  the 
collection  of  relevant  information  concerning  consumer  atti¬ 
tudes  toward  existing  policy  and  recommendations  for  new 
policy.  Effective  proc^ures  to  evaluate  and  act  on  these  sug¬ 
gestions  shall  be  developed. 

c.  Questionnaires  Distributed  at  Resale  Sources.  These  doc¬ 
uments  should  articulate  procedures  and  policies  which  affect 
consumers  and  be  designed  to  solicit  their  views.  Procedures 
shall  be  established  to  evaluate  and  act  on  recommendations. 

d.  Inspectors  General.  Consumer  complaints  recced 
through  this  system  are  to  be  transmitted  to  the  appropriate 
office  for  evaluation  and  appropriate  action. 

e.  Publication  in  FTideral  Register.  Proposed  regulations 
which  will  affect  consiuners  or  the  general  public  shall  (a)  bo 
published  in  the  Federal  Register  in  accordance  with  DoD 
Directive  5400.9  (reference  (h))  and  DoD  Directive  5400.7 
(reference  (i) ) ;  and  (b)  include  the  address  to  which  con¬ 
sumer  comments  may  be  sent.  Comments  shall  receive  ap¬ 
propriate  consideration.  Final  regulations  shall  also  be  pub¬ 
lished  in  the  Federal  Register. 

3.  Communication  to  Consumers  on  Issues  and  Decisions. 
In  general,  consumers  can  be  made  aware  of  issues  and  pend¬ 
ing  and  final  decisions  which  affect  them  through  a  variety 
of  means.  Including:  publication  in  the  Federal  Register,  in¬ 
ternally  disseminated  Information,  service  press,  local  press, 
and  le^lative  releases.  Policies  are  normally  promulgated  by 
such'  means  as  directives,  regulations  and  instructions.  How¬ 
ever,  all  available  communications  media  should  be  used  to 
keep  consumers  informed  of  relevant  information. 

4.  Feedback  to  Consumers  About  Their  Comments.  Written 

comments  from  consumers  receive  a  direct  reiffy  from  the 
proper  office.  In  addition,  responsible  local  officials  respond, 
as  appropriate,  to  individual  or  group  consumer  suggestiona 
presented  in  person.  Furthermore,  local  cmnmanders.  or  their 
representatives,  participate  in  on  base  consumer  group  ac¬ 
tivities,  such  as  personnel  advisory  councils  and  clubs,  to  dis¬ 
cuss  the  development  and  status  of  consumer  suggestions  of 
general  interest.  , 

5.  Consumer  Education,  a.  A  m3rriad  of  information  activi¬ 
ties  can  ccmtribute  to  the  continuing  ^orts  of  DoD  to  edu¬ 
cate  consumers.  Exanmles  toclude  commands'  calls,  tele¬ 
phone  and  installation  newspapers,  “hotHnes,”  books,  pam-j 
phlets,  fact  sheets  and  films,  and  Installation  newspapers.  4 

b.  DoD  Components  shall  use.  to  the  maximum  practical  | 
extent,  the  consumer  common  interest  material  made  avail-  | 
able  by  tl\e  Office  of  information  for  the  Armed  Forces  (lAF)  j 
and  shall  develop  appropriate  suppl^entary  material  to  en-  • 
surervlal^le  consumer  education  programs.  •* 
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C.  Specific  Considerations  for  Certain  Activities,  a.  Per¬ 
sonal  Commercial  Affairs.  DoD  Components  shall  implement 
proc^ures  concerning  consumer  interest  relating  to  ccnn- 
mercial  activity  on  DoD  installations  in  accordance  with  DoD 
Directives  1344.7,  1344.1  and  1344.9  (references  (j),  (k)  and 
(D).  Consumer  suggestions  relating  to  these  matters  and 
other  areas  of  general  consumer  interest  will  be  provided  to 
the  DoD  Components’  representative  to  the  DoD  Perscmal 
Commercial  Affairs  Board  which  makes  policy  recommenda¬ 
tions  in  these  areas. 

b.  Recreational  Activities.  A  variety  of  recreational  services 
including  clubs  and  messes,  athletic  facilities,  movie  theaters, 
craft  shops,  and  similar  activities  exist  on  military  installa¬ 
tions.  Appropriate  steering  groups  or  advisory  councils  should 
be  established  to  make  consumer  views  regarding  these  ac¬ 
tivities  known  to  local  responsible  officials. 

c.  Housing.  Personal  preferences  surveys  of  military  per¬ 
sonnel  and  their  families  are  undertaken  to  aid  in  setting 
the  direction  of  the  DoD  Family  and  Bachelor  Housing 
Progr£un. 

d.  Transportation.  The  Carrier  Evaluation  and  Reporting 
System  requires  the  consumer  to  provide  information  on  the 
quality  of  the  service  provided  by  the  carrier.  This  informa¬ 
tion  is  incorporated  in  the  muneiical  rating  of  carriers  which 
determines  the  amount  of  future  DoD  business  they  will  re¬ 
ceive.  Thus,  the  consumer  input  encourages  carriers  to  im¬ 
prove  service,  monitors  the  performance  of  agents,  and  helps 
provide  properly  msmaged,  effective  movement  of  household 
goods  belonidng  to  DoD  personnel. 

e.  Legal  Assistance.  The  Offices  of  the  Judge  Advocates 
General  of  the  Military  Departments,  through  the  mediiun 
of  legal  assistance  officers  at  the  installation  levels,  provide 
appropriate  advice  to  consmners.  Patterns  of  unethical  or 
illegal  business  practices  by  specific  merchants  are  identified 
by  receipt  of  specific  consumer  complaints. 

f.  Health  Programs.  (1)  The  excellence  of  inpatient  and 
outpatient  care  and  services  provided  by  DoD  medical  fa¬ 
cilities  is  of  continuing  interest  to  the  DoD.  Periodic  patient 
surveys  designed  to  solicit  views  regarding  the  adequacy  of 
care  (including  ethics,  aesthetics,  timeliness,  overall  satis¬ 
faction,  and  appropriate  avenues  for  redress) ,  shall  be  con¬ 
ducted.  Awiropriate  advisory  groups  are  to  be  established 
to  provide  consumer  comments  concerning  medical  care  to 
local  responsible  officials. 

(2)  The  Civilian  Health  and  Medical  Program  of  the  Uni¬ 
formed  Services  (CHAMPUS)  reimburses  beneficiaries  and 
provides  for  services  rendered  to  eligible  individuals  by  civil¬ 
ian  health  care  providers.  Opportunities  are  provided  for 
beneficiaries  and  providers  to  request  reconsideration  of  ad¬ 
verse  decisions  such  as  eligibility  to  participate  in  the  CHAM¬ 
PUS,  coverage  exclusions,  and  amounts  paid.  Communica¬ 
tions  received  from  participants  in  CHAMPUS  assist  pro¬ 
gram  managers  to  monitor  the  effectiveness  and  quality  of 
the  program.  Information  regarding  this  progi-am  shall  be 
disseminated  by  health  benefit  counselors  at  each  DoD  oper¬ 
ated  medical  facility. 

g.  Military  Resale  Facilities.  As  a  minimum,  affected  DoD 
Components'  shall  require  the  establishment  of : 

(DA  Quality  Assturance  and  Hazardous  Merchandise  Pro¬ 
gram,  to  maximize  patron  satisfaction  with  goods  and  serv¬ 
ices  offered  by  military  resale  facilities.  Through  close  liai¬ 
son  with  regffiatory  protective  agencies,  potentially  hazardous 
or  poor  quality  merchandise  will  be  identified  and  purged 
from  the  system;  resale  facilities  will  be  alerted  to  the  exist¬ 
ence  and  disposition  of  all  such  merchandise.  Appropriate 
Information  regarding  this  program  will  be  provided  to 
patrons. 

(2)  Consmner  attitude  surveys,  to  generate  Information 
regarding  levels  of  satisfaction  vfith  service  and  merchandise 
selection,  quality  and  price.  Responses  to  tho  surveys  should 
also  provide  statistical  evidence  of  customer  perceptions  con¬ 
cerning  shopping  privileges  and  how  they  contribute  to 
the  morale  of  eligible  personnel  and  their  families. 

(3)  Advisory  councils,  to  voice  customer  attitudes  that  are 
prevalent  on  military  installations.  Minutes  of  meetings  shall 
be  forwarded  to  the  appropriate  headquarters;  opinions  and 
recommendations  received  shall  be  acted  upon  to  assure  that 
necessary  corrective  action  is  taken  to  improve  customer 
service. 


(4)  A  Direct  Communication  Program,  inviting  customers 
to  offer  their  opinions  to  the  local  facility  manager  and/or 
installation  commander.  Commimication  will  be  accomplished 
through  all  available  mechanisms  Including  suggestion  boxes, 
want  slips,  and  telephone  “hotlines.”  Appropriate  officials 
shall  review  comments  and  respond  to  assure  customer  satis¬ 
faction.  Comments  that  cannot  be  answered  locally  shall  be 
forwarded  to  the  appropriate  headquarters  for  response  to 
assure  that  customer  satisfaction  is  met  to  the  maximum 
practical  extent. 

(5)  Consumer  newsletters,  to  provide  information  about 
new  merchandise,  “best  buys,”  operating  hours,  policies  and 
procedures. 

(6)  Adequate  consumer  identified  mechanisms,  at  appro¬ 
priate  headquarters,  to  regularly  review  docmnents,  reports, 
and  other  Information  which  may  be  useful  to  consumers. 
This  information  shall  be  available  for  review  upon  request 
from  consmners  or  higher  authority.  ' 

Appendix  A. — Results  of  Public  Meetings  Concebning  the 
Department  of  Defense  Consumer  Representation  Plan 

The  Department  of  Defemse  participated  In  White  House  Public 
Meetings  regarding  Consumer  Representation  held  in  (Chicago,  Illi¬ 
nois;  Atlanta,  Georgia;  and  San  Francisco,  California,  between 
January  13  and  29,  1976,  and  the  hearing  on  this  subject  held  In 
Washington,  D.C.  on  February  25, 1976. 

Verbatim  transcripts  of  the  Department  of  Defense  workshops 
conducted  at  the  three  Public  Meetings  were  prepared  and  are 
available  in  Room  3C980,  the  Pentagon.  Rather  than  focus  on  the 
proposed  Department  of  Defense  Plan,  the  questions  and  subse¬ 
quent  discussions  in  these  workshops  primarily  centered  on  various 
controversial  Defense  programs  and  projecte,  e.g.,  the  Defense  budg¬ 
et.  the  B-1  bomber  program,  certain  Corps'  of  Engineers  Civil  Works 
projects,  etc.  No  one  appeared  at  the  hearings  held  in  Washing¬ 
ton,  D.C.  to  present  testimony  or  comments  concerning  the  De¬ 
partment  of  Defense  proposed  plan. 

Appendix  B. — References 

(a)  DoD  Directive  6030.48,  "Consumer  Product  Information  Pro¬ 
gram,”  June  16, 1971. 

(b)  National  Environmental  Policy  Act  (NEPA)  of  1969,  as  amend¬ 
ed. 

(c)  DoD  Directive  6050.1,  “Environmental  Considerations  in  DoD 
Actions,”  March  19, 1974. 

(d)  DoD  Directive  5410.12,  “Economic  Adjustment  Assistance  to 
Defense-Impacted  Communities,”  April  21, 1973. 

(e)  DoD  Directive  1400.20,  “DoD  Program  for  Stability  of  Civilian 
Employment,”  August  13, 1971. 

(f)  DoD  Directive  5100.54,  “Homeowners  Assistance  Program,”  De¬ 
cember  29. 1967. 

(g)  DoD  Directive  5105.43,  “Defense  Civil  Prepardness  Agency 
(DCPA) ,”  July  14, 1972. 

(h)  DoD  Directive  5400.9,  “Publication  of  Proposed  and  Adopted 
Regulations  Affecting  the  Public,”  December  23, 1974. 

(I)  DoD  Directive  6400.7,  “Availability  to  the  Public  of  Department 
of  Defense  Information,”  February  14, 1975. 

(J)  DoD  Directive  1344.7,  "Personal  Commercial  Affairs,”  July  1, 
1969. 

(k)  DoD  Directive  1344.1,  “Solicitation  and  Sale  of  Insurance  on 
Department  of  Defense  Installations,”  January  21,  1972. 

(l)  DoD  Directive  1344.9,  “Indebtedness  of  Military  Personnel,” 
July  1, 1969. 

(Copies  of  references  are  available  for  review  in  Room  3C680,  The 
Pentagon.) 

Appendix  C. — Focal  Point  for  Consumer  Representation  Plan 
at  the  Department  of  Defense 

office  of  the  secretary  of  defense 


The  Secretary  of  Defense 

Assistant  Secretary  of  Defense  Manpower  and  Reserve  Affairs 
Consumer  Representation  Program  Coordinator  * 


*  Primary  consumer  contact. 
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DEPARTMENT  OF  STATE 

Consumer  Representation  Plan 


PRIMARY  CONSUMER  CONTACT 

Consumer  Coordinator  and  Special  Assistant  to  the  Under 
Secretary  for  Economic  Affairs,  Room  7245A,  Depart¬ 
ment  of  State,  Washington,  D.C.  20520,  Telephone: 
(202)  632-9818. 
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Executive  Summary 

In  response  to  President  Ford’s  Directive  of  April  1975,  the 
Department  of  State  published  a  proposed  Plan  in  the  Federal 
Register  of  November  26,  1975,  and  subsequently  created  the 
job  of  Consumer  Coordinator  and  Special  Assistant  to  the 
TTnder  Secretary  for  Economic  Affairs. 

T^e  Plan  has  now  been  revised  to  be  more  precise  and  to 
reflect  the  comments  from  a  wide  spectrum  of  consumer  or¬ 
ganizations  and  spokesmen. 

It  provides  for  a  consumer  affairs  official  within  each  bu¬ 
reau.  The  Coordinator  will  establish  an  exchange  of  informa¬ 
tion  with  consumers,  and  arrange  appropriate  contacts  be¬ 
tween  Department  officials  and  consumer  interests.  A  Con¬ 
sumer  Advisory  Committee  will  be  established,  and  consumer 
representatives  will  be  included  on  certain  existing  advisory 
committees.  Provision  is  made  for  analyses  of  consumer  im¬ 
pact  of  Department  actions,  and  clearance  of  memoranda  by 
the  Coordinator  or  bureau  consumer  affairs  officials. 

I.  Purpose 

The  purpose  of  this  Consumer  Representation  Plan  Is  to 
ensure  that  no  trade,  tariff,  economic,  monetary  or  other  pol¬ 
icy  affecting  the  flow  of  goods  or  sendees  Into  or  out  of  the 
United  States  is  adopted  or  approved  by  the  Department  of 
State  unless  and  until  all  officers  involved  in  the  decision¬ 
making  process  have  answered  the  question:  How  will  the  pol¬ 
icy  affect  the  United  States  consumer?  TTre  Plan  is  Intended 
to  ensure  that  consumer  interests  are  identified  and  articu¬ 
lated  at  a  sufficiently  early  stage  in  the  decisionmaking  proc¬ 
ess  so  that  they  will  effectively  Influence  policy  determina¬ 
tions.  In  this  manner  United  States  consumer  concerns  will 
be  fully  considered  by  ttie  key  decisionmakers  and  will  be 
included  in  the  policy  development  process  of  the  Department. 

n.  Affected  Bureaus  and  Offices 

All  bureaus  and  offices  within  the  Department  will  be  sub¬ 
ject  to  the  requirements  of  the  Plan.  (See  Organization 
Chart — Appendix  A.)  Those  principally  affected  will  be  the 
Office  of  the  Under  Secretary  for  Economic  Affairs,  the  Bu¬ 
reau  of  Economic  and  Business  -Affairs,  the  Bureau  of  Oceans 
and  International  Environmental  and  Scientific  Affairs,  and 
the  Bureau  of  Security  and  Consular  Affairs  (including  the 
Passport  Office) . 

III.  Consumer  Affairs  Coordinator 

The  function  of  the  Consumer  Affairs  Coordinator  shall 
be  to  ensure  to  the  best  of  his  or  her  ability  that  consumer 
interests  are  articulated  at  an  early  stage  in  the  decision¬ 
making  process  so  that  policy  determinations  will  be  made 
in  a  manner  consistent  with  the  purpose  of  the  plan. 

The  Coordinator  shall  be  a  Special  Assistant  to  the  Under 
Secretary  for  Economic  Affairs  and  shall  report  to  the  Under 
Secretary  for  Economic  Affairs  and,  through  him,  to  the 
Deputy  Secretary  and  the  Secretary  of  State. 

The  Consumer  Affairs  Coordinator  will  be  responsible  for 
the  implementation  of  this  Plan.  The  Coordinator  will  re¬ 
view  proposed  policy  decisions  and  recommendations  from 
the  point  of  view  of  the  consumer,  and  will  provide  advice. 


assistance,  and  guidance  in  the  preparation  of  the  consumer 
impact  analyses  referred  to  in  Part  V.  The  Coordinator  will 
also  encourage  public  discussion  of  Department  decisions  and 
recommendations,  will  take  steps  to  facilitate  the  submission 
of  views  by  consumer  representatives  to  the  Department,  and 
will  assure  that  the  various  advisory  committees  to  the  De¬ 
partment  take  into  account  the  consumer  point  of  view.  Spe¬ 
cifically,  the  Coordinator  will  do  the  following: 

1.  Establish  an  ongoing  exchange  of  information  through 
regular  and  ad  hoc  meetings.  At  the  outset  the  Coordinator 
will  schedule  regular  meetings  with  consumer  groups  and 
representatives  on  a  quarterly  basis,  with  notice  being  given 
in  the  Federal  Register.  Ad  hoc  meetings  will  be  scheduled 
at  the  request  of  any  consumer  group  or  representative  which 
wishes  to  raise  a  particular  problem  of  consumer  concern 
with  the  Department. 

These  meetings  will  be  open  to  the  public  and  any  inter¬ 
ested  person  will  be  able  to  comment  on  any  matter  relevant 
to  consumer  interests.  Furthermore,  in  those  cases  where 
there  is  adequate  time  available  prior  to  a  decision  and  where 
the  demand  of  confidentiality  permits,  the  Department  may 
schedule  a  public  hearing  or  meeting,  which  will  be  an¬ 
nounced  in  the  Federal  Register,  where  views  on  a  specific 
matter  before  the  Department,  such  as  a  particular  proposed 
treaty,  may  be  aired. 

2.  Ihe  Coordinator  will  also  take  steps  to  see  that  con¬ 
sumer  groups  and  representatives  are  placed  in  contact  with 
an  appropriate  official  of  the  Department  with  responsibility 
for  the  subject  matter  involving  the  particular  problem  or 
problems  of  interest  to  those  groups  or  representatives.  The 
Coordinator  will  also  bring  to  the  attention  of  the  appro¬ 
priate  officials  of  the  Department  Information  received  or  de¬ 
veloped  in  the  course  of  the  regular  exchange  of  information 
with  consumer  groups  and  representatives.  (Whenever  pos¬ 
sible,  taking  into  account  demands  of  confidentiality  and  tim¬ 
ing,  discussion  of  specific  policies  of  significant  concern  to 
consumers  should  occur  before  the  policies  have  been  finally 
determined.) 

3.  Establish  promptly  a  Consumer  Advisory  Committee 
which  shall  meet  periodically  to  advise  the  Secretary  through 
the  Consumer  Coordinator. 

The  Advisory  Committee  will  consist  of  representatives  of 
a  range  of  consumer  interests,  geographically  as  well  as  func¬ 
tionally  balanced.  The  Advisory  Committee  will  be  charged 
with  responsibility  to  advise  the  Coordinator  on  State  De¬ 
partment  procedures  for  receiving  and  utilizing  advice  re¬ 
garding  consumer  interests,  as  well  as  providing  advice  on 
the  particular  issues  involving  consumer  interests  that  are 
presented  to  the  Advisory  Committee  by  the  Consumer  Co¬ 
ordinator. 

4.  Ensure  that  consumers  are  well  represented  on  other 
advisory  committees  of  the  Department  if  such  committees 
deal  with  important  Issues  of  concern  to  the  consumer. 

The  Advisory  Committees  now  existing  in  the  Department 
which  deal  with  important  issues  of  concern  to  the  con¬ 
sumer  include: 

Advisory  Committee  on  International  Intellectual  Property. 
Advisory  Committee  on  the  Law  of  the  Sea. 

Advisory  Committee  on  Private  International  Law. 

Advisory  Committee  on  Transnational  Enterprises. 

Shipping  Coordinating  Committee. 

A  representative  of  consumer  Interests  will  be  represented 
on  each  of  these  Advisory  Committees. 

5.  Collect  and  analyze  data,  correspondence,  news  articles, 
and  other  written  materials  which  deal  with  the  interests  of 
consumers,  which  are  relevant  to  consumer  related  decisions 
of  the  Department. 
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This  material  will  be  processed  by  the  Office  of  the  Co¬ 
ordinator  and  furnished  to  the  appropriate  offices  of  the 
Department  for  use  in  discharging  the  responsibilities  set 
forth  in  Part  V  below. 

6.  Make  public  appearances  before  a  wide  range  of  audi¬ 
ences  and  ask  that  other  Department  officials  concerned  with 
substantive  issues  relevant  to  consumers  also  make  appear¬ 
ances. 

The  Consumer  Coordinator  will  also  work  with  Depart¬ 
ment  officials  with  relevant  expertise  to  assure  that  Con¬ 
gressional  committees,  members  of  Congress,  and  their  staffs 
are  informed  on  how  foreign  policies  affect  consumers. 

The  Coordinator  will  recommend  Department  poUcy  on 
consumer  issues  to  the  Secretary  through  the  Under  Secre¬ 
tary  for  Economic  Affairs  and  will  assist  in  the  implementa¬ 
tion  of  such  policy  to  the  extent  required  in  international 
organizations  and  through  diplomatic  posts  abroad. 

The  Coordinator  will  prepare  an  Annual  Report  on  the  im¬ 
plementation  of  this  Plan  for  the  Secretary. 

Finally,  the  Consumer  Coordinator  will  serve  as  the  De¬ 
partment’s  haison  with  consumer  groups,  consumer  repre¬ 
sentatives  of  other  Departments,  and  the  Office  of  the  Special 
Assistant  to  the  President  for  Consumer  Affairs. 

IV.  Bureau  Consumer  Affairs  Official 

Within  each  bureau  there  will  be  a  consumer  affairs  official 
designated  at  the  Office  Director  or  equivalent  level.  That  of¬ 
ficial  will  be  responsible  for  the  implementation  of  this  Plan 
within  his  bureau.  He  will  review  prc^)osed  policy  decisions 
and  recommendations  initiated  by  that  bureau  from  the  point 
of  view  of  the  consumer,  and  will  assure  that  the  consumer 


impact  analysis  referred  to  in  Part  V  is  properly  prepared.  He 
will  also  furnish  advice  and  assistance  to  the  Consumer  Af¬ 
fairs  Coordinator  and  be  responsible  for  such  consumer  re¬ 
lated  efforts  as  may  be  developed  from  time  to  time  within 
the  bureau  and  for  coordination  with  other  bureaus  and  the 
Consumer  Coordinator  as  appropriate. 

V.  Consumer  Impact  Analysis  and  Clearances 

The  procedures  set  forth  in  tills  section  shall  apply  to  every 
memorandum  recommending  action  which,  if  implemented, 
would  have  a  direct  and  major  impact  on  United  States 
consumers. 

Any  such  document  shall  contain  an  analysis  of  the  con¬ 
sumer  impact  of  the  recommendations  or  proposals  included 
in  the  document. 

Any  such  document  shall  be  cleared  with  the  consumer  af¬ 
fairs  official  of  the  initiating  bureau  and,  in  important  cases 
(as  determined  by  the  consumer  affairs  official  of  toe  ini¬ 
tiating  bureau) ,  the  Consumer  Affairs  Coordinator.  All  such 
documents  for  action  by  a  principal  of  the  Department  shall 
be  cleared  by  the  Consumer  Coordinator. 

VI.  Relations  With  Public 

Persons  who  wish  to  address  matters  of  consumer  interest 
to  the  Department  are  urged  to  communicate  with  the  Office 
of  the  Consumer  Coordinator,  Department  of  State,  Washing¬ 
ton.  D.C.  20520. 

The  office  will  develop  a  mailing  list  of  concerned  organi¬ 
zations  and  individuals  and  will  communicate  with  them  from 
time  to  time. 
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SECRETARY  OF  STATE 


SECRETARY 


UNDER  SECRETARY  FOR 
ECONOMIC  AFFAIRS 


CONSUMER 

COORDINATOR 


AGENCY 


LIAISONS 


AID 


ACDA 


USIA 


BUREAU  AND  OFFICE  LIAISONS 


C  •  Counselor  of  the  Department 

T  •  Under  Secrertary  for  Security  Assistance 

D  •  Office  of  the  Deputy  Secretary 

M/MO  •  Director  of  Management  Operations 

IGA  •  Inspector  General  of  Foreign  Assistance 

S/P  •  Policy  Planning  Staff 

S/IG  •  Inspector  General,  Foreign  Service 

H  •  Congressional  Relations 

PM  •  Bureau  of  Politico-Military  Affairs 

PA  ■  Bureau  of  Public  Affairs 

L'EB  •  Legal/  Bureau  of  Economic  £r  Business  Affairs 

AF  •  Bureau  of  African  Affairs 

EA  •  Bureau  of  East  Asian  &  Pacific  Affairs 


EUR  •  Bureau  of  European  Affairs 
NEA  •  Bureau  of  Near  Eastern  £t  South  Asian  Affairs 
EB  •  Bureau  of  Economic  £t  Business  Affairs 
CU  •  Bureau  of  Educational  ft  Cultural  Affairs 
INR  •  Bureau  of  Intelligence  ft  Research 
10  •  Bureau  of  International  Organization  Affairs 
OES  •  Bureau  of  Oceans  ft  International 
Environmental  ft  Scientific  Affairs 
SCA  •  Bureau  of  Security  ft  Consular  Affairs 
A  •  Bureau  of  Administration 
ARA  •  Bureau  of  Inter-American  Affairs  (State) 
Bureau  for  Latin  American  (AID) 
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